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IT'S ROUGH ON 
WATCH STRAPS 


“Here is a strap designed for summer wear! 


1 —Tubulardesign is cool and comfortable. 
2—Die-polished tubing is smooth all around.* 
3—Patented Split-Proof Tips can't come apart. 

4—Plastic buckles and keepers never tarnish or rust. 

5 — Molded lug ends won't gum up or corrode spring bars, 


*Kon-ite patented tubing has no ragged 
edges or exposed stitching. it's more 
comfortable to wear, lasts longer. Only 
Kon-ite gives you Kon-ite’s finer quality! 


Sell 


y KON-ITE 


8-E TUBULARS 
this summer — 
you'll make friends! 


A. SAUER & CO. 
Kon-ite Bldg. 
CINCINNATI 2, OHIO 
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THE JEWELERS’ CIRCULAR-KEYSTow 


JUNE 1948 


Merchandising and Promotion 
WINDOWS FOR THE COMING MONTH... . 
JIC JUNE AD CONSIDERS ALL BRIDES. . ... 
STORE TAKES PUBLIC BEHIND THE SCENES . 
TURN SHOPPERS INTO FRIENDLY CUSTOMERS. . 
GOLD AND WHITE FOR SUMMER. . . 
FANFARE AND PRIZES DRAW CROWDS TO OPENING . 
PERSONALITY ADS MAKE FRIENDS FOR JEWELER . 
INVENTORY SYSTEM TELLS STATUS AT A GLANCE . 
FACTUAL INFGRMATION BASIS FOR STORE SUCCESS . 
ADS WIN HONORS FOR JEWELRY FIRM . 
A BAND WAGON NAMED PROFIT. 
BABY GIFTS MAKE WIDE CIRCLE OF FRIENDS . 
RADIO QUIZ KEEPS STORE IN PUBLIC MIND. . . 
QUALITY AND CONSIDERATION FOUNDATION OF SUCCESS . 
THE AD-VISER . ... . ee ee 
LOW BUDGET ADS CONSISTENT WINNERS . 
PLAYING CARDS RATE OWN PROMOTION . 
SPECIALIZATION EARNS TITLE OF SILVER STORE . 
CO-OP ADS 10-YEAR SUCCESS IN WISCONSIN . 
PUSH ON DINNERWARE RESULTS IN NEW DEPARTMENT . 
SOUTH DAKOTA JEWELERS RUN ANTI-PEDDLER ADS . 
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Store Modernizaton 
FUNCTIONAL DESIGN FOR STREAMLINED SELLING . 


BUSINESS STAFF 


A. V. ANSEL, Circulation Manager 

ROBERT WATSON, Production Manager 
RAY V. LAWRENCE, Research Manager 
The Trade At Large 


NEW DESIGNS FROM PARIS . 
SWISS WATCH IMPORTS . 
GROUP SALES TRAINING ANSWERS SMALL JEWELERS’ PROBLEM 


TRIBUTES TO FRED V. COLE . 
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New York 

H. H. HETHERINGTON 
MADELINE LOVE 
ARTHUR J. TUVERI 


New England 

E. P. LINGHAM 

420 Ind. Tr. Bldg., Providence 3, R. 1. 
10 High St., Boston 10, Mass. 


Technical 
CRYSTALLOGRAPHY FOR JEWELERS 
VIBRATING A HAIRSPRING . 
WORKSHOP QUESTIONS AND ANSWERS . 
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West Coast 


SIMPSON-REILLY, LTD. 
Russ Bidg., San Francisco 4, Calif. 


Los Angeles County 


HARRY R. TERHUNE 
5410 Wilshire Blvd. 
Room 307, Los Angeles 36, Calif. 
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“The Marriage of Diamonds 
and Dolls", by Mary E. Lewis 
in collaboration with Dorothy 
Dignam, H. L. Lindquist Publi- 
cations, 2 W. 46th St., New York 
19, N.Y., first edition, 1947. 


OWNED, PUBLISHED, AND COPYRIGHTED (1948) BY THE CHILTON CO.,, ; 


Executive Office - Editorial and Advertising Of Jt 
Chestnut and 56th Sts. ® 
Philadelphia 39, Pa., U.S.A New York 17, U.S -) 


OFFICERS AND DIRECTORS 
JOSEPH S. HILDRETH, President; EVERIT B. TERHUNE, P. M. FAHRENDORF, JULIAN CHAS 
THOMAS L. KANE, 6G. C. BUZBY, CHARLES J. HEALE, Vice-Presidents; WILLIAM H. VALLA 
Treasurer; JOHN BLAIR MOFFETT, Secretary; HARRY V. DUFFY, Ve We LIPPERT, D. ALLYN © set 





PAUL WOOTON, Washington Member of the Editorial Board 





The Jewelers’ Circular-Keystone, published monthly and copyrighted by Chilton Company (Inc.), Chestnut and 
Sts., Philadelphia 39, Pa. Entered as second class matter at the Post Office in Philadelphia, Pa., under ~ . 
of Congress of March 3, 1879. Subscription price—United States or its possessions: one year $3.00; Mexico, ' 
America, South America, Spain and its colonies, one year = .00: Canada, one year $4.00; other foreign ¢ 

one year $12.00; single copies 35c in U, 8S. A. Subscriptions payable in advance. 


MICA 








O 


@), is O Mf. : 
and : J bane 


~~ ~ 


The executives and statt of William B. Ogush, Inc. 
proudly announce the com pletion of their newly 
enlarged offices and factory at 33 West 60th 
Street... This marks an important advance in 
the history of this organization ... The new 
guarters not only provide almost twice the plant 
capacity hut also permit new, unprecedented 
methods in the production of distinguished 


jewelry and fine watch cases... 














. OGUSH, INC. 


INE JEWELRY AND WATCH CASES 
CONFIDENCE OF THE INDUSTRY 
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Rap this Long-Last beauty with your 
knuckles. Tell your customer: “Hear 
that? Solid metal—nothing to chip or 
crack —built to last for years and years. 
Chromium plated. inside and out.” 











HERE’S THE QUICK, CONVINCING WAY. TO DEMONSTRATE 
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What woman wouldn't rave about this 
Manning-Bowman Long-Last Percolator! 
? It’s smart enough for any table. yet built like 


a battleship so it needn't be babied! So, when 


you show it... 








“The dripless spout and insulated 
natural wood handle both spell qual- 
ity. So does the Manning-Bowman name 
on toasters, broilers. irons. automati¢ 


vrills. waffle bakers. and heating pads.” 








Demonstrate its generous capacity. 
‘*Look—it makes eight cups of coffee 
at a time. As for safety—if you ever forget 
this percolator. a built-in current breaker 
shuts it off.” 














anning Bowman Means Gest 


Manning, Bowman & Co., Meriden, Connecticut * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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) “the diamond 
! “elim Setters friend” 


April 30, 
Baker & Co., Inc. 


113 Astor St., 
Newark, N. J. 


Gentlemen: 


Your sales record will show 
that we have been constant users of Palladium 
since it was first introduced to the jewelry 
industry. 





The diamond settings on every 
Gothic ring are made of Palladium with the result 
‘that our losses have been few and practically no 
diamond breakage. Truly, Palladium is the diamond 
setters friend. , 


Then, too, in our special order 
department the same beautiful piercing, carving 
and diamond setting is possible because Palladium 
is so readily workable and has the fine texture - 
formerly found only in platinum. 


We believe that the finest example 
of the use of Palladium is represented in your 
many beautiful settings, 


We use Palladium, not as a substitute 
but for its own intrinsic value and beauty. 


Yours very truly, 


KINSLEY JEWELRY MFG. CO. 








THE WORKING AND HANDLE FitKO0 r ( Me 
OF JEWELRY PALLAQIUM ‘Gay a / 


Let us send you this new booklet. Goes 113 ASTOR ST., NEWARK 5, N. J. 


int h a ; il. 
inté the subject in detail NEW YORK SAN FRANCISCO CHICAGO 
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THE JEWELERS’ CIRCULAR-KEYSTONE 

















_ At last, an illusion setting for men’s rings that is really new, 
the design of which is novel and the method of setting 
different from anything hitherto offered. The stones are 
| held high in the heavy prongs and do not touch the. 
surrounding scallops which reflect the light into the stone 
to complete the illusion. 
There are three sizes for men’s rings in line with bases 
of 8mm, 9mm and 10mm, taking stones from 5 points 
to 24 carats. Series 594 has a cross piercing and Series 
595 a round piercing through the centre of the setting. 
The 8mm size is for diamonds from 5 points to % carat, 
the 9 mm for stones from % to 14 carats and the 10mm 
for stones from % to 2% carats. 


Made in jewelry palladium, iridio-platinum and gold. 


‘113 ASTOR ST., NEWARK 5, N. J. 
NEW YORK SAN FRANCISCO CHICAGO 
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You'll like them for their style... their 
richness in design. You'll like them for their unusual colorful stones. 
Best of all, you'll like them for the way they sell. 
Truly, Simmons Quality Gold-Filled cuff links ... with their new, 


exclusive snap-acting pivots... are high spots in our 75th Anniversary Line. 


R. F. Simmons Company, Attleboro, Massachusetts + Makers of Simmons Chains 


Sold through Authorized Wholesale Jewelry Distributors 
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WATCH BANDS BEST! 
10 KNOW 
By THE MEN 


Trust America’s leading watch manufacturers and importers to know 
outstanding watch bands when they see them. Year in, year out, they place 
their stamp of approval on BRETTON’S superior styling and designing; 


on BRETTON S distinctive beauty; on BRETTON’S unquestioned quality and 


all-around appeal. So much so that now, even more than ever, more 



















famous watches wear BRETTON bands than any other kind: 


first choice Nationally Advertised 


of millions a | iia moll Opn 


of watch g FIRST AMONG FINE WATCH BANDS 


wearers, too! 
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CONSULT YOUR WHOLESALER 


An A RA a 





Crawford Watch Corp. - 550 Fifth Ave. - New York 19, N. Y. 
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watch band with a sequel 





The most admirable quality about GEMEX watch bands is 





The Gem-Mesh Line... typical 


° 4 r . y I. y > y ~ y pa > 
of Gemex style and quality: the way every band seils another band. The unusual GEMEX 





POR LAGNES: styling singles them out. The exquisite GEMEX detail helps 
No. 11051, expansion... .. $7.75 ii tae see q P 


No. 11038, with buckle.... 7.50 sell. The advertising in Ladies’ Home Journal, Saturday 


FOR MEN: 
No. 11507, with buckle... . 14.25 Evening Post, Esquire and Vogue helps. But most important 
No. 11508, expansion.....11.50 
No. 11512, with centercatch 14.25 is the tremendous satisfaction every GEMEX wearer enjoys 

All prices include Federal tax 
which prompts him to recommend it, by name, to others. 


GEME X WATCH B A NDS 


AVAILABLE THROUGH YOUR WHOLESALE DISTRIBUTOR GEMEX COMPANY e UN 
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Why the bridegroom i 


and the j eweler 


are crooning the 


same sweet tune... 


Se 


oo = ees x P n 
SS te Y oure ALL I NEED, to bring me contentment , whispers the 


groom to the bride, as he slips an American Beauty 








wedding ring on her finger. And “You're all I need’”— agrees 
s 





many a top-flight jeweler, with a nod to UR— 


“to bring mea completely successful ring department!” 


Yes, many of America’s leading jewelry merchants look to UR exclusively 
for their major ring needs — not only for the famed, exquisitely-wrought 
American Beauty diamond rings and bridal sets, but for a complete line 


of men’s and ladies’ quality rings. 


Such confidence in UR is easily explained. An ever-growing number 
of jewelers stake their treasured reputations on UR rings, because UR has 


treasured its own reputation above all else... for more than 80 years. 


UNTERMEYER, ROBBINS and COMPANY ¢ 136 West 52nd Street, New York 19, N. Y. 


tmoreavens | UR] times 1865 


13 





‘WEEK AFTER WEEK KREISLER’S SUMMER ADVERTISING PROGRAM concentrates in 94 biggest marketing areas. For first time a 


big national advertiser gives jewelry retailers effective promotional backing when they need trafic most — in Summer. 


SUMMER SENOATION! 


JACQUES KREISLER LAUNCHES UNPRECEDENTED SUMMER ADVERTISING CAMPAIGN 


Jacques kreisler’s sensational announcement of dealers, capitalizing on fact that short sleeves spot- 
industry’s first full-scale, week-after-week Summer _ light wrist watches, sold more metal bands. 

advertising campaign was inspired by Kreisler’s | SURVEY RESULT: from June 20th to September 12th, 
recent country-wide survey, which showed: 1.  Kreisler will run persistent, week-after-week ads 
Summer is biggest watch repair season—thus in 105 biggest-circulation newspapers. Campaign 
offers more opportunity to promote add-on watch slogan: ““CHECK UP . . . THEN DRESS UP YOUR WATCH” 
band sales to repair customers; 2. many alert |— stimulates watch repair and watch band sales. 


N. A. C. J., Hotel Stevens, Chicago, beginning July 26, Booth Nos. 88, 89, 108, 109 
A, N. R. J. A., Waldorf-Astoria, New York, beginning August 9, Booth Nos. 36, 3 


SEE US AT THE CONVENTIONS: | 
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Because summer is biggest season for a ss 
repairs, it is best time to promote watch bond. 
sales at repair counters. : | 





| Key to increased watch band volume is this sell- 
| ing sentence: “Now that your watch runs like 
new, why not make it look like new with a 
| beautiful new Kreisler watch band”? 











ELMO ROPER SURVEY SHOWS: more people come to jewelry stores for watch repairs 
than for any other item (even more in Summer). Kreisler Summer advertising 
is pitched to help sell watch bands to repair customers. Kreisler’s survey discloses: 
many retailers sell watch bands or straps to 4 out of 5 repair customers. 
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"profitable watch band ‘sales. Some dealers re- 
|. pert: aggressive nee GENE eeu Increases 
_.. watch band sales 4-fold. tect 
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BOS CONCENTRATE ON KREISLER, for 


e the power of the biggest nation- 
al advertising. 


e the prestige of enduring Kreisler 
quality. 


e free repair service on Kreisler 
Quality products. 


e the personalized promotion help 
that only Kreisler gives. 


® personal contact with Kreisler 
representatives ,.. now on their 
way to show you how to capitalize 
on this Summer Campaign, 














JACQUES KREISLER MANUFACTURING CORP. 


WORLD’S LARGEST MAKER OF WATCH ATTACHMENTS 


KREISLER’S SUMMER CAMPAIGN creates customer interest in watch bands as important 
part of vacation wardrobe. Campaign carries through early Fall! Copy will urge 9015 Bergenline Avenue, North Bergen, N. J. 
“rejuvenate your Summer-weary watch.” New York Showroom at 630 Fifth Avenue 
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The new LUCINA White Stone Line .. . 





exquisitely fashioned . . . dramatized by 


_ the flashing radiance of brilliant stones. 


Brooches, clips, bracelets . . . fobs, chokers, 


__ festoons, earrings . . . at your wholesaler. 





NUFACTURING COMPANY, INC « EST. 1913 « 12TH AND CHERRY STREETS « PHILADELP 
|... =~— snICAco. GE 


ai Ah date ae ae eee Cees we 





SEE LUCINA CREATIONS ¢ EXHIBITION HALL BOOTH 18 ¢ NATIONAL JEWELRY FAIR 





(VEBRIGHT DIAMONDS RINGS ARE 
lmetitas Gucuitsz VIF 


hen it comes to quality, style and price—nationally 

advertised Lovebright Diamond Rings are undis- las y), ot 
putedly America’s greatest values! And why not? Wt Ms 
What other nationally advertised diamond house can f / « 
offer comparable quality at Lovebright’s remarkably tiepntjulow | 


low prices? | National Advertising 


Lovebright'’s Certificate of Guarantee and Registration 











assures greater customer confidence—more profit for you! Progr q Mm: 
> f | LIFE Coles 
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DIAMOND RINGS OF MASTERPIECE QUALITY <n Sut 
vax SE) The . ai 


MADEMOISELLE 
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* Free Advertising Service! 
* Free Window Display Plans! 


* FreeWeddingPhoto Albums 
for Your Customers! 


* Free Radio Transcriptions! 
* Free Newspaper Mats! 
* Free Ring Display Boxes! 
* Free Counter Displays! 


Importers of Diamonds | - wn 
| or write to our A. EDWARD t Nilay & C0. INC. + aes i a ne the Pigs 


New York offices 


5 ete etc 580 FIFTH AVE. C5 NEW YORK 19 









































1898 
FIFTY YEARS OF SERVICE 
1948 
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Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 














there is IO NUTONE 


like the. JA 


or the - 


FOR SMALL LUG FOR MEDIUM LUG FOR LARGE LUG 
Concealed Gate va On el a 29 Ring 


" Satisfy every customer with a Linda or Lois. . . fitted 
with the correct end for her watch. A complete range 
of patented ends, all easy to attach, strong, and safe. 


. 


60 MILLION 

ADVERTISING IMPRESSIONS 
SEND CUSTOMERS: 

TO THE JEWELER FOR 


Kwak Ga aate we ise' e's vv 
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Distributed through leading wholesalers 


JACOBY-BENDER, INC. «¢ 161 Avenue of the Americas New York 13, 
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* the urge to buyf starts with the eye 





WATCH CaF eas 


LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 





—-designed to custom-fit fine watch movements 


FOR JUNE. 1948 21 











INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


Samples on request to established 
jewelers. State price range and styles. 
Qur mountings are of exquisite styling 
and are produced by expert craftsmen 
in 14 and 18 Kt. yellow and white 
gold, as well as 10% iridium-platinum. 


of Every Size and Shape 


4 cts. 3 cts. 2 cts. 1 ct. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 


All our lines are produced in 
a large variety of styles and wide price range. 


5 cts. 4 cts. 3 cts. 2 cts. | ct. ‘Yr et. 


THE ROUND DIAMOND Perfection of cut and the 
consumate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 
is truly magnificent. 
Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


5 ets. 4 cts. 3 cts. 2 cts. 1 ct. V2 ct. 


THE MARQUISE DIAMOND First cut in the last 
decade of the 19th century, women have always thrilled 
to this charming creation. 

The Marquise ranks importantly in STONE’S large selec- 
tion of diamond rings of all types, some of which are 


trimmed with fancy shaped diamonds. 


We are equipped to design 
and execute special orders promptly, 


FAST TURNOVER GUARANTEED 
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THE JEWELERS’ CIRCULAR-KEYSTONE: 
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DESIGNED FOR BETTER JEWELERS 
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_ - : Distributed by selected wholesalers 
TNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY, U.S. A. 
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Nationally 
Jubilee, | 
creation , 
tance. TI 
with twi¢ 


your job 








GREAT RHINESTONE HiT 


u sell the consumer. 

m it. Here’s a rhinestone item 

a ire the crowd. Send for Jubilee 
§/ Get your share of Jubilee business. 


. & Sons Corp., LO W. 24th St.,N. Y. 11 


Send Jubilee promotion kit... 
NAME 
ADDRESS 


CITY AND STATE 
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THE JEWELERS’ CIRCULAR-KEYSTONE 





Americas 


come mm distinguished 


FoR May 1948 


You have to see these luxurious LIFETIME 
presentation cases to fully appreciate their 
rich beauty. their unprecedented appeal. 
There can be no question that for jewelers 
featuring LIFETIME diamond rings. these 
cases constitute a plus worth capitalizing 
ina big wav. From a functional 
standpoint. these eases lend themselves 
zloriously to various kinds’ of striking 
window. displays and showcase trims. 

Small wonder, then, that so many alert 


jewelers are so LIFETIME-conscious 


inest diamond ring values 


~ 


-— 


BASKIN BROTHERS, Ine. 


West 484th Street New York 19. \ y 
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Alumigrid hides unsightly ceiling installations 

Here is the perfect ceiling treatment for modernization work or for new 
construction. Alumigrid is securely suspended and anchored from the 
ceiling over-head without altering existing elements. It conceals un- 
sightly beams, pipes, and out-of-date electrical systems. 





Alumigrid reduces costs of ceiling maintenance 
Ceiling pointing and redecoration are reduced to a minimum. 4-ft. 
square units weigh only 10 pounds and are supported by a frame- 
work of aluminum rails. Individual units can be quickly lifted to one 
side for maintenance work on pipes, sprinklers, wiring, lamps. 


SEE OUR EXHIBIT 
MODERNIZATION SHOW 
Grand Central Palace 
New York City—July 6th to 10th 


STORE 





Kawneer’s Aluminum Louvred Ceiling 


creates a Modern Store Atmosphere 


A handsome Alumigrid ceiling will bring striking individuality 
and richness to your store. 

Its clean-lined and rich appearance add distinction and 
luxury to any interior—while hiding from view unsightly and — 
complicated overhead installations. Its eye-appeal is further 
enhanced by a soft, satin-like finish. : 

Illumination through this modern ceiling is exceptionally 
uniform and effective. . 

Its many squares diffuse and reflect light downward to pro- 
vide pieasant, non-glaring illumination throughout the interior. - 
Its light diffusion factor is increased by its satin-like finish, 

Alumigrid is available now. For more detailed information” 
about this truly decorative modern ceiling, fill out and mail’ 
the coupon below. Kawneer factories are located in Niles, 
Mich., Berkeley, Calif., Lexington, Ky. | 


Kawneer 


SALES-BUILDING 
STORE-FRONTS 


Pe eee eee 





The Kawneer Company 
i 000 N. Front Street, Niles, Mich. 
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The above watches and 
many other models available 
Tae Golo] (o Moh 7-1 Mol ME ailli-Molale 
yellow rolled- gold plate 


FOR STYLE, QUALITY AND VALUE, 
NOTHING CAN EQUAL NATIONALLY ADVERTISED 


Be NSE 


WATCHES 


“Exquisite as America’s Beauties’ *« Engineered for Accuracy 


Paul V. Eisner & Co. 580 Fifth Avenue, New York 19 
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-10 
$11.50 Tl. 


A few FLEX-LET Expansion 


7220 
$9.00 T.I. 








$11.50 T.l 


TO OPEN CATCH 


Simply flick magic 


button toward 
with your thumb. 


you 


Catch opens instantly. 
Lift up. and remove 
band from wrist. 


TO ADJUST CATCH 


Slide the sliding mem- 
ber into catch until 
band fits most comfort- 
ably. At that point, 
catch locks automati- 
cally and stays locked 
until re-opened. 














SWANK Karat Gold jewelry 1s an unfailing 
source of profit and prestige. Profit, because its 
widespread popularity assures a regular turnover, 
year after year. Prestige, because its matchless 
style and craftsmanship win customers for 
everything you sell. Then too, in handling 


SWANK, you deal directly with the factory. 





Creations in 10 Kt. Gold: 
Bar Cuff Links 
Dimensional Tie Klip 


This mark g identifies Swank Karat Gold 
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Farrington Manufacturing Company 
GENERAL OFFICES: 76-J ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD. 
1191 BATHURST ST., TORONTO 4 























ere’s REAL PROFIT was 


QUALITY DUO-NITIALS For JEWELERS / 


1/20 12K GOLD FILLED 


CHAINS or SLIDES* 


INTERCHANGEABLE 
ENAMELLED INITIALS 


Vai ite 


FREE DISPLAY 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 




















WHAT IS 
$0 RARE AS 
A DAY IN JUNE? 


oe SS Then come graduations and weddings, 2 : 

: and your cash register sings happily as the robin (we hope!) 
But after June comes July and August - - 
off go your graduates and brides to the beach. 


What better time to go over your inventory 
with an eagle eye, clear your stock, . - 
_ get rid of those slow-moving white elephants? — 


WRITE, WIRE OR PHONE US ABOUR YOUR SURPLUS STOCK - - 
LARGE OR SMALL, WELL PAY QUICK CASH FOR IT 
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N323— $40.00 
Palladium and 14K pink or yellow 


gold. 


8 diamonds and 8 genuine rubies. 


D555— $20.00 ea. 
14K yellow or pink gold guards. 


We manufacture a complete 
Fine matched synthetic rubies. 


line of wedding rings, men's 


and ladies’ stone rings, etc. 
Mats & Catalog Available 


Selection on memo to rated jewelers 


DAVID SARKIN. INC. 


Leading Ring Stylists for a Quarter Century 


93 Nassau St. New York 7,N. Y. 
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FASHIONED 
FOR 


TODAY 










THE 
TUBU 


ANOTHER BRIGGS, BATES ano BACON 


LPracelel Creation 


For today’s American woman, but still mindful of the graces of an 


The light weight and flexible tubular earlier day, the new Claspet tubular bracelet is a striking new jewelry item. 


construction of this Claspet is exclusive to ; , : : 
appearance but actual light weight and its richly simple desi 

the Briggs, Bates and Bacon Company. Its heavy app 8 _ y peta 

Available in assorted patterns, including recall the elegance of bygone days, while its style and fashion appeal make it up 

genuine onyx. 


to date as 1948’s “new look". Suitable for all ages, appropriate for any 


KERS OF 


—E MA ; ; i 
MADE BY TH occasion, well made in the Briggs, Bates and Bacon tradition, the tubular 


BRIGGS gx Claspet is sure to be a best-seller for you. 





ELET 
ORIGINAL EXPANSION BRAC 
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Our Mr. Schaeffer is proud as a peacock! 








Howard D. Schaeffer, 
Elgin’s vice-presi- 
dent in charge of 
sales, has a stack 
of letters from 
jewelers all over 
the country con- 
gratulating Elgin 
on the DuraPower 
Mainspring.* 

* Patent pending 





On January 1, 1947 we started whole year has passed .. . and 
to put in every new Elgin Watch — well over a million DuraPower 
a mainspring made of “Elgiloy’ 
metal. 

Previous to that, it had been Mainspring failures—an infin- 
put into 100,000 Elgins as a __ itesimal few. Not a single one 
final test of its qualities. was due to rust. 

In March of 1947 we an- As stated above, we allowed 
nounced to the nation—“The for a possible 1% failure. Actu- 
most important watchmaking _ ally the record to date indicates 
development in over 200 years!” that our new mainspring is 


EXTRA BUSINESS 
DuraPower Main- 
springs are availa- 
ble for Elgins back 
to 1939. Advertise 
that -and get this 
extra business. 












99.9985% 
PERFECT 























9 





Mainsprings are in use. We have 
heard of a few DuraPower 














A mainspring that elim- 99.9985% perfect! 








inates 99% of watch It’s an amazing performance 
repairs due tosteelmain- __ record. The DuraPower Main- 
spring failures! spring is a success. It has even ex- 






Now more than a_ ceeded our fondest expectations. 











ELGIN NATIONAL WATCH COMPANY 


Elgin, Illinois—also Aurora, Illinois and Lincoln, Nebraska 













DISPLAYED BY JEWELERS EVERYWHERE 


The Kind 


Ca 





have the “Two-Gether” 
Bridal Ensemble with 

the Sterling Silver Key... 
that easily and effectively 
loeks the rings with 

“in place” attractiveness. 





These Sterling Silver Keys, exclusively de- 
signed by Kushner & Pines Inc., to facilitate 
locking ‘‘Two-Gether” these matched sets, 
are also intended to be worn as beautiful 
charms with the appealing significance of 


the moment. 


Keys will be given with each purchase of the “Two-Gether” set. 


© 1948 K & P Inc. 





FOR JUNE, 1948 








Only Kushner & Pines Ine. 


theMenth, 





Tocljlhes 


The rings that lock with the key to your heart 














lishner & 


21 WEST 46th STREET 


NEW YORK 


19, BL. Ve. 











THE ‘NEW LOOK” IN WATCH 











and that fits the 


atever the size! 


- 


P 


The best completely adjustable leather 


watch band ever made. ZIPPEROO : 


and holes, goes on and off ina 
flash, expands to fit to perfection, 


automatically locks in place. 








Sold through wholesalers only. 


_ Available in calfskin and 
pigskin leathers—assorted colors. 





P Equipped with 


CONMAR 50 West 17th Street 


The MAJOR Zipper 

















AT BETTER 


SIMULATED 


JEWELERS 


PEARLS 


DELTAH QUALITY 


Don’t take our word for it — just 

convince yourself by comparing Deltah simulated 

pearls with any and all others — not only 

for quality, but for beauty, distinction and value 

as well! You'll learn — as so many hundreds of other jewelers 
have already learned — that Deltah simulated pearls 

are first in all important essentials. 

That’s why it is so often said: once a Deltah 


jeweler, always a Deltah jeweler... 


CONSULT YOUR WHOLESALER 


L. HELLER & SON, Inc., 411 Fifth Avenue, New York 16 








AW TIAA RWG! IDEA IN CUFF LINKS 























The exclusive JACCO swivel 
does the trick 


Two full faces in handsome 
patterns 

Rigid shaft for quick, easy 
insertion into cuff opening 
One link pivots parallel to 
shaft 





tional and bullet types in 10 or 14K 
yellow gold are all available in 25 
striking patterns. 
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Neil D. Sofman , William G. Frizzell Morry Goldstein 
WwW y 
32 Liberty Street Chas. Weithas 29 E. Madison Street ye 315 W. 5th Street 


New York 7, N. Y. Now Eagiend Chicago, Illinois Los Angeles, Calif. 
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Zathit 


Leader for planned 
promotions that assure 
added sales, profits 
and prestige in the 
seasons ahead... 














23rd Street 


A. COHEN & SONS COE 
27 West 


New Yor k-s0. 








Two reasons why you get high powered. 
action at YOUR watch counter! 


Gives you powerful 


MELJANA ‘aerpian 


y JEWEL 
















anid numerals. Thin nctel importél ‘4 : 
chrome case, stainless steel back. - 


TO RETAIL AT 
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Distributors also of 
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HALLMARK 


¥ Styled to look much more ¥%& Attractively gift 
than their price. packaged. 





PLUS 95 

















= (Watch enlarged to show NX 
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| Dainty , dust-protected watch. 








¥% Complete repair facilities 


Made and guaranteed b 
* 9 J and parts available. 





one of the largest 
— ee manufacturers of watches %& Mats—Counter Cards— 
$42.95 in the world. Mailing Folders—Radio 
PLUS TAX Announcements and 
¥% Priced to be phenomenal other selling helps for 
values. your use. 


FEATURED BY STORES FROM COAST TO COAST 
LOUIS AISENSTEIN & BROS., INC. © 630 FIFTH AVENUE, NEW YORK 20, N. Y. 


29 EAST MADISON STREET, CHICAGO 2, ILL. _ ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 


























THE JEWELERS’ CIRCULAR-KEYSTONE 








Pattern leadership over the years has 








maintained Community's position as the most 
popular silverplate on the market. With Commu- 
nity patterns in your store, you can be sure 


of more customers...more sales...more profits! 

















COME ALONG WITH 


* TRADE MARKS OF ONEIDA LTO. 


FOR JUNE, 1948 





Community patterns are 


the patterns your customers want! 


Morning Star* 
...new... already acclaimed by 
thousands of brides. Pierced, modern 
design in center of handle. Looks like 
hand-wrought silver. 


Lady Hamilton* 
.. unmatched among so-called ‘‘plain”’ 
patterns. The tapered handle and grace- 
ful ornament are simple . . . smart. 


Coronation* 
... pierced design and graceful fluting 
are always in good taste. Rich, impres- 
sive ... lends distinction to any setting. 


Milady* 
... especially popular with young brides. 
Sentimental floral pattern that harmo- 
nizes with any scheme of decoration. 
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THE FINEST SILVERPLATE (J 





























FOR PROFITABLE “‘BRIDE AND GRADUATE” PROMOTIONS AND YEAR ‘ROUND Sales 


sTeRLNG DRESSER SETS by sear 











214 Pryor St. S. W. 
y-Gateolahac met Bam Cle p 








em sae errr na etna gy an 
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CELEBRATING 50 GOLDEN YEARS OF SERVICE TO THE TRAD: 


160 Fifth Avenue 
New York 10 N. Y. 






















he 


ORDER NOW!) 
Immediate § 
Delivery 


6507-6 PIECE STERLING 
DRESSER SETS 


Beautiful engine-turned finish. 
Comes with comb, nylon bristle 
brush, mirror, hand polished per- 
fume bottle, puff box with match- 
ing sterling cover complete with 
exquisite quilted presentation box. 


DEALER § 25 
COST © sper set 


 6/506—Same as above, but with 
Butler finish. Complete with 
quilted box. 


DEALER Cost SQETS 


(Design shown in 3-pc. set illustrated 
above) 
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400 S. W. Second Ave 
Miami 36, Fla. 








THE JEWELERS’ CIRCULAR-KEYSTONB) 
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Hatched 


anew creation by 


“Match-Mates” 


For Men 
Kor Ladies 





TUBULAR 
BRACKLET 
WATCH CASES 









; 


Newest |.D. achievement in market-wise styling...‘ Match-Mates’’ 


are endowed with dual sales appeal. The two bracelet watch cases are 
perfectly matched...each suggests the additional purchase of 

the other. Both combine smart slimness with great strength. Bracelets 
(1/20 12K gold filled) are easily adjusted to any size wrist. 


Cases are HYLAP-finished and fitted with NANCA crystals. 


Sold to Watch Importers Only 


1D. WATCH CASE COMPANY, inc. 


137-11 90th AVENUE, JAMAICA, N.Y. 


Deantarca nf Ulatanh Pacane af Cinarlatinzwa Chula Raaitu and Nuality 
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ACTUAL SIZE 
Wi6"high 


Replica of the historic 
Liberty Bell at Independence Hall 
ae “containing the introduction 
to the Declaration of Independence. 








G Lame! 


HISTORIC AND MODERN WONDERS 


INSIDE GOLD CHARMS 


For over a generation, Lampl charms have 


enjoyed a tremendous trade acceptance. 
Their quality is equalled only by their 
originality. For instance........ 


These exquisite examples of jewelers’ 
craftsmanship, containing varied views 
of microscopic size, clear in every 
detail, constitute exclusive conversation 
pieces for both the charm collector and 
the new customer. 


Send for illustrated catalogue of 
hundreds of other distinctive styles 
in 14K, 1OK gold and sterling silver. 


“Designs Patented 
























ACTUAL SIZE 


ate iS __be done on earth as it is in heaven. Give 


“Crealors of the Unusual —as Usual” 
































Views of major cities 
appear in both 
key-to-the-city 

and camera. 





ACTUAL SIZE ¥ 
9/6 “high 





a UR Father, Who art in heaven. hallowed be 
“ae Thy Name; Thy kingdom come; Thy will 







ACTUAL SIZE 
Wié" high 


ACTUAL SIZE 
ae Lovely miniatures of 
| the Bible and.a little 
country church 
reveal the complete 


Lord’s Prayer. 





7 | “wate 8 Le 
Ye the People of the United Stat - 







ACTUAL SIZE 
Wig “high 





Our nation’s Capitol building, 
complete with the preamble to 
the Constitution. 





GB 
Wal ter Lampl INC. 
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See - ree fasathar-thi 


an invisible back, yet so cleverly designed 
that the edges never touch your wrist. Smarter 


— neater — more comfortable. Another > e7.Y Rite) Be 7 Va, 


— eee C7 MEE BN 


Available in 1/20 12 kt gold filled in yellow, pink or ATTACHMENT DESIGN 


: white —— stainless steel back. 


U. S. Pat. Design #148125 Construction Pat. Pend. 


\ 


Twistercraft construction — you can tie it in knots — 
has ane 2 eyelets instead of 3, and no cross bar. 


Sold Exclusively Through Wholesalers. 


ages WI? Q, CO, Inc. 


Executive Offices 
CENTRAL FALLS: RHODE ISLAND — 


PABAL ALL ANGIOLILLO OLN DBE AR LILLE RAL 6 A EO LOLI LE I IGE PE CODON DNR 0B Na OLE LID LELAND “ SAE Op LPP 


WEST  siachl MID-WEST . EAST COAST 
Murray Silverma en Hanson William Weintraub, A. Reitzig 
707 S. Dicutdilen Los p wast 13, Cal. - 495 Littleton St., West Lafayette, Ind. 92 Liberty St., New York City, N. Y. 








[656566666 >) x » OK >» ov SANS »’ SOOO 


104G 


104H 


104C- 104D-104H U. S. Pat. Design #1481 95 Construction Pat. Pend. 


You've never seen expansion watch 
‘attachments like these. Only one surface 
shows because of Acco's exclusive invisible ne 
back. The edges of this new watch attach- BASIC DESIGN 
ment are feather-thin—giving a new concep- 
tion of trim beauty — a new conception of 
comfort. Here is radically different designing 
— giving basic improvements brought to you 
exclusively by Acco. 





Available in 1/20 12 kt gold filled in yellow, pink or 
white — stainless steel back.. 


Sold Exclusively feccubn Wholesalers. 


ACC®O wis @. Co, INC. 


Executive Offices 
CENTRAL FAAS S whe theta ISL ARP. 


WEST COAST 3 gt he EAST COAST 
William Weintraub, A. ogg* ge 


Murray Silverman Ken : 
707 S. Broadway, Los Angeles 13, Col. 495 Littleton Sr., West Le Lafayette, Ind. 92 Liberty St., New York City, N 









Vehicles travelling on the super-highways 
of the future will be electronically con- 
trolled. Automatic pilots on radio beams 






None Genuine Unless Stamped ‘MIRACLE’ 


Radar Controlled Highways... 


A MIRACLE OF TOMORROW! 
















will guide you safely to your destination. mn 


A DIAMOND THAT LOOKS 
AT LEAST 25% LARGER... 


ses Potente dan 


OF TODAY ! 





- Rings enlarged 
_ to show detail 








The dazzling radiance of the registered MIRACLE* Diamond 
Ring is Today’s Miracle. In a patented MIRACLE Setting, the 
diamond looks at least 25% larger .. . thus, its brilliance 
is magnified, too! No wonder the registered MIRACLE Dia- 
mond Ring is selling! Consult your jobber; if he cannot supply 
you, write us. 





WARNING: 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 


FREE Originators and Sole Monufocturers of Miracle Set Diamond Rings 


Mats and Dealer Helps on Request No connection with ony other firm 


*Patented and Reg. U. S. Pat. Off. 





224 WEST 39th STREET NEW YORK 18, N. Y. 








THE JEWELERS’ CIRCULAR-KEYSTONE 





WATCH CASE 


A quarter century devoted to the principle: 


“Chere ls no substitute for Craftsmanship” 


ACME WATCH CASE COMPANY 
2/0 Lafayette Street, New York 12, N. Y. 





America’s Best Dressed 
Watches Wear 


ELITE CASES 


Cases pictured are 10K rolled gold plate with 
stainless steel or yellow back. 

#860 takes 634 rectangular and tonneaux, 4AH, 
8x10AK, 6!/ oval, 734/11-7AP and 7AH, 15/0 E, 
14/0 H, 7/4 W, 834, 18/0 E, 750W, 6!/,-343G 


Dome, diamond or 3 way crystal. 


# 898/85 takes 834 ligne. Square. Diamond and 
dome crystal. 


#1065 takes 10!/2 ligne. Flat top and dome crystal. 








1/20 12 kt. G.F. top—stain 


ver a repair charge for 





fice on mechanical defects. 


George Roufberg 
REPRESENTATIVES: 9 Maiden Lane 
N. ¥. C., N. Y. 























Scooped the Field! 


E GREATEST MIRACLE IN 









void necessity of sizing. . 
price includes 6", 61/," an 
Order all sizes to be sure of « 
and final sales. For larger size: 
add $3.00 Keystone for each addi- 
tional '/,". NO BOXES SUPPLIED. 


. 




















Established 
1903 


‘WaAlker 5- 
0627 


-R. PEARLMAN, INC. 


83 CANAL ST., NEW YORK 2 
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In straps 
is to Neet’s 
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BUCKSKIN SUEDE 


expertly made! 
superbly finished! 
smartly styled! 













Smoothest, smartest buckskin suede 
straps you've ever seen—made to 
perfection by NEET craftsmen, 


and designed to add a luxury touch to 





REO LES ORE BR, DE RELA IS SS as a i aaa 
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the watches that wear them. So much so 


This popular book- 
display contains one 
dozen Neet BUCK- 
SKIN SUEDE straps 4 


that it will pay you handsomely to be 
the first jeweler in your city to feature 


them. Created in tan, brown, grey, black. 


CONSULT YOUR WHOLESALER 


ARISTOCRAT OF 
WATCH STRAPS 





LASKO STRAP COMPANY 
200 Hudson Street, New York 13 











... The Living Room... 


SQUARE MODERN (453W) 
Bird's-eye maple veneer 
front on mahogany colored 
case, desk type. Retails 


$7.75 


BANJO WALL (463W) 
Mahogany colored wood 
case with contrasting 
panel, brass side brackets 
and eagle. Retails $15.75* 


SEM!I-ROUND* DRESSER 
(454W) Rich Mahogany col- 
ored wood case, with fluted 
base, metal dial. Retails 


$6.85 


PILOT WHEEL (456W) Very 
effective for mantel or 
desk, in mahogany with 
brass trim. Retails $10.00* 


MANTEL or DRESSER 
(470W) Mahogany colored 
wood case, 814” wide, 43/4” 
high, attractive metal dial. 


Retails $6.25* 


TAMBOUR (467W) Graceful 
sweeping lines with metal 
dial and brass feet. Mahog- 
any colored wood case. 


Retails $10.50* 











BY AN OVERWHELMING majority 
of almost three to one, the new Sessions 
“Catnapper” alarm clock was voted 
first choice over other most popular 
nationally-advertised electric alarms, 
in a recent unbiased poll of housewives! 


There’s proof of sales pull for you! 
Proof too, that today’s housewife is 
“clock-wise’’ to the fine points that 
make Sessions your best bet for fast 


turnover... 


(1) Sessions sleeps you better be- 
cause it is quieter, with far fewer 
moving parts than the ordinary electric 
clock... 


(2) Sessions wakes you pleasanter 


*PRICES PROTECTED UNDER THE 





... The Kitchen . 


SQUARE KITCHEN WALL 
(386W) Decorative wall 
clock with square dial, 
white or Chinese red plas- 
tic case. Retails $4.75* 

















TEAPOT KITCHEN WALL 
(339W) Novelty white or 
Chinese red wall clock with 
kitchen atmosphere. Very 
popular. Retails $4.95* 


ROUND KITCHEN WALL 
(462W) High visibility wall 
clock with white enameled 
metal case. (Available in 
gleaming chromium slightly 
higher.) Retails $4.50* 








pular by 3-to-| margin/ 
SESSIONS ( cikgyo a -. 





because its alarm is a soothing, har- 
monious bell, not a buzzer! 


Furthermore, for your immediate 
benefit, Sessions clocks are advertised 
in generous space in such national con- 
sumer publications as the Saturday Eve- FH, 
ning Post, Life, Look, Collier’s, Good 
Housekeeping, American Magazine, 
Pathfinder, Country Gentleman and the 
Christian Science Monitor Magazine— 
a total of almost 15 million advertising 
messages! 

So you can bet that Sessions clocks 
are not only tops in popularity now, 
but will stay that way for a long, long 
time. Better stock up and display pop- 
ular Sessions Clocks! 


FAIR TRADE ACT. 





essions 


(locks 


SELF-STARTING - ELECTRIC 
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THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
The Merchandise Mart, Chicago. The Western Merchandise Mart, 
San Francisco. Northern Electric Company, Montreal, P. Q., Canada 
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FRAGONARD 


Masterpiece jewels inspired 
by the fragile pa tels, the | 
romantic mood of a Fragonard 
Canvas. Carved stones in 
chaleedony-hlue combine with 
tiny rhinestones to clasp the 
erfectly matched simulated : 
Also with quartz-pink stones. 


are authentic only if stamped on ait 
Design patent pe nding 


back with thre name Riba ri: 
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To irreproachable quality, we add the 
gracious styling that outlives the years. 


It’s been that way since 1910. 


G R A T ys 2 Q N Ne 
Manufacturers of Gold and Platinum Watch Cases 
WE S.F h ee Sa Y ©. 2s 
FOR JUNE, 1948 








This is Just the beginning ! 






The Watchmakers of Switzerland 





HE GROWTH of the watch business 
Th America has been aided by the 
alertness of the American jeweler and 
by the many contributions that have 
been made by patient and ingenious 
watchmakers over a period of many 
years. 

The Watchmakers of Switzerland 
are proud of the innovations intro- 
duced by their countrymen—from 
the development of jewels as bearings 
in 1704 to the present-day wrist watch, 
water-proof watch, shock-proof watch, 
and self-winding watch, etc. 

Switzerland is proud, too, that its 
watches contribute to the economic 
well-being of so many Americans — 
for, by far, the greater part of the 





selling price of watches with imported 
Swiss movements stays in the U.S. A. 
And, on the other hand, Switzer- 
land is the big cash customer of the 
U. S. on the European continent. 
Such business relationships as this 
add to the understanding, the trade, 
and the prosperity of two great democ- 
racies— America and Switzerland. 
And such consumer advertisements 
as the one reproduced on the opposite 
page are designed to help you sell 
more watches every month of the year 
—and to solidify the jeweler’s reputa- 
tion as headquarters for all gifts all 
year round. 
You'll be seeing this slogan week 
after week in every ad of the campaign: 


For the gifts you'll give with pride— 
let your jeweler be your guide 











ome 
The WATCHMAKERS OF ¢ ¢ SWITZERLAND 


FREE — counter cards 
of the Father’s Day ad. Write: 
The Watchmakers of Switzerland 
25 West 45th Street 
New York 19, N.Y. 





More ads fo come, week after week, not only in the magazines 
listed above, but in Better Homes and Gardens, National Geo- 
graphic, Fortune, Country Gentleman, and Farm Journal... 






plus — powerful peak-season advertising in American Weekly, 
This Week, Parade, and Sunday newspaper color supplements! 














TO DAD with love—the watch he’s always wanted 
and, somehow, never got around to buy. 
For—always—his first thought has been for us, 
and—always—all the giving has been his, 

the giving of his time, his hopes, his energies. 
Now may our gift remind him that we know 


it’s time for all of us to think of him. 
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Time to think of Father... 


FOR A GIFT to cherish—none its more perfect than 
a watch. Your jeweler has a wide choice to show you, 
achievements of free craftsmen—-of America and 
Switzerland—oldest democracies on two continents. 
No matter what the make of your watch, 

it can be repaired economically and promptly, 


thanks to the efficiency of the modern jeweler. 


For the gifts you'll give with pride—let your jeweler be your guide 





The WATCHMAKERS OF 





SWITZERLAND 














Chicago Representative: H. S. Rubin, 29 East Madison Street . Los Angeles Office. 707 South Sroadway 
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REATIVE JewelRy 






EXECUTEC with supeRD CRAFISMANSHIp 






N iridium platinum + finest diamonds 






mMAdeE practical with Fine Hidden watch 
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MANUFACTURING JEWELERS 
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6 £ Aa PTY SQCOND STREEtLNEW Fee . 
EXQUISITE PLATINUM AND DIAMOND WATCHES © RINGS + BRACELETS + ATTACHMENTS 
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* Available in 1/20-12kt. Gold Filled through 
; your jobber or wholesaler. 


* NANASI 


COMPANY, 


6219 MADISON STREET 


ING. 


WEST NEW YORK, N. J. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Beautifully designed in 1/20 12k gold filled. Yellow, 
Pink, White (Rhodium Finish). 


ORDERS FILLED THROUGH YOUR WHOLESALER ONLY 


Finesse Wristlet Inc. 


CRAPTSMEN StInce 1903 


pyewerrv 


36 East 20th Street»- New Yorke 3eN_Y. 


Band on wrist 


+600 
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EASTERN MIDWEST PACIFIC COAST 


Harold Sabin lou Hauser lou Arme: A. Rubin 
New York Paimer House, Chicago 104 Poplar St., Atlonto 707 S B'woy, los Angeles 


FOR JUNE, 1948 








See Leif Brothers exhibit, booths 47-48 Exhibit Hall, 


N.A.C.J. Convention, July 26-29, Hotel Stevens, Chicago 














No. W1081 . . Platinum 
fishtail wedding ring set 
with fine diamonds all 
around. 
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No. W1084. . Platinum 
wide fancy wedding ring 
set with fine diamonds 
all around. 





























| be Ls : oe Y No. 2131... Platinum 
No. 1244M .. Platinum aE. oe peek Pe Sy | i princess ring with 14K 
solitaire ring set with [ime oe MSY & yellow gold shank set 
fine diamonds, at pes ‘ : with fine diamonds. 





























DRL PLL IES OLESS Src 0 PESTO 


ptiten cniien “i ia Lf prong wedding ring set 
with fine diamonds. 12a) No. W1082.. Platinum 7a with five large fine dia- 
channel wedding ring |jmg) monds. 
set with fine diamonds 
all around. 












































A few 


of our hundreds 
of Styles 


LANGENDORF WATCH CO. 


The selling variety of Lonville 


In the four basic groups of Lonville Watches—men’s, 
women’s, novelty watches and ‘‘Work-and-Play’’ 
watches—there is variety enough to appeal to every 
person in the price class which is our market. So the 
Lonville dealer can concentrate on Lonville knowing 
he can make sales (and profits), that he is building a 
permanent business, that we back our products with 
national advertising and that our service on repair 


parts, etc. is complete. 





Lonville watches are made in Switzerland, famous 
for fine watches. The mechanisms are made under one 
roof—a rare accomplishment even in Switzerland, 
where most watches are assembled from parts made by 
various factories. 

One undivided control and responsibility governs 
the rigid, high standard of quality in all Lonville 
watches. All the parts are standardized and inter- 
changeable so that in any civilized country a Lonville 


watch may be repaired quickly and at low cost. 


Lonville watches are noted for reliability and 
consistency. You may sell them with assurance 
that at the prices there are no better watches— 


and no finer service at any price. 


onville 


WATCHES 


Through Your Wholesaler 


Saat | A R R y RO») M A N INC. SaaS 


580 FIFTH AVE. Sole U.S. Agent NEW YORK 19, N.Y. 
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ESPECIALLY WHEN 
YOU CAN PROVE IT! 
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Have no illusions, Mr. Jeweler . . . we have a selective consumer market 





today! The public just won’t snap up anything you show, any longer. 
You've got to offer superlative quality and honest value these days to earn 
the.consumer’s dollars. And the best way to do that is to offer known 








brand. merchandise... like Loupe-tested Love Bird Perfect Diamond Rings! 


Loupe-tested Love Bird Perfect Diamond Rings win immediate consumer 
confidence with a double guarantee of flawless perfection—a written 
guarantee from us, the manufacturer .. . and an implicit guarantee from 


you, the legitimate merchant. 


And to make your diamond sales even easier, and your diamond volume 
even bigger .. . Loupe-tested Love Bird Perfect Diamond Rings has for 
you a traffic-stopping, customer-convincing window display, and free 


business-building, prestige-building ad mats. 


So send for the Loupe-tested Love Bird sales-making merchandis- 
ing plan... TODAY! A limited number of franchises are available. 
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NORMANDIE watches 
distributed thru selected 
Wholesale Jewelers 


Excellent quality and accurate 

timekeeping are distinguishing 

features of Normandie Watches. The 

fine 17 jewel movements are fitted into: 
smartly styled and beautifully finished 
cases ...and when you offer your 
clientele Normandie Watches, you are 
assured of complete customer satisfaction. 


Write for illustrated booklet and 
name of nearest wholesale distributor. 
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Amethyst 


Jewelers 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Manufacturing 


F. & FE. 
480 Washing 


RINGS 
Ladies’ Fine 14K Rings, 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, 
Sapphires, Star Rubies, 
Oriental Sapphires, Rubies, Emer- 

New York Office 
Correspondence should be addressed to Newark, New Jersey 
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Topaz-Quartz 
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P9718. 10% iridium platinum. 
diamonds. 17 jewels. $960.00 









9552. 14K pink gold. 9 rubies. 7 
diamonds. 14K gold double strand 
bracelet. 17 jewels. $395.00 


7805H. Natural 10K RG.P. Steel 
back. High concave crystal, Gable | 
exponsion bracelet. 17 jewels $49. 50 












lilustrated below is one of our newest crea- _ - 

tions, “Ballerina”, a timepiece certain to be pop- 8 
| ular with dealers and customers alike. | 
We take pride in being the first to 
present this striking brace- 
let watch to the trade. 


7608E. Natural 10K R.G.P. Steel 
back. High rock crystal. 17 jewels. 
$39.50 





8992. ‘Ballerina.”” Natural 10K 
R.G.P. Domed crystal. 1/20 12K gold 
filled open link bracelet, easily adjust- 
able to fit wrist. 17 jewels. $71.50 WRITE IN FOR YOUR COPY OF OUR 
4-COLOR CATALOG AND PRICE LIST. 
FREE MAT SERVICE AND OTHER SALES 
AIDS AVAILABLE TO DEALERS. 














NEW YORK ib LOS ANGELES 
48 W. 48th ST. : ‘OTe vi DOME 315 W. 5th ST. 





















































Memo to Merchants... 


Travel Alarms in Assorted 
Genuine Leather Cases. 


Desk or Boudoir Easel Alarms in 
Gleaming Chrome Case. Radium Dial. 


That’s right! 


You've never sold such design and performance for so 
little! These handsome and accurate Oris timepieces 


combine eye-appeal with moderate prices. 


They have an established reputation the world over 
FAMOUS and are sold with pride and confidence by dealers 
GUARANTEED 
TIMEPIECES everywhere 
Oris Fine Timepieces — to the consumer $12.50 to 
, approximately $25.00. Write for illustrated folder. 


L. 
HARRIS CO., INC. © U.S. DISTRIBUTORS ¢ 665 FIFTH AVE., DEPT. D. © NEW YORK 22. N. Y. 
FOR JUNE, 1948 19 


























She has Rolls Royce tastes, and a bus pocketbook. 
She adores real rubies and pearls. 
But she settles for the next best thing ... 


or milady s i — 


COMPLETE FALL LINE ON VIEW AFTER JUNE THE FIRST AT 


LEADING JEWELRY 


366 Fifth Avenue New York 
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PLATINUM METALS DIVISION 
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The New Yorker -« - Mademoiselle 


Glamour - 
Seventeen 2© Charm 




















Mounted on an easel to help you 
dress up your Counter, Show Case or Window 


—mememeaneas<—a iin ti» én an == 


PLATINUM METALS DIVISION 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall St., New York 5, N.Y. 


| 

| 

| 

| 

Gentlemen: Please send me an easel-mounted, glassy- | 
| 

| 

| 

| 
| 


The above advertisement is part of a promotion program 
finish reproduction of your full-color advertisement. 


designed to help you sell palladium rings and other 
palladium jewelry. 
By displaying this attractive, glassy-finish reproduction in 


ou too will be helping to make more of 


_, modern, white, 


Name___$_———— 


your store, y 
Address _____ 


your customers familiar with palladium . 
ya — State____ 





precious jewelry metal. { 
PLATINUM METALS DIVISION 
INC., 67 Wall Street, New York 5, N. Y:- 


THE INTERNATIONAL NICKEL COMPANY, 
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TED DEALER 


Exclusive jewelers who display this fine design which appears in full 
color, indicate their alertness to the needs of today’s exacting buyer. 
ROLEX OYSTER PERPETUAL assures chronometer* accuracy in a wrist 
watch, and direct factory cooperation with sales and service will be tied 
in to an unusually effective combination wherever this insignia is on view. 
Some fine exclusive territories are open... We suggest you invite 


the ROLEX salesman to call, and will welcome advice to this effect. 


* Officially certificated accuracy 


: Wi 
ROLEX 





C Masterpiece of Male Craflsmanshape 


THE AMERICAN ROLEX WATCH CORPORATION 
580 Fifth Avenue New York 19, N. Y. 


















































YOU ARE INVITED TO VIEW 
THE BRILLIANT NEW COLLECTION OF 


and other 
distinguished Eisenberg jewelry 
at the Waldorf-Astoria, 


more important to you than ever before 


because Eisenberg jewelry and cosmetics are still available 
to one fine store in each community where 


there is no conflicting franchise. 


The dealer who enjoys the exclusive Eisenberg franchise realizes the benefits 
from this internationally known brand. The customer naturally comes to him 
for her choice in costume jewelry. She sees Eisenberg ads in each fine fashion 
magazine. She reads Eisenberg publicity in every paper. She knows Eisenberg 
as one of the few fine makers who employs, at moderate prices, imported stones, 
handset in rhodium-finished sterling silver. 








The franchise also includes our complete line of perfumes and cosmetics in the 
four famous custom fragrances: Stirring, Startling, Excitement, and Enticing. 


We shall be glad to discuss our exclusive franchise policy with you 


*REG. U.S. PAT. OFF. 


EISENBERG JEWELRY INC. - MERCHANDISE MART + CHICAGO 54 - ILLINOIS. 
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Individualism is the essence of 
style ... and Platinum Watch 
Cases and Attachments 

lg -Yol t-te Ml oa gael] @A-\ alii 

are distinguished for their 


superb style-flair and exquisite 
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Manufacturing Jewelers 


48 West 48th Street 
RDBwant O_20li Navas YarL iO Ni VY 


e A new market 


e A new product 


e Little competition e Popular price 


e National advertising 


CARVEL 
HALL 


~~ Briddell 


ERE’S a fast-selling luxurious 

necessity for the well-set table. 
It’s the perfect answer to the question, 
“What shall I give?” The keen, long- 
lasting blades of Briddell Carvel Hall 
Steak Knives are fine hollow-ground 
chrome-vanadium steel, set in glamorous 
ivory Lustrex handles with sparkling 
chrome-plated trim. Every hostess is a 
prospective customer. Carvel Hall Steak 
Knives go well with her finest silver, 
iiake meat courses an added pleasure. 


CHAS. D. 


, REFUND OF 


on 
anteed by ~~ 
Good Housekeeping 
< 


w 
OF 4s anyeariseo WES 


NATIONAL ADVERTISING in Good 
Housekeeping and Beller Homes g 
Gardens is constantly building demand 
for these lovely knives. Your feminine 
customers know about Briddell Steak 
Knives . . . want them for themselves 
and for gifts to friends. Sales aids are 


available free to all Briddell dealers. 


Here is your chance to add sales and 
profits to your business. Investigate 
today. Ask your supplier to show you 
profitable, fast-moving Carvel Hall 
Steak Knives. 





Briddell Carvel Hall Steak Knives are packaged 
to sell quickly. A handsome plastic case contains sets of 
six or eight. The case fits easily into a colorful, sales- 
making counter display to help you show and sell Carvel 
Hall Steak Knives. 


Briddell 


INCORPORATED 


CRISFIELD, MARYLAND 
Brine Diility Enllery 






























STONEWALL Ex- 
pansion Watch Bracelets 
lead the field in individ- 
uality of design and 
careful craftsmanship. 
They’re styled with the masculine good 
looks men want in a watch bracelet — 
plus the comfort and longer wear they 
demand. Each bracelet is skillfully 

constructed with an ex- 








Sold through wholesalers only. 


*Construction patent pendin g. 


panding center. Gold 
filled top—stainless steel, 
tht non-corrosive back. 
COMPANY—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West 5th St., Los Angeles, Calif. 
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Unbeatable . . . the sales value of the Coro name. 
It’s second to none because Coro concentrates ’round the 
calendar on maintaining and building the kind of 
consumer acceptance that has made Coro the best 


known name in fashion jewelry. 





Quality, beauty, fashion, are key buy-words today 
and Coro leads in all three. Add to that, Coro’s 
| largest-in-the-field advertising . . . and you'll see why your 


customers are most Coro-conscious. 


More women buy by brand than ever before. It’s as true 
about groceries as it is about glamour. So get on 
the Coro brand wagon now, if you haven’t as yet tied in 


with the profitable pulling power of Coro. 











ene 


CORO...THE BEST KNOWN NAME IN FASHION JEWELRY 


CORO, INC. > NEW YORK « CHICAGO + PROVIDENCE » LOS ANGELES « SAN FRANCISCO ¢ DALLAS + MIAMI + TORONTO * LONDOM 

















or more than a quarter of a century, America’s most successful 
jewelers have relied upon the craftsmen of Seidman for always 


“different’’ and distinguished creations in Watches, Attachments, 


Rings and Mountings. Arrangements are made by our repre- 


sentatives, by mail and by visit to our New York offices. 


@ BELOW ARE BUT A FEW OF MANY EXAMPLES. 


SEIDMAN & COMPANY 


31 WEST 47th STREET 
NEW YORK 19, N.Y. 
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Fxquisite Rings *¢ Striking Tie Holders ¢ Luxurious Chokers. _ os : Orders Filled on Day of Receipt. ©. 
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YOUR STOCK OF FINE JEWELRY IS NOT COMPLETE WITHOUT S 







WED-LOK* 
ENSEMBLES are locked 
together when worn together, yet will un- 
lock instantly. These patented rings save 

ring-worry and ring-wear as they cannot slip 


out of position or rub against each other. 





he most important rings you'll ever own! Diamonds exactingly 
lected for uniformity, color, and brilliance... set in exclusive 
‘anat Tempered* Mountings (not cast) of platinum or gold, to 


sure protection of those fine diamonds throughout the years. 





td-Lok Diamond Ensembles in many styles from 125.00 to 


00.00 the set (taxes additional). See Wed-Lok rings at a fine 





eler near you, or write Granat, San Francisco 10, California. 


Diamond solitaire with 2 Diamond solitaire with 4 Diamond solitaire with Z 


side diamonds. 
ring with 4 dj 
Gra nat ld K Te 


+ / } e 
Goll mountings. 


The Set... 
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As Seen in June Ist 


VOGUE ~ 
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Other Diamond a 


can constantly bother you 

by turning and separating > 
on your finger, losing the , 
full beauty of both the 


rings and the diamonds. 












Wedding side diamonds. Wedding baguette diamonds. Wed- 
? . . . . . . * 

amonds. ring with O diamonds. ding ring with 2 round and 

mpered* Granat Tempered* Plat- 2 baguettes. Cranal lem 














. ° *T) . . ; 
imunt mountings. pered Platinum mountings. 
- ' 


250.00 The Set... 500.00 The Set... 750.06 
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Any and all infringements of Granat Bros patents, trademarks, 





or copyrights will be prosecuted to the fullest extent of the law. 
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ARE ALL THESE NORMA 
BUSINESS-BUILDERS 
SELLING FOR YOU? 

















| It's true that the Norma 4-color pencil is its hese | 
| own best salesman — makes friends wherever CHECK THESE NORMA SALES AIDS 
it’s seen... wins the enthusiastic recommend- 
ation of all users! It's true that Norma is piling 
up demand with the heaviest, most intensive 
campaign in its history—‘‘sell-ective’’ national 












1 Magnificent Glass 
Counter Display Case 















, Effective Newspaper 
Mats and Radio Copy 


advertising reaching general consumers, busi- 






\. Striking 4-Color Coun- 
ter and Window Cards 

\/ Order-Pulling Mailing 
Pieces in Color 


nessmen, professionals ... your 3 big pencil- 


BUT 


Are you harnessing this tremendous sales 
power to build bigger pencil profits for your 






buying groups! 










| Fair-Traded 
, Eye-Catching Blonde- $4.50 to $15 


wood Showcase Trays In 14 Kt. Gold, $100 
Also 3-color model, $4 


/ Attractive Individual Unconditionally guar. 
anteed for mechani- 


cal perfection. 









store? Norma gives you sales-tested tools... 







a promotion package that can make your store 






headquarters for fine writing instruments. 






















NORMA PENCIL CORPORATION, Norma Building, 137 West 14th Street, New York 11, WN. Y. 


Exclusive West Coast Distributors: Fred L. Lee and Company * 643 §S. Olive St., Los Angeles, Calif. * 704 Market St., San Francisco, Calif. 
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they’re the product of the oldest and finest 
Western Hemisphere — 


Swiss Radium & Dial Pain 


ESTABLISHED 1915 
79 SEVENTH AVENUE 


U5 

















STERLING SILVER 


RN : V4 / Rhodium Finish 


iNustrated 


Priced for Quick Turnover 


@ Heavily made for extra-long wear ® Individually and handsomely boxed; 
mounted on rich, colorful velvet 


@ Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@® Sold exclusively through wholesalers 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 
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Gold Filled in yellow or pink gold with stain- ~ 


less steel back . . . also stainless steel front and back. The 
links are newly styled, fittings scientifically designed, and 


the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET * PROVIDENCE, RHODE ISLAND 


REPRESENTATIVES IN NEW YORK * CHICAGO © t£OS ANGELES 





























When yousella ZIPPO Windproof LIGHTER 
at $2.50 up push the “Personalized” signature 
(or three initials) engraved in color at $1.00 
extra. Every ZIPPO is packed in a gift box. 


Of course the customer will want you to “fill 
it up”. Sell him ZIPPO FLUID at a quarter— 
maybe two. And fill the lighter when you 


insert the extra flints. 





ES 


Sell a few 10¢ packs of ZIPPO sure sparking 
FLINTS. In fact open a pack and drop the 
four flints under the cotton at base of the 
lighter—as ‘‘spares”. 
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This way customers will be pleased with your 
added courtesy and thank you by coming back 
for more. ZIPPO guarantee backs you up for 
the life of the lighter. 


ZIPPO MANUFACTURING COMPANY ¢ DEPT. X e BRADFORD, PA. 
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THE LIGHTER 
THAT Works 

















Costume 
Jewelry 


Established 19] j 


Popular Favorites! 


Men’s Three-Stone Rings 


Originated by Our Master Craftsmen 


Beginning with the now-famous ring pictured in the center 
above — patent number D-149,097 — the Uncas line offers a wide 
range of handsome designs set with flashing all-white dentelles or 
white combined with ruby-red or sapphire blue stones. 


Each design has merit and distinc- 
tive appeal — and every one has impres- 
sive masculine style plus unmistakable 
and outstanding value! 


Look to Uncas for leadership in styling — for old-time crafts- 
manship and modern production skill — always identified by the 
famous <r trademark. 


Sterling Silver 1/20-12K. Gold Filled 
THROUGH YOUR WHOLESALER ONLY 


UNCAS 


MANUFACTURING COMPANY 


**America’s Largest Ring House”’ 


PROVIDENCE, R.I., U. S.A. 


TRADE nee) MARK 
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A definite step forward in 










ratchet construction... the 


product of years of research | 





ee 


and development. . . a ratchet 
that has greater tensile strength 
for longer service and satisfac- 
tion, permits complete adjust- 
ment and can be glided or 
snapped shut for absolute 
safety. Combine this wonder — 
ratchet with the exquisite 


styling, perfect craftsmanship 


Miwa one 


and streamline beauty of Glen 


bracelet designing and you ~ 
have the sales winners of this 


and every season. : 
Feature Glen-"Glider”* bands 
onthe attractive”“6-on" display. 


NLY BU ne FINGER Catalog on request 
1 ONE FI 


SOLD THROUGH WHOLESALERS ONLY | 


A ani rts tia: = 


“GLIDES 





MANUFACTURERS OF WATCH BRACELETS | 
WITH THE GLEN-GLIDER’*RATCHET | 


182 BROADWAY, NEW YORK 1, N. Y. 
. (cor. John St.) 











JEWELRY COMPANY. 
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COST TO RET 


16 oz. size 32 oz. size 
ae 7.00 | Doz. .. 12.25 
Yo Gr. . . 39.00) Gr. . . 68.50 
oa Gross. . . 72.00} Gross . . 126.00 


: Free _ name imprint on gross orders. Any assortment desired. 


mm 





C Guaranteed by 
Good Housekeeping 








Ellanar Jewelry Cleaner 

and Ellanar Silver 

Gleam are NATIONALLY 

ADVERTISED. Order and 

display them promi- 

nently. FREE WINDOW 

AND COUNTER DIS 

PLAYS. FREE MAT SER- 

VICE. FREESTORE NAME — —— oe 

ORDERS. - _“.. .. the biggest, best jewelry deaner value. ast Ge leweray® prawn 


CLASSES @ miLITARY IN 
« 





Generous 8 ounce jar ‘with brush 


<a a a a ce cet ee Ge eee ee ee ee ce ee es es ee ee ee ee ee tn tee ee ees ce ee ee 


COST TO RETAILER FOR SHOP USE 
] Doz. . 3.50 
6 Doz. 19.50 1 Gant 
1 Gross . _ . . 36.00 }Gallon. .... 


Labels imprinted free on gross orders. 














ding Ring Stylists for a Quarter Century 
DAVID SARKI SC Me) F-1-3-y- 1) ee) rr A) 


Room 551A, N.J.F., Hotel Stevens, Chicago, Booth 311, A.N.R.J.A., Jade Room, Waldorf Astoria 
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Ae LESTAGE Production runs a clear, bright thread of fine and painstaking crafts- 
manship. Time, patience, and experience are used to do things well, so well that there is an added 
value to LeStage Quality Gold Filled Jewelry. Whether it be in the development of chains, lockets, 
bracelets, pocket knives or baby jewelry, these details are present regardless of size or price range. 
So it is that LeStage creations not only sell well for you, but also keep your sales on a sound foundation 


of customer satisfaction. A background of craftsmanship is essential to a great product. 


NORTH ATTLEBORO 

LeSTAGE-MFG -CO- AS ss sacunusertm 

New York—9 Maiden Lane, A. H. Betz ° Chicago—29 E. Madison St., A. B. Pinere 
Monrovia, Calif.—110 El Nido St., James F. Loveridge 
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Like having a 
220000 showcase 
in your store! 
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I lee new luxury catalogue, showing the comprehensive line of 
WAKMANN watches, ELECTION Grand. Prix watches and BREITLING 


chronographs in forty beautifully illustrated selling pages! 


Now you can offer your customers a tremendous selection of watches 
without carrying a huge inventory stock! Write today for our new 
catalogue. Handsomely bound with embossed cover; it has forty pages 
profusely illustrated with the watches of our entire three lines- 
WakKmann. ELECTION and Breitling If you are a watch retailer 


vet off a letter today and we will send it to you by return mail. 


WAKMANN WATCH COMPANY wc. 


“The Watch with the One Year Repair Policy ~ 
A52 Fifth Avenue. New York 18. New York 


FOR JUNE, 1948 





SOLD EXCLUSIVELY THROUGH YOUR WHOLESALER 
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PROVIDENCE RHODE ISLAND 
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aduetised ta 
Your Customers 
2796553 of them 


GYuitWutehes 


Watchword of Time & Beauty 


This two-color ad 
will appear in June 





Newspaper mats and counter cards available. 


Write today for information 


LOUIS WATCH CO., INC. 


580 Fifth Avenue New York 19, N. Y. 


i ’ ome ' 
| Nez PON Guidy 
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ORE THAN 

HALF 
A CENTURY 
OF 


EXPERIENCE 





- 


anufacturers of better gold and gold filled jewelry. 


1/20 12 karat gold-filled bracelets, chokers, pendants, watch bracelets, oo 


chatelaines and earrings, complete sets or single pieces. a 


Distributed through the better jobbers. 





‘ : : 


PROVIDENCE STOCK COMPANY «+ PROVIDENCE, RHODE ISLAND 


21 Maiden Lane 29 E. Madison Street San Francisco, 
New York City Chicago, Illinois California 
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LEADING JEWELERS 
and DEPARTMENT STORES 
in the SOUTH CENTRAL STATES 


NASHVILLE @ are unanimously for 


CHATTANOOGA 





Pacific Silver Cloth 


is recommended by 


leading silversmiths and jewelers 


FOR JUNE, 1948 


a PACIFIC > 


ATLANTA 


: | Silver (C272 
MONTGOMERY pay 
e : % 


ACTUALLY PREVENTS TARNISH! 


EVERY LEADING JEWELER AND DEPARTMENT STORE we interviewed in three South 
Central States (51 out of 51 stores) features Pacific Silver Cloth! The cities covered 
were: Memphis, Nashville, Knoxville, Chattanooga, Mobile, Montgomery, Birmingham 
and Atlanta. The reasons given by dealers for this overwhelming acceptance are: 


It is the only cloth which actually prevents tarnish with 
lifetime effectiveness. 

It saves customers hours of silver polishing. 

It adds a profitable line to the store. 

It creates store traffic. 

It makes silver easier to sell by removing objection to 
polishing. 

It gives the dealer an extra sales feature and talking point. 

It creates customer good will. 

It preserves the natural sparkle of gift silver on display. 

It prolongs the life of plated silver by reducing abrasive 
polishing. 


Because Pacific Silver Cloth is consistently and vigorously advertised in 
leading national magazines, women are alive to its advantages . . . they 
are looking for it. So make your store headquarters for silverware con- 
tainers made of Pacific Silver Cloth. Send for our free brochure of selling 
helps. It shows the new mats, display cards and other promotion materials 
that are yours on request. 

Your distributor has complete information about Pacific Silver Cloth 
in chests, bags, rolls, wraps and packets. Ask him about it or send us 
the coupon below. 


*This is number 12 of a series covering major cities. 
Previous surveys showed similar results in 58 Eastern, Southern and Middle West cities. 


PACIFIC SILVER CLOTH IS BEST BY TEST 


This i is what happened to five gleaming new spoons in Silver Cloth, retained its original sparkle! The other 
a tarnish test* conducted by the United States Test- four spoons, though wrapped in various ‘‘anti-tarnish”’ 
ing Co., Inc. Only Spoon A, protected by Pacific and “‘tarnish-proof”’ cloths, did tarnish as shown. 


*Test #70448, Mar.6,'46 (photos absolutely unretouched) 


PACIFIC MILLS, Department JC 6 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in [) wraps, [jchests, [| hollow ware bags, [] place-settingrolls, (7 pack- 
ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 
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A FAULTLESS EN 


Says “Bill” rasfield, wichita, Kansas 


“As a jeweler, 1am 100% ‘sold’ on the New 
Hermes as @ steady source of extra profit. Asa 
mechanic, ! know that your machine is @ fault- 


less engraver!” “f 
SECRETARY-TREASURER 
TAIL JEWELERS ASSN. 


KANSAS RE 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 


e Makes everybody an engraving 


expert. 


Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 


woRLo's FINEST ENGRAVING MACHINE 
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Ha ding days ale com 


. And you should be ready to meet the increased demand 
Spring always brings to jewelers. The Rings-O-Bliss tray is | | 
the sure way of satisfying every bride-to-be’s desire , y) / 


for a ring which suits her personality. 
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Now you may have FREE the Rings-O-Bliss tray that has 
increased jeweler’s sales everywhere. A few days after your 
















initial order, your Bliss tray will be selling for you . . . adding 
to your profits. Here’s how: 
The satin-silk lined tray contains a full range of styles . . . sizes 


are represented, doing away with large, costly inventories. — 
Twenty-four hours following your order of almost any size or design, 
that ring is on its way to your store. What’s more, we’ll engrave 
desired initials on any Bliss ring for a very small charge. 
We replace discontinued styles . . . recondition or replace 
trays ... refinish samples once a year. 
You can invest less than $200 in this sales help that has increased 
ring profits (sometimes as much as 8!% times) for more than 
2700 profit-wise jewelers. We’ll make 
arrangements . . . send you rings 
suited to your class of customers. 


4 





SEND FOR RINGS-0- 
REPRESENTATIVES WANTED 


A few choice territories now open for 
representatives on a side line basis. 


Write complete information and ter- BLISS RING COMPANY 


ritory covered in first letter. 29 East Madison Street, Chicago 2, Illinois 
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SALESMEN WANTED 


Three salesmen with proven earning power for the following 


territories to sell well rated retail jewelers. 


TO COVER 


Pennsylvania—Eastern Ohio— West Virginia 





New England—New York—New Jersey 





Texas — Oklahoma -— Arkansas 





Complete Diamond Bunch ring line, 


loose diamonds and stone set rings. 
All applications will be held in strictest confidence 


SAMUEL PLATZER CO., Inc. 


31 west 47th street New York 19, N. Y. 
Telephone: PLaza 7-3590 





——, 
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. YOU Nor MORE 
ST YOU Profit MORE 
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You can offer Rhodi-Gem rings at prices that invite 





je ee SPE ‘ easier diamond sales at greater profits. Rhodi-Gem 


rings give the impression of being gem set... 


they're carved in an exclusive manner to simulate diamonds 
.in RHODI-GOLD that whiter-than-white precious 


metal. We invite correspondence. 


THOSE RINGS OF A FLASHING BEAUTY 
oy | THAT NEVER DULLES... 


GOODMAN & COMPANY 
MAKERS OF FINE JEWELRY ¢ SINCE 1903 
42 WASHINGTON ST. 
INDIANAPOLIS, IND. © 22. @, 
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Continuing a Heritage of 88 years ok Cr af tsmans| 
- Enhancing a fine reputation for original | Sty ing 


se AVAILABLE FOR PROMPT DELIVERY 
10K wires with 1/20-12K gold filled hoops 
10K wires. and hoops | 
14K wires and hoops 








SOLD THROUGH WHOLESALERS ONLY 


WAITE EVANS MFG. CO., 50 TOBEY STREET, PROVIDENCE, R. I. 
New York City — 303 Fifth Ave. Chicago, Ill. — 31 No. State St. Los Angeles, Calif. —- 448 So. Hill St. 


108 THE JEWELERS’ CIRCULAR-KEYSTONE 

















$2,500.00 W cast prizes 


FOR BEST PICTURES TAKEN WITH SPARTUS CAMERAS = 
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This Photo Contest Open to 4 Prizes at $250.00 ea.........$1000.00 
4 Prizes at $100.00 ea......... $ 400.00 
Spartus Camera Dealers, 4 Prizes at $ 50.00 ea.....$ 200.00 


8 Prizes at $ 25.00 ea......... $ 200.00 
Spartus Camera Jobbers 20 Prizes at $ 10.00 - ee. $ 200.00 


and their Employees Only Total Cash Prizes............ $2500.00 


Enter this exciting contest. Here's your chance to test NOTE: The $500.00 Grand Prize award is for the best 


j i i fin dependable, picture submitted, regardless which Spartus Camera was 
a a en mae ~ P used. In the $250.00, $100.00 and $50.00 groups the 4 













































$14.95 Retail 
Tax Included 


— — —Flash Attachment additional y > 


Tax Included 


moderately priced Spartus Cameras and win one or more prize-winning pictures in the group will be selected from 
cash prizes. It makes no difference whether you are an each of the 4 different models of Spartus Cameras. 
amateur or professional — you are eligible so long as 
you are a Spartus dealer, jobber or employee of a FOLLOW THESE CONTEST RULES: 
dealer or jobber. ] Entries must be taken with any of the Spartus Cameras— 
Th oa hy © wate * ““Fyll-Vue,”’ 35," “Press Flash,"’ ‘‘Folding Camera’’—between 
ere are no restrictions as to the type of subjects — May 1, 1948 and October 1, 1948. 
animals, babies, children, adults, landscapes, Sw 2 Any number of pictures may be submitted. Contact prints or 
other. Any shot taken with a Spartus Camera is eligible. * enlargements are acceptable, but 5x7” or larger are preferred. 
So read the rules and enter the Spartus Camera Photo 3 Prize winning prints become the exclusive property of The 
Contest now. We want to see your picture! * Spencer Company, to be used in any manner and for whatever 
purpose desired. 
4 No prints or enlargements entered in this contest can be re- 
* turned ¢ testants. 
USE THESE SPARTUS CAMERAS FOR rere | | 
4 e Spencer Company is the sole judge of the contest and their 
YOUR PRIZE-WINNING PICTURES * decision is final. 
am it All prize-winners must agree to furnish original negatives 
(4 ee SPARTUS 7 SPARTUS 6. immediately upon request, before awards are announced. 
.. ‘ 6635)? ) " FOLDING They will not be returned. 
amine Cn CAMERA CONTEST CLOSES OCTOBER 1, 1948 
li $8.95 Retail WINNERS TO BE ANNOUNCED IN DECEMBER, 1948 
| 
| 


























CONTEST EDITOR 


















SPARTUS fe SPARTUS THE SPENCER COMPANY, 711 W. Lake St., Chicago 6, III. 
PRESS | ian FULL-VUE Please enter the enclosed picture in the $2500.00 SPARTUS CAMERA 
2 FLASH | Bho gay PHOTO CONTEST. 
a eflex 
$14.95 Retail 90.96 erat NO I nici eT 
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ven Inctuted Tax Included aT ee ie ek 
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SEND FOR ADDITIONAL ENTRY BLANKS 
FOR JUNE, 1948 


Presents 


4) Se New Watch Bracelets 
Worthy Additions toa 
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203 New Men's Flexible ‘Star Sapphire Weave’ Bracelet. 
Lock with safety catch. Adjustment for jiffy removal of 
excess links. Manly grace and great strength. |/20 12K 


Gold filled. 
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204 New Men's Flexible "Tweed Weave’ Bracelet. Lock 
With Safety Catch. Adjustment for speedy removal of 
excess links. For sport or social wear. 1/20 12K Gold filled. 


OO a 
OF XY, 


MOONLINK 


New Ladies’ Semi-Expansion. Tiny center catch and 





safety lock. A masterpiece of jewelers’ cunning. Easily ad- 


justoble. 1/20 12K gold filled. 
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Sold through wholesalers only 
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FLAME-TESTED FOR QUALITY 


ICORY CORPORATION 


Executive and Sales Offices: 221 N. LaSalle St., Chicago 1 












' s 


... in more 
Gift Plans 
than ever befor 


June means weddings and weddings mean gifts. 





For important gift-selling volume — feature Cory 
products in your newspaper ads, in your 

windows, in your store displays. Remind customer 
that your store is the place to buy these lovely 
Cory gifts for brides—seen in big, colorful national 
advertising now running in American Weekly 


and Collier’s and other leading publications, || 


No metal or rubber to mar pure coffee flavor! 
Less accidental breakage! 


Features found only in the new 


CORY RUBBERLESS COFFEE BREWER 


Cory’s exclusive easy-to-see, easy-to-sell features put 

this brewer at the very top of America’s Gifts for Brides 
lists! The word’s gotten around to your customers : 
from thousands of satisfied Cory users and from Cory’s_ ||| 
powerful national advertising that “Every woman | 
wants a Cory!” 


1 





| 
| 
| 
| 
No twisting! No tugging! 
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$ 7. 


“MIRACLE TOUCH” 


Gentle 


COLBY LIGHTER CORP. 
11 HARTFORD AVE., MT. VERNON, N. Y. 


> 


i a ee oe 
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Please send me catalog of the new Colby line for 1948. : : 
I 
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The name of my wholesaler is......... 
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| Never Ever Before! 


New Self-Winding 


GOTHAMATIC 


DRESS WATCH ‘VG oe 
Nm The Gold Cup 


GOTHAMATIC 


$195.00* 
14 kt. yellow gold 





Stimson 


~ GOTHAMATIC 


$95.00* 
home Lelie militte 


BUCCANEER 
$59.50* 






AS ADVERTISED IN... 


*® INCLUDES 
FEDERAL 
TAX 





Gotham Watches ; 
product of (Jllendortl Watch Coa-we.co wake 





‘ % : y R48 pees f 3 
R 300 — Se “i: Child’s Rosary. At f 
Sterling, = | Simulated fas” 
simulated SS pearl beads, 

’ sterling 


[WP reo — 


— | : Lo? | Bae é 

RS ) ‘ . i i? fx ' Barrel shaped 

: s beads available 
in 6 colors. 


Sterling 


Bertintes was | R48 — 
aatee tas , 
corrugate | Child’s Rosary 
plain beads ' rat 
all sterling 


+e. Mosaries by 
Designed in the tradition of the old: masters - .- made by 
_ craftsmen, : skilled as artists . . . Sold with confidence, 
throughout the world. The Catamore line of rosaries is one 


of the most complete in the trade, in sterling and gold filled, 
. with erystal, pearl and colored beads. Ask your wholesaler. 





: New York | West Coast | : - Mid West , e East 

-. FRED ‘W. MARKS ARTHUR WEINGARTEN ° © DICK SHOWERMAN ~ WILLIAM PEACH 
» $73 Fifth Ave.. ? 704 Market St. 29 E. Madison St. =. - Se 231 Pine Street — 
New. York, N.Y. San Francisco 2, Cal. _. Chicago, Tl. Providence 3, R. I. : 
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exclusively 
designed by 
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EXHIBITING 


CONVENTION 
CHICAGO 
SY 26 27,280 


< M. p e is the now-famous = M erchandising Pian 


by which nationally-known Lohengrin Wedding Rings have helped leading jewelers 


everywhere make bigger profits with smaller investments than was ever thought possible. 


This is what C.MP . does for you: It brings together the leading best seltegs 
in the entire Sohengrin line in. one brilliantly designed, self-contained | 
Presentation Tray. At least one ring in every size and style is always 


on full view in the tray. 





There are no duplications — therefore no excessive, expensive inventory. 
No involved stock-keeping or bookkeeping entries. You know the sizes 
and styles that have been sold merely by glancing at the tray and you 
can then re-order immediately. It’s a perpetual inventory system and a 


beautiful, orderly, sight-selling display unit combined. 


Learn what the ohengrin, C. M. p e coupled with Loohengrin's 
superb styling and sound promotion can do for you! Write, wire, 


phone for details today. Exclusive franchises still available. 


ee COMPLETE ADVERTISING , ~— -— &F 
er iS , : , igs : eS ] di id ° hi 
at MAT SERVICE FURNISHED f , = 4 ndividual trays like this 


aut Y oul Rig Sig a - present women’s styles 


, Ys. : yd Se and matching men’s 
\ gales premelit™ WITHOUT CHARGE. yy We aay, of 


rings separately. 
For smaller-volume 
stores, both men’s and 
women’s rings may be 
displayed in a_ single 
combination tray. 


BLANGARD \ Hl me. Sone. 2 SS 126 W. 46 St., N.Y. 19 
i 


MANUFACTURERS OF SOohengrin Wedding Rings 
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NEW RECORDS---NEW HONORS 


FoR OMEGA wartcues 


Once more Omega tops its own previous precision records... 








significant news to jewelers, but not surprising. For Omega is the 
official, exclusive timer for the 1948 Olympics, at both London 
and St. Moritz... chosen for its remarkable accuracy, after ex- 


haustive tests in open competition with the world’s finest watches. 








OMEGA - NORMAN M. MORRIS WATCH CORP., 608 FIFTH AVENUE, N. Y. 
FOR JUNE, 1948 117 










































ANTIQUE REPRODUCTIONS BY HAYWARD 


‘Locket Set 
Black Duco Enamel) 


oday, as in 1851, style-wise HAYWARD jewelry has 
kept in “Tune with the Times”. Style conscious women 
are choosing HAYWARD antique reproductions to 
complete that “New Look”. 











Rip caremnereninereniviersenercon 
OK ce si 
Bb ae S 
3° 





.* 





~ 


X\\ Brooch B670B (Black Duco Enamel) Brooch B671B (Black Duco Enamel) 


\ 
\\ \'° All items hand engraved and attractively boxed. In 1/20-12 K. Gold Filled 


| go 
OLD THRU LEADING WHOLESALE DISTRIBUTORS 


* —Lcllty sostabey Jar weatly 100 4feare. | 
WALTER E. HAYWARD CO. Inc. 


Established 1851 
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KEEPS PERFECT 


VULCAIN CRICKET 


WRIST WATCH- 


RINGS CLEARLY 










OSes 





> 











‘",,. time to get up... time to get up 
... time to get up!’’ 









‘* |. Exactly ten minutes to catch the 8:15.”’ oe a 


. «¢ & «o # a= 












In stainless steel, to retail at $120 
including Federal tax. 


In 14 K gold, to retail at $348 
including Federal tax. 











© fF 





VULCAIN WATCH COMPANY, INC. 630 FIFTH AVENUE, NEW YORK 20. 


peerrerees 








It's none too early for SUPERB 
dealers to plan special back-to-schoo! 
and-college gift promotions for 
August and September. The wide variet) 
of styles in compacts and cigarette cases... 
the fine jeweler-crafting that gives each piece 
a special aura ... make SUPERB cases 


preferred by the trend-setting younger crowd! 





CIGARETTE CASES 
COMPACTS 


SUPERS LASSE mr G. © O., Providence, &. I. 





We're First Again With A Sensational Value ! 


Your PROFITS will Climb @ 
Oe pcan) & 


c= & 











ye 











Another Special! 
MEN'S .. . WHITE 
STRETCH BANDS 


Available In 
Yellow or Rose 


1/20” 12Kt. GOLD FILLED TOP 


STAINLESS STEEL BACK 


FILL OUT THIS COUPON — MAIL TODAY 


Look at the price . . look at the quality 
—and you'll agree that this is the 
“Watch Band Buy” of the times! It's 
a profit opportunity too good to miss. 
Don't wait. Order yours. Fill out the 
coupon and mail it now! 


U.S. JEWELRY CO... 


H. E. BAUMOHL, Pres. 
BALTIMORE -1, MD. 
WHOLESALERS 


U. S. JEWELRY CO. 
Baltimore & Liberty Sts. 
Baltimore 1, Md. 


Please send us Doz. Stretch Bands at $ 1.48 
each. Check colors [_] Yellow [_] Rose 


Men’s White Stretch Bands at $1 
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Men who value inherent quality turn to Felmore SOLD THROUGH THE WHOLESALER ONLY 
knives for fine detailing and superb good looks. 
These men, and those who buy gifts for them, 


invariably turn to the store that sells Felmore 
knives. 
Available in: 
Sterling Silver 10K Solid Gold 
14K Solid Gold Inlaid on Sterling 
Yellow and white 1/20 gold filled 
Stainless Steel Blades COMPAN Y, INC. 


Other quality Felmore products are distinctive 


cigarette cases and the famous “Kiddie Diggers” 
baby sets. 157 Orange Street * Providence, R. I. 


Silversmiths 


Henry Green Albert Davis Chester Mandelbaum 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison Street 220 West 5th Street 
New York, N. Y. Chicago, Ill. Los Angeles, Calif. 
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lim, trim and small enough to 

p readily into a handbag is 

is dainty Swiss Traveling 

larm Clock... another triumph 


sales-wise styling by SEMCA! 


ilable in Pigskin, 
n, Blue and Red 
jmulated Leather 


To retail at $ | Ah 


PLUS TAX 


onthe west coast $12.95 ius rax 


Jeweled Movement (one jewel) 


Radium Dial and Hands can be read 


in the dark 


Movement Guaranteed 
Gilt Bezel and Dial 


Size: 334” x 334” x 134” 











SEMCA CLOCKS ON THE AIR 
Over leading radio 
Stations from COast 
to coast. 


SEMCA CLOCK COMPANY, tye. 


30 Irving Place New York 3, N. Y. 





... for your customers who prefer an 
es, cea: tighter In precious metal 





for the famous A-S-R in precious 
metal ... we present the * 
STERLING SILVER A-S-R Lighter. My My . 
in all mechanical respects it is h "hy i, 
identical with our Rhodium- | lh, iN 
_ plated lighter and carries our iT 
standard discounts. The two ME 


Sterling designs are pictured at \ S, 























___ In answer to the many requests ~ ~~ 





























the right. For more volume in 


and profit stock and sell “the finest 
lighter the world has ever seen.” 


@ Available through leading lexcsiry jobbers 
__ from coast-to-coast. 


: e Ask your wholesaler about the generous 
_AeS-R advertising allowance. 





AMERICAN SAFETY RAZOR CORP. Displayed with Pride— 
__ Lighter Division a, Sold with Confidence — 


E Brooklyn 1, N.Y. 


Khodium- Plated Lighter 
Precision made and fully guaranteed by the makers of the famous 
Gem Razor, the new A-S.-R Lighter comes to you as a high-style 
article of jewelry. It’s mechanically perfect with new “light switch 
action,” new filling ease, and new larger fuel capacity. Experience 


the satisfaction of stocking, selling and profiting by this fine 
lighter. Place your order today. 














Retails at $7.50 Nofed Tax Nationally Advertised in LIFE Magazine 
VISIT THE A-S-+R DISPLAYS AT BOTH i a ee CONVENTIONS 
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8-DAY, 15}. ALARM, “Detachable” . Perfect 
for travel, office or home. Size 3”x3”. Genuine 
leather case. *Patented 


#739—Chrome, Radium Numerals 
$58.00 Keystone 


2 / #739 /A—Gilt with Applied Numerals 
“2 
\ 


t) 


_ Special Holder» $ 


A 


$69.00 Keystone 


winds, NEW STEM WINDER?%...exclusively Angelus... 
hn: takes just a few seconds to wind 8-DAY watches for 
7 FULL OPERATION. (This is in addition to the 
a T0 al LD permanent Crown Winder). Saves time and effort! 


* Patented 


c 
S) 
oe 
BS 
~ | 


~NEW WINDER 

















Exclusive 


vv MERCURY CLOCKS, Inc. 
istributors 37 West 57th St., N. Y. 19, N. Y. 
Nationally Advertised in Leading Consumer Magazines 
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CANADA: PAUL HOFER, Ltd., MONTREAL, 132 ST. JAMES ST., WEST 











A. MICALLEF & COMPANY, Inc. 
158 Pine Street, Providence, R. |. 


Micallef is now in Torre del 

Greco, Italy, where the world’s finest 

cameos are carved. He's buying these cameos to 

insure the continued charm of 1/20 12kt. gold 

filled cameo jewelry by Micallef. Ask your 
wholesaler to show you the line. 


Cameo shown above is #3452 — greatly enlarged. 
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Here are 2 of many exciting new Zircon rings 


ce - —_ as oo es _.. from the new R & $ line — rings that-fairly sparkle - - 
_ eee with originality, interest and sales appeal. , 





. ‘ , 
, . . . 
. . < . . 
‘ % > 


Rich gold mountings, skillfully designed, display the stones to full advantage. . : : 4 






















oo | : Promote R & S rings today! Your. customers will prize them : 
Pee | . . . and you will profit from them. | [oe 
— | : | Newspaper mats furnished free on request. oe — 2 
. Sold through wholesalers only , 

—- ROTHMAN & SCHNEIDER, Inc. >) 

ee _ Manufacturing Jewelers — 
= Ac 2. West 47th Street, New York 19, N. Y. 
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: Here is a book of information that will help you sell more quality jewelry to 
G ive th em more customers. It’s the complete story of Gold Filled...the straight facts on 


what it is and the values it offers in jewelry. 


th C Inside Starting with an interesting history of the“Old Sheffield” origin of Gold Filled, 

7 this book illustrates how Gold Filled is made and used today. It shows why 

Information Gold Filled is quality jewelry and why it can be sold at a popular price. It 

explains how jewelers and their customers are protected by Gold Filled stand- 
On ards established in cooperation with the U.S. Government. 








G | q Fj | Q d Send for this book and put it to work in your store. Let it help you sell more 
: | Gold Filled jewelry. Write today for your copy of “The Story of An Old Copper 


Coin and Its Heritage In Today’s Fine Jewelry.” 


Merchandise 


Research Division of GOLD FILLED & ROLLED GOLD PLATE Mfrs. 


PROVIDENCE 1, RHODE ISLAND 
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Where all jewelry buyers wil] have a “FIRST LOOK” at the 
“NEW LOOK” of the industry’s finest products, 

€n merchandise priced and 
the prosperous period ahead. 


every store. 
At the Fair, place your orders with full confidence that exhibitors’ 
lines will be unchanged and Prices will not b 


€ lower for the year. 


@) 


RETAILERS... 


direct 
ite The Stevens 
ea 6 rae 
modations. Ma af sor 
reservation today. 
disappointment. 


: en ir An educational program 
National Jewelry Fa 


i f 
of pertinent mentiegs < 
interest to all retail j 


and N.A.C. J. CONVENTION iol ien."euines' cis 3 


ion. 
for retailer consultatio 


me, Mr. 
— tigre wl in 
JULY 26, 27, 28, 29 


the largest jewelry trade 


Vee Stevens « Chicago, Winesis 
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' PUL IGN) Co. : 


FY 
FULL COLOR 


ms CATALOG 


You Get: 


e Color On Every Page 

¢ Your Name On Every Spread 

e Your Choice Of Merchandise 

e Larger Page Size 

° Glossy, White, Heavy 70 lb. Paper 
e Price Changes 


Twenty years experience in publishing Catalogs is the background from which this twenty-first 
Christmas Catalog has comé- 


Only our Catalog offers 5° many advantages: 


You will be pleased with the low prices we are asking, for such a high quality Catalog. 


Twelve Advance Color Copies Available For Inspection August Ist 


Please contact Us :mmediately; and we will send you one of these 
sample catalogs by Registered Air Mail, for your overnight inspection. 


= * SURNAMER CO, Advertising : 


xule 

:' NATIONAL 
370 SEVENTH AVENUE New York 1,N. Y. sn ASW 
CHICAGO 


Tel.; LOngacre 4-6650 Juste 21,26 
1948) 
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THERE IS A AEVOIUTION 
IN JEWELRY ADVERTISING 









... and BROWN & GRAVENSON has caused it!! 


IF YOU SAW THE BROWN & GRAVENSON 
4-COLOR ROTO XMAS CATALOG LAST YEAR 


--we needn't mention it was the first time in the history 
of the credit jewelry field that so lavish, magnificent, and 
so powerful a book was ever attempted. The top retailers 
of the industry grabbed it up so quickly—our entire paper 
allotment for 2 million copies was sold out by July. 


ALL DONE IN NATURAL COLOR PHOTOGRAPHS 
— NOT FROM MAT SERVICE CLIPPINGS... 


One of our clients called the catalog a miniature LIFE 
magazine—because only in the finest national advertising 
were there color pages that even began to approach 
ours. We respectfully ask you to compare the Brown & 
Gravenson Book with ANY other catalog published last 
_ year on the basis of page size, (ours is 8!/2"" x 10")—num- 
ber of pages, (ours has 24)—merchandising,—and lavish 
use of natural color photography (every other page is 
4-color process). 

















Page... 


i Se a Page 5 of 
a the Brown & 
. ; Gravenson 
catalog. If 
you think this 
is beautiful, 
wait till you 

see it in 


‘ ~——snatural colour. 


This Is The 
Bulova Watch 


BROWN « GRAVENSON wwe 


advertising V1 W. 31st ST.,N. Y. (1) 


24 BIG PAGES — TWICE AS COLORFUL As 
THE AVERAGE CATALOG, YET IT COSTS LESs! 


With its large page size and lavish color, you'd naturally 
expect the Brown & Gravenson Catalog to be expensive 
—but as a matter of fact, it actually SOLD FOR LESS 
than smaller catalogs offered last year! If you mail a cata- 
log—the Brown & Gravenson book presents no price 
obstacles. 


Ask the Leading Watch Companies! 
ASK THE LEADING CHAINS... 


Don't take our word for it—ask the top manufacturers of 
the industry about the Brown & Gravenson catalog. They 
can tell you of the results it pulled for users last year. 

When leading retailers sign up for a Christmas Catalog 
nine months in advance, you can bet your bottom dollar 
that the catalog must be something really super-terrific. 





DON’T SETTLE FOR “‘SECOND BEST’ — YOU 
CAN RESERVE THE ‘‘B & G’’ BOOK NOW... 


If we could call on every jeweler in America personally 
and show our layouts, we would wind up with orders from 
99°/, of them. But we can't personally cover the country 
and that is why we are addressing this story to you now. 
We can work with you through the mails so if you want 
more information write us now! 


WRITE FOR SAMPLE PAGES AND FULL 
DETAILS NOW! DON’T DELAY... 
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: DIAMOND 


DIVISION OF AXEL BROS., INC. 21-10 49th Avenue, Long Island City 
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the new home of 
WEB Jewelry Manufacturing Co. 
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Wa JEWELRY MANUFACTURING CO. 


esx 
SILVERSMITHS 


1835-55 E. MADISON STREET 


PENNSYLVANIA 


PHILADELPHIA 
JACK KAY WILLIAM BART DAVE DIAMOND 
& 448 So. Hill Street §& San Miguel, 419 
Havana, Cuba 


° M. MEYERS 
Representatives SS Messen Sirent & 29 E. Madison Street 
New York 7, N.Y. Chicago 2, III. Los Angeles 13, Calif. 
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DIAMOND ASSOCIATES 
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MAY WE IVTRODUGE... 








No more twisting. No more wear 






caused by constant rubbing 











between the rings. 


For they are locked together. : 





y $150. 
7 ie! Keystone 
¢ , ® < a W Rings Enlarged to Shew Detail 


Unlocked in an instant. Simply 
turn the rings to right angles 
with each other . . . allow the 
lock to slide from the slot in the 
side of the setting. To lock— 
reverse the process. 





Cradled in the striking new 
Rhapsody box 








i iaaeeesntiatitinen , MOALES & SOM 


Rhapsody Diamond Engagement Rings and 906 CHESTNUT STREET 
Wedding sets from $37.50 Up. | PHILADELPHIA 7 : PA. 
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* MORE COLORFUL THAN EVER! 
* MORE MERCHANDISE THAN EVER! 
* PACKED WITH POPULAR SPECIALS! 


AN LOWEST PRICES IN 7 VEARS/ 


To WIESEN-HART, Cincinnati 6, Ohio 
Complete Producers of Proven Promotions 








‘VISIT OUR BOOTHS AT THE 
NACJ SHOW JULY 26-29 





Please send us as soon as possible samples and prices 
of your two new Christmas Catalogs - also Broadsides - 
Letters - Special Mailings - Free Gift and Traffic Items. 


STORE NAME 





ADDRESS 





CITY STATE 





gS Sees eee 
Prrrtriirtititiitt tf. 
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thing 1/20 12K Yellow G.F. ’Flat Cobra’ Tapered Choker. $22.00 Keystone. 




































If your customers know 
8 / quality, crave style, and look 
—— : ES to you for the leading lights in 
smart jewelry, show... and . 
sell these stunning 
- Fashion- Firsts’ by Orloff. ‘ 































0 : r | Lady‘’s Bangle Brac 
Designers & Distributors of Fine Watches ; ee ae a °° VE ; Watches. Identification" 
; : - ; . : Pee t B i y : Py ; and Safety Lock. 025 
: 2° j 4 ee Y C . Gold content Bracelet, R 
Case, Stainless Stee! Bat 










Creators of “Fashion-Firsts” 
- 706 Sansom Street @ Philadelphia 6, Penna. 
| 7 ee . Left: 834 Ligne. 
etched dial. $45.50 K 
Rhinestone dial, add # 
Keystone. e 
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NOW! Great New Pro 
Opportunity... 


These Famous Knapp-Monarch Products Now Offered 





















to Jewelers by J. W. Johnson, Inc. 





Here’s Modern Magic in appliances that spells Sales Magic to 
every jeweler in the U. S.! For the first time ever, these famous 
KNAPP-MONARCH products are being offered to the jewelry 
| trade through the distribution facilities of J. W. Johnson, Inc. 
Every one of these quality products will make an ideal gift— 
the whole line is packed with profits! Many of these products 
$ ji are advertised in May and June in The Saturday Evening Post, 
Ladies Home Journal, Better Homes, House and Garden and 
House Beautiful. Tie in with this nationwide promotion today! 


J. W. JOHNSON, INC. 


Established 1869 
15 Maiden Lane New York, N. Y. 


























K-M LIQUIDIZER—Makes delicious, 
vitamin-rich drinks of fruits, vege- 
tables. Purees, blends, shaves ice, 
whips, chops, grates, shreds, grinds 
coffee and makes wonderful frozen 
drinks! 
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SPARKLET SYPHON—The handy way K-M TEL-A-MATIC IRON—Just set dial K-M POP-UP TOASTER — Fully automatic! K-M AUTOMATIC IRON—Superb, excellent qeal- 
te make sparkling water from any tip for fabric to be ironed. Signal lights Toasts to 7 different shades—just set dial. ity. Has fabrie dial 1 plasti iece handle. 
water, each bulb makes a full quart. | when iron is ready. Perfectly balanced. | Toast pops up when done. Thermostat control, 't¥- "as fabrie dial, cool plastic one piece han 
Adds zest te drinks—easy to use. Heats evenly. Has formfit handle. Nichrome element. Heats quickly. 














K-M SPEED MIX—The original K-M WHIPPER—Handy, new la- K-M TEL-A-MATIC WAFFLE K-M QUAD-WAFFLE BAKER — K-M HAIR DRYER—Two-way ae- 

Altehen time-saver! Mixes, stirs, bor-saver. Whips cream, eggs, © BAKER — Makes perfect waffles Serves 4 persons at a time. Makes tion. Provides HOT AIR for quick 
huge 4 section waffles in a jiffy— 

eats, whips, extracts frait jules. sauces, beverages—quickly, easily. without watching! Signal lights has color control knob, signal light, drying — COLD AIR fer brisk 

10-speed control. Beater is re- Can also be used as portable whip- when iron is ready—current cuts automatic shut off when waffles breeze. Use on base, or detach 


mevable. With 2 bewls. per in any pan or bowl. off when waffles are done! are done. Gleaming Chrome finish. and use pertably. Walnut handle. 


Write for Catalogue 
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19 WEST 19th STREED 
nEW YORK 11, N.Y. 


KEG PRODUCTS CORP 
Vg 


bir a4 


Bass SET 
VERRAS 


Resredeied on this page are 
advertisements of jewelers sell- 
ing Keg-O lamps. Thousands of 
jewelers from coast to coast use 
this line of fast-moving lamps 
as sales bait for attracting cus- 
tomers. Low in price, high in 
sales and profit, Keg-O lamps 
are the jewelers’ best friend. 

Phone, telegraph or write for 


details. 


See the Keg-O exhibit 


Booth 218 
Hotel Stevens 
Chicago 
July 26 - 29 
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OF PERSONAL RADIOS 
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Specifications and Features 























EBONY MAROON IVORY 


MODEL 8-451 


CIRCUIT — 4 tube superhet 
using latest hi-efficiency 
miniature battery tubes: 1R5 
Converter, 1U4 IF Ampli- 
fier, 1U5 Detector, Ist AF and 
AVC, 3S4 Power Output 


ANTENNA—Built-in Olympic 
‘““Hi-Q”’ loop produces 
increased sensitivity 
SPEAKER—3'/2” Alnico 5 PM 
DIAL—Slide Rule 


BATTERY KIT — 1 #950 A 
Battery. 1 #467 B Battery 


COILS—Iron Core IF COILS. 
IRON CORE Oscillator Coil 











FITS IN 






peg = Mee lus- 

rous NE plastic. 

Available in IVORY, EBONY. YOUR 
MAROON. Automatic shut POCKET 


off when lid is closed. Ship- 
ping Weight: 312 Ibs. in 
container 


SIZE—8!'/,,"° x 254" x 4/4" adi n 4 
yinpic 





RADIO & LUTELEVISION 


INC. 
34-01 THIRTY EIGHTH AVENUE 
LONG ISLAND CITY I, N. Y. 


WRITE OR WIRE FOR 
DISCOUNTS AND SAMPLES 
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fy Pricect NATIONALLY FAMOUS ‘ALL-TIMER” $35% Valse! 
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32-PC. GLASS- 32-PC. SULVER- 


% of 

No. of Sales New Accts. 
Buffalo, N. Y. ... 890 91% 
Louisville, Ky. ... 763 89% 
Dayton, Ohio .... 812 93% 
Nashville, Tenn... 374 90% 
New York City... 2389 88% 
Beaumont, Texas . 357 87% 
Springfield, Ill.... 352 94% "Waa ve. rely! 
Harrisburg, Pa. .. 412 92% Be-Bibas ita Wa Win Tae PU Re BT vat 
Shreveport, La. .. 314 87% \ T PERC LLACHLACE. L mn Jar vewont a] 
Detroit, Mich. ... 1794 93% A Vee) ee ea ees) — 
Omaha, Neb. 7186 91% AY orto witb on ety ent: 08 0.” Phang MEMLOCK 0000 
Indianapolis, Ind... 512 93% ; 
Tampa, Florida .. 627 94.9% : ae 


Here Are A Few ALL-TIMER Effective unetions 
Available To YOU In All Price Ranges 


@ Automatic Waffler Comb. @ Aluminum Cookware Ens. © Dinnerware, Silverware, Glassware 
@ Holiday Silverplate Set @ 4 Lamp Ensemble ¢ Chrome Steel Cookware 


@ Dinnerware Bake Set Comb. @ Floor Lamp Promotion @ Hanging Shelf Radio 
And 39 More Hot Account Openers 


SEE US Whether You Want 100 or 1,000,000 New Accounts 

















Advertising material available provides for four- 

color, black-and-white, and rotogravure repro- 

duction. Also available at nominal costs are 

beautifully prepared four-color direct mailing 

pieces, carrying your own name, address, and 

message. Write, wire, or visit our showroom for rn 
specific information. 


ALTHEIMER & BAER '° 


Executive Offices 404 North Wells Street Chicago 10, Illinois 
Display Space 416 American Furniture Mart 


THE JEWELERS’ CIRCULAR-KEYSTONE 











‘ 
4 


Jaeckel’s regal Watch Band 


: & 3 


_ Of sovereign beauty, this courtly Watch Band is ~ 

_ .being worn with royal pride by thousands of men | 

.  .everywhere. ‘Smartly styled in Tuf-Rivet’s unique — 
— linking, “His Majesty’’ is annointed with. 1/zoth — 
-10-K Gold-filled top and stainless steel backing. 


e : - * 


~ Available in Hamilton Yellow, Rose and White 
_- Gold, “His Majesty’. tips his crown to none in the 


Watch Band kingdom for sales volume and rapid a 
: turnover! . : 3 
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America’s Foremost Favorite zzz~™ 


PERSONAL 


PORTABLE 


Self-charging AC-DC or Batteries: for 
years the choice of discriminators. 
A 4-tube, up-to-the-minute, super- 
het scores of exclusive features, 
ncluding smart finishes of modern 


plastic and simulated ‘eather 


still smashing Sale 


> 
FULL SIZE 


x Portable 


HARGING, 


ELF-C holds 


Ss 
A superb. nero rtable.- 
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“BUDDY” 


Just out! The smallest 4-way 3 
PORTABLE with patented “RE- | 
CHARGES-ITS-OWN-BATTER.- 
IES” feature. A marvellous 4-tube 
super-het that affords seven-tube 
performance. Size 7%"'x4%"'x 4%". 
Weighs 3 lbs. 2% oz. Fine-grain, 
simulated leather covering. 


The “BUDDY” will 
amaze Everybody! 


The Only PORTABLE Radio 
with built-in BATTERY RECHARGER! 
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6% Ibs. 


Write for Attractive Discounts and Franchise Territories. 


omic AUTOMATIC RADIO MANUFACTURING CO., INC. BRtyzpint 


ckig- 


122 Brookline Ave., BOSTON 15, Massachusetts 
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The salesman’s made a good point...that watch band is made 
of one fine material right on top of another. 

It’s gold filled, made on a foundation of pure nickel. 

Gold on nickel has durability. For, like the layer of gold 
above, the nickel foundation resists corrosion by body acids. 
The nickel foundation will not discolor the gold...and affords 
equal protection to the wearer’s skin. 

What about the gold filled jewelry you sell? Does it have 
the protection of Nickel? If it does, it’s easy for you to promise 
your customer, “You just couldn't buy better gold filled jewelry 
than this!” 


| k 
| ( (; ece Yow Wrseen Frtend » 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 





EMBLEM OF SERVICE T 
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Aluminum body... solid brass end caps 
»«« genuine leather, either lizard. 
or alligator-grained — the new Tory 


combination that gives his latest 


creation longer life and beauty. 


ya 


sets the pace AGAIN with 
this NEW No. 7 Jewel Box 


L eading stores from coast to coast are profitably advertising — and 
selling — this new Model No. 7 jewel box designed by William Tory. 
Never before have so many new features and so much value been of- 
fered for so little money! 

Aluminum body for extra strength and long life.... covered with 
smart lizard- or alligator-grained genuine leather. Sturdy, solid brass 
end caps have gold-satin finish and are tooled in Gothic design for ad- 
ditional elegance. Non-tarnishing solid-brass fittings include the new 
improved set-in lock and 21-inch hinges. Rayon velvet lined. Auto- 
matic self-rising tray has special earring bars, ring bed and pin sec- 
tions . . . is decorator-tooled in 24-karat gold leaf. Rose, red, wine, baby gem ad re hg oe _—. 


blue, medium blue, navy, brown, green, ivory, black. 1034 x 734 x which fully describes the com- 
plete line of fastest-selling 


3 * 
3% inches. : : ; jewel boxes and overnight cases 
Cash in on the quick turnover and quick profits that are being to retail from $2.95 to $8.95. 


, , , Also Catalog C which gives 
made with this new Model No. 7 jewel box. Order yours NOW for ine tut story on fitted sewing 


IMMEDIATE DELIVERY! boxes covered with genuine or 


simulated leather to retail from 
$2.95 to $4.95. 





TORY MANUFACTURING COMPANY, INC. 


JEWEL BOXES ¢ SEWING BOXES ¢ OVERNIGHT CASES 
150 West 22nd Street, New York 11, N.Y. 


WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 






































Your Refine is Triple Checked... 


as 


... tor the ve 





“DYNA-FLO”, the exclusive Williams process, 
squeezes out the very last grain of gold, silver, 
platinum ... and palladium ... from the scrap you 
send us. There is no chance for error... triple check- 
ing of each step assures vou of that. Our detailed 
refining report, checked, doubled-checked, triple- 
checked, goes with every return we send you. 
Remember, the bigger we can make 

our check for your scrap the better 
we like it. Try our modern refin- 
ing service for best returns always. 


WILLIAMS soceRefnineg Ce. 


FORT ERIE N., ONTARIO © BUFFALO 14, N.Y. © HAVANA, CUBA 






































"More profitable than if we mounted ang 89 
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Beloved by brides for almost a hundred ye 





Cooperate with the Jewelry Industry 

















loose Giamonds.. ." 


says Frank Mindlin, 


owner of Frank Mindlin Company, 
Albuquerque, N. M. 


"For twenty years we have 
taken pride in selling Art-— 
Carved rings," says Mr. 
Mindlin."The quality of work-— 
manship and design, coupled 
with large-scale national 
advertising, makes Art—Carved 
rings very popular with our 
customers. The demand for 
these fine rings, plus your 
mark-up, makes them clearly 
more profitable for us than 
if we mounted and sold loose 
diamonds." 


COL RINGS BY WOOD 


1.8. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, N. Y. 











PROF IT—the best reason we can think 
of for selling Art-Carved diamond rings. 


There’s more chance for profit when 
you handle nationally advertised Art- 
Carved diamond rings of guaranteed 
quality. Instead of spending unprofit- 
able time buying, grading and mounting 
loose diamonds—you can spend all your 
time selling diamond ring originals with 
a national reputation. 


No risk to yourself—because Art- 
Carved rings are guaranteed by the man- 
ufacturer. No costly inventory—be- 
cause you can duplicate exactly any 
Art-Carved ring style and any size dia- 
mond simply by reordering. 


If you’d rather be selling than buying, 
send for your Art-Carved representative 
today. He will describe our Merchan- 
dising Plan to you—and suggest how 
you can make your diamond ring busi- 
ness more profitable! 


@Trade Mark Reg. 



































RECEPTION ROOM of the new Ball Company offices 
...Where you receive the usual ‘friendly welcome. 

















MERCHANDISE attractively displayed in full view in GENERAL OFFICE — well-lighted, pleasant-to-work-in 


the Ball Company Model Store. 


Ane 1 
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atmosphere of the new Ball headquarters. 


When you’re in Chicago or passing through, 
make yourself ‘“‘AT HOME” at The Ball Company 


The BALL Company 





6 North Michigan Avenue « Chicago 2, I]linois 
Originators of GARLAND* Diamonds and Watches 
WHOLESALE JEWELERS «e DIAMOND IMPORTERS 


* GARLAND is the registered trademark of The Ball Company, Reg. U.S. Pat. Off. 












See how The BALL Company 
is all dressed up...and going places! 


a aa 
6 North duis 
Michigan Avenue }:))))":. 
...ideal location 
in the heart 
of Chicago 











You'll notice a “new look” and a new “Progressive Spirit” the moment you 
step off the elevators on the tenth floor at 6 NORTH MICHIGAN AVENUE. It’s 
not only in the modern appearance of the new BALL COMPANY offices, but also 
in the spirit of the people you meet there. The merchandise in the GARLAND 
MODEL STORE is going places too! ... complete, up-to-the-minute, quality lines 
at prices that are exactly right. 
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HERE YOU ENTER the new, modern Ball Company A COMFORTABLE PLACE to talk over market condi- 
Model Store .. . attractive, and inviting. tions and to inspect the latest in watch styles. 








FRIENDLY DOORS are always open at the Ball Com- IMPROVED FACILITIES for better service to Ball cus- 
pany ... Webb C. Ball’s office at far end. tomers. A view of the new shipping department. 
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__KEEP YOUR EYE ON DALY 
































Accuracy begins 
with initial 
weighing 


ont 

Samples for as- 

say are carefully 
picked 


So sensitive, it 
can weigh your 
signature 


Assay Labora- 
tory is “tops” in 
the Industry 


Main Plant, Bridgeport, up-to-date in 
every way 
152 


VY Precious Metals has been Handy & Harman's business 
for over 80 years. The Refining Department is an important 
part of that business. It operates under the same high standards 
that have won Handy & Harman top rank in the fabrication 
of precious metals. 


VY The methods used are the result of years of research. 
Each class of waste is handled by a method developed specially 
for it. Each lot, large or small, gets the same painstaking, 
individualized attention. 


y Asa leading manufacturer of precious metals Handy & 
Harman maintains a staff of top-rank metallurgists and chem- 
ists, a staff no company could afford to carry for refining alone. 


JY Expanded to handle a nation-wide business, Handy & 
Harman refining facilities cover the country — with fully 
equipped service plants at centers listed below. 


y Throughout the Arts and Industry, Handy & Harman's 
reputation for fair and honorable dealing is firmly established. 
Refining Service has done its part to earn that reputation. 


V Hundreds of manufacturers use Handy & Harman Re- 


fining Service regularly, because they are sure of prompt 
service and consistently accurate returns. 


Test the Refining Service we offer, yourself. Send us your next 
shipment. We’re confident the returns will please you. 


HANDY & HARMAN 


HANDY A HARMAN 
O\/Ovnoto ‘te 
86? ‘ 


82 FULTON STREET NEW YORK 7, N. Y. 
Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 
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THE JEWELERS’ 


MPLE PROOF that the Jewelry 

Industry Council’s campaign to 
educate the public concerning gems 
and jewelry is sorely needed was 
brought home forcibly to us the other 
day in the form of a telephone con- 
versation with a very shrewd and 
eager young man. 

“Where,” he asked us, “is the best 
place to buy a second-hand dia- 
mond?” 

“Second-hand diamond?” we re- 
peated, a bit on the wary side. 

“Sure. A second-hand diamond. I 
want to buy my girl an engagement 
ring,” the fellow explained, “and 
since I haven’t any too much money 
I want to buy the diamond second- 
hand. Figure I should get a bigger 
stone for the money.” 

Patiently, and as calmly as we 
could under the circumstances, we 
explained all about diamonds. How 
it isn’t possible not to buy a second- 
hand diamond without taking a boat 
or plane for Africa and then dealing 
directly with the individual (if any) 
who personally dug it out of the blue 
ground. 

Our young man seemed satisfied— 
in a way. “Oh,” he said, a trifle un- 
certainly. “Maybe you could tell me. 
then, where I could get a second- 
hand star sapphire?” 


*% x % 


AY DOWN DEEP, it is to be 
suspected, every housewife is 
secretly proud of the efficient manner 
in which she takes care of her home. 
Her own system. she feels, is infinitely 
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superior to that of any other woman. 

Realizing this, Herschfield’s of 
Kansas City, Mo., decided to capital- 
ize on the fact. Asking housewives 
for copies of their daily schedule, 
they eliminated the names and then 


2AM, GET EXPENSE 
MONEY FOR TOMORROW/ 5-8 





made a large number of them the 
the basis for an interior display. 
Needless to say, every woman who 
entered the store was delighted to 
have the opportunity of scanning the 
dozens of daily timetables and, in 
almost every case, concluded that 
her own was vastly superior. 


The display, of course, was tied 
in with the watch department. Each 
housewife. who submitted her “My 
Day” schedule was awarded a certi- 
ficate worth $5 towards the purchase 
of a new watch. 


| De YOU happen to hear the 
ABC program “Candid Micro- 
phone” a few weeks back? 

Just in case you didn’t, here’s 
what happened. 

The program specializes in forcing 
people into embarassing - situations 
and then recording their comments 
(such as a perfume saleslady con- 
fronted with a customer whose pock- 
ets are lined with limburger cheese). 
And it occurred to the powers-that-be 





June 


that it might be very interesting to 
acquire a fabulous diamond, try to 
sell it to a regular New York dia- 
mond merchant and, of course, re- 
cord his reactions for broadcasting 
later. 


And it was interesting, too. 

Jack M. Werst, of Dayton, O.. 
owner of the Vanderbilt diamond. 
gladly cooperated by loaning this 
fabulous stone for the occasion. “Can- 
did Mike’”’, the trouble-maker who in- 
terviews and discomfits the public, 
picked up a few diamond pointers 
from Werst, then attempted to “sell” 
the stone to a diamond merchant. The 
merchant, however, was wary. 


“How much you want for it?” he 
inquired cautiously. 

“You make me an offer and I may 
sell it,” replied “Candid Mike”. 

“Um-hum, 25,000?” inquired the 
merchant. 

“Who said 25,000?” sneered 
“Candid Mike”. “Make me a serious 
offer and I'll listen to it.” 

The merchant haggled a bit, un- 
willing to commit himself. 

“This stone,” said “Candid Mike’”’. 
“compares very well with the Van- 
derbilt diamond.” 

“Sure,” admitted the would-be 
buyer. “The Vanderbilt diamond was 
not even so good as this one.” 

This was too much for “Candid 
Mike”. “Did you ever see the Van- 
derbilt diamond?” he inquired. 

“Yes,” said the diamond merchant. 

“I’m glad you noticed a resem- 
blance between this stone and the 
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Vanderbilt”, chuckled the radio man, 
“because this stone 1s the Vanderbilt 
diamond.” 

Listeners could hear the diamond 
merchant’s eyes pop. “That is the 
Vanderbilt? Wh—Wh— how did 
you get it? This is unbelievable.’ 

His fun over, “Candid Mike” 
called Jack Werst into the room. And 
the would-be buyer, an old friend of 
Werst, immediately burst into laugh- 
ter, realizing the hoax. But, in a way, 
he was adamant. As the episode 
faded from the air he was heard 
asking Werst: “This stone—it’s not 
for sale, huh?” 


% % 3 


VER hear of a vertical sun-dial? 

Frankly, neither did we. But be- 
ing a trifle shaky on such matters we 
polled 21 individuals in our office 
asking if they had ever heard of one. 
The result: 21 people said the whole 
idea was ridiculous. 


However, we know of two vertical 
sun-dials, fastened to walls of build- 
ings. One is on the well-known Bok 
Singing Tower at Lake Wales, Fila., 
and the other is over the doorway 
of the Mackintosh-Hemphill Co., a 
steel mill, in Pittsburgh, Pa. And ac- 
cording to one of our researchers, 














such sun-dials abound on the exterior 
walls of churches in Scotland and 
England and many of them are of 
great archaeological interest. 


Everyone quizzed on the matter 
of vertical sun-dials in our private 
poll objected to their practicality on 
various grounds. “No good at night.” 
Well—what sun-dial is any good at 
night? “No good on cloudy days.” 
Ditto. “Only good for part of the day 
when the sun strikes it.” Ridiculous 
—if the vertical sun-dial faces 
South, and there aren’t any buildings 
in the way, the sun will strike it from 
dawn until sunset. 

Mind you, we’re not championing 
sun-dials, vertical or horizontal. We’re 
convinced that watches and clocks 
are here to stay. But just the same 
we thought the notion of upright 
sun-dials (if you must have one) 
rather quaint. Saves walking over 
and peering at the thing from above, 
for one thing, and the bird menace is 
reduced to virtually zero. 


% % % 


_ HE NEW YORK Subways Ad- 
vertising Co., anxious to create 
reader-interest and a_ favorable 
“climate” for advertisers’ car cards 
has, for many years now, displayed 
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"Which one should | marry?" 
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several series of unsponsored fea- 
tures in between the ads in subways 
and elevated cars. One of the most 
recent, entitled “Here’s How’, des- 
cribes the origin of the wedding ring. 

Written by Robert Swain (a most 
appropriate name for the author of 
such a card), it states: “Wedding 
rings originated from adorning 
brides with fetters or bracelets. sym- 
bolizing subjection. Third finger of 
left hand was used because the an- 
cient Greeks believed the ‘love vein’ 
passed from that finger to the heart.” 


* + a 


UR OBITUARY editor’s hair 

threatens to turn gray quite 
soon if these telephone calls don’t 
ease up. The most recent bewildering 
message via the Ameche took the 
following form: 


“Have you an obituary on Jeweler 
X?” inquired the voice. 

“Why no,” replied our man. “But 
I'll be glad to take down the facts 
if you'll... .” 

“D d if you will!” shouted the 
voice. “I’m Jeweler X and I’m not 
dead at all! But people have been 
calling up all morning murmuring 
sympathetic messages and it’s driving 
me crazy! Some practical joker must 
have started a rumor and I want to 
stop it.” 





Our man refrained from answer- 
ing this, there being, apparently, 
nothing to say. 

“Well,” continued the voice. “What 
shall I do about it?” 


Always ready and willing to help, 
even under the most unusual cir- 
cumstances, our obituary editor 
made the only logical suggestion 
possible: 


“Why not,” he suggested, “call up 
all your friends and tell them you 
are still alive.” 

Then, not waiting for a reply, he 
gently replaced the receiver on the 
hook and sneaked out to the drug 
store for an aspirin. 


* % % 


QOME time ago a window was 
smashed at Wiebell’s Jewelry, 
Price Hill, Ohio, and $75 worth of 
costume jewelry was stolen. Recently, 
the entire loot was returned by a 
local minister. He said that the thieves 
had suffered remorse and had turned 
the jewelry over to him because their 
consciences bothered them. 
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Flower-shaped display pads, covered in bright fabrics, 
give a seasonal atmosphere to showing of summer jewelry, 











Two Windows For the Coming Months 


Theme: -Y? 


UMMER merchandising does not present difficulties by VIRGINIA DIXON 


because it is so different from merchandising for 
the rest of the year, but because it should be pretty 
much the same! The very understandable inclination rife with romance . . . which means engagements and 
toward indolence in hot weather and a too generally held weddings, rings and wedding presents! Birthdays and 
idea that summer is a slow. dull season for business anniversaries pop up all through the summer months, 
and that therefore there is no necessity for promotional giving rise to parties and gifts. Entertaining may be 
effort. conspire to prevent summer promotions being all more informal in style, but that usually means changes 
that they should be. and additions for the hostess’ china, glass and silver 

Since summer indolence applies to customers as well services. 

as merchants, there may be some basis for the slow The best cure for the jewelers’ summer indolence is 
business idea, but shopping, at least for the ladies, does to plan summer displays early and have them ready to 
not exact the same amount of concentrated effort that pop into place with a minimum of effort. Seasonal mer- 
selling does. Hot weather or no, people seem to do chandise, appealingly displayed in a cool. inviting atmos- 
pretty much the same things they do the rest of the year phere is the best cure for the customers’ summer sales 
—and these involve business for the jeweler. Summer is indolence! There is summer business to be had .. . and 
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The idea that the summer months are naturally slow is the main 


reason why they’re not all they could be. They can be just as 


important to the jeweler with a little extra promotional effort. 


the store that makes an effort promotion-wise is the store 
that will make the sales. 

First of all, plan to make your windows and your 
store interior look cool and inviting. If you have air- 
conditioning, that is a wonderful advantage, but in any 
case you can do much to make the store look cool. Paint 
or cover window and show case backgrounds in cool 
colors—blues and greens. Use smoothly textured fabrics 
cotton twills, silky rayons, poplin, bengaline, and so 
forth, rather than the deep ply velvets and plushes that 
you use in the winter months. Use growing plants—ivy, 
philodendron or ferns in as generous profusion as you 
can afford. They may not seem particularly like jewelry 
salesmen, but they make the atmosphere cool and tran- 
quil and that is an essential. Another essential is immacu- 
late housekeeping! Nary a spot or a speck of dust should 
be seen in the windows and certainly no tarnished silver 
or cloudy glassware. That shouldn’t happen in November, 
either, but it’s even more unpleasant to see in August! 

Clear lucite and glass make cool looking elevations 
and fixtures, and transparent cellophane is a particularly 
helpful summer “prop”. “Ice cube” boxes of cellophane 
display merchandise effectively and thin cellophane 
crumpled in ice tubs or tall glasses looks remarkably 
like ice. Mirror plaques are also a good summer accessory. 

Many types of merchandise deserve particular sum- 


MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 

Summer Jewelry Display 
Flower cut-outs Cut from heavy cardboard 
or beaver-board 
Department store 
Department store 
Lumber yard 
Display supply house 
Show card writer 


Fabric for covering cut-outs 
Green fabric or paper for leaves 
Vy" dowels for stems 
Colored net or display net 
Copy scroll 

Place-setting Display 
Plaques—!2" x 18" beaverboard 
Decorative accessories 
Plate hooks 


Lumber yard 

Department store 
Rudolph Orthwine Corp. 
520 W. 34 St., N. Y. 





mer promotion. Beverage accessories, such flatware items 
as cold meat forks, salad forks and spoons, ice cream 
spoons, iced tea spoons, water-resistant watches, costume 
jewelry and luggage are all “summer specials”. And don’t 
forget to plug electrical appliances as work and heat 
savers! 

Summer jewelry promotion is suggested in the one 
accompanying window sketch with flower-like display 
pads and an enlarged portrait photograph framed in stiff 
net. Actual pieces of jewelry may be attached to the 
photograph. Flower shaped pads, covered in brightly 
colored fabrics to which the jewelry pieces are pinned, 
are supported on slender dowel stems painted green. 

(Please turn to page 210) 


Table accessories for summer entertaining are shown in 
this display against background of three place settings. 
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beautitul reasons why 
most brides choose "1847’ 


We. 


5 ae, 
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| The four modern “1847” patterns tell _ she'll find one “1847” pattern made for her! 

, you plainly why 1847 Rogers Bros. 


4 silverplate outsells every other brand. 


. 


So, for a greater portion of the important 
bridal business this month—and every month 





Each lovely design is a leader in a distinc- 
tive style—with that unique 100-year-old repu- 
tation for quality only silverplate with the 
yearmark “1847” has. 


Together, as a line, they present a complete 
selection of design. Whatever a woman’s taste, 


— make sure the brides-to-be in your town 
know your store as the place where they can 
buy 1847 Rogers Bros. 

Feature “America’s Finest Foursome” at 
your counter ...in your windows ... in news- 
paper advertising and on the air. 


1847 ROGERS BROS. 


FOR OVER 100 YEARS AMERICA’S FINEST SILVERPLATE 
THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 














JIC Ad 
For June 


Considers 


All Brides 


HE public is colorfully reminded of jewelry store 

gifts for the brides-to-be and for the wedding anni- 
versaries of brides-of-yesteryear in the second advertise- 
ment in the Jewelry Industry Council’s new national ad- 
vertising campaign. This advertisement appeared in the 
June 5th issue of The Saturday Evening Post. 

An analysis of advance reprints of this forthcoming 
advertisement gives the following factual information: 

The slogan—“Something From the Jeweler’s is Always 
Something Special,”’ which is being used throughout this 
advertising campaign, is played up in striking fashion 
in this advertisement whose headline is—“Stars in Her 
Eyes—When It’s Something From the Jeweler’s.” 

The illustration used in this advertisement shows a 
girl in her wedding dress opening a box from the 
jeweler’s while one of her bridesmaids and a little flower 
girl look on. Copy reads as follows: 

“Breathless, memory-making moments .. . brides- 
maids a-flutter . . . presents still arriving . . . boxes to 
be opened. And always special excitement over the gift 
in a box that bears the jeweler’s name .. . the name that 
means prestige, integrity, good taste. 

“More and more people are making it a habit to shop 
at the jeweler’s for wedding gifts . . . and for gifts of all 
kinds throughout the year. The atmosphere is pleasant 
and leisurely .. . you’re sure to be served by an expert 
. . . and he takes a personal interest in solving your 
gift problems. Yet for all these extra values, you'll find 
that shopping at the jeweler’s adds no extra cost... 
he has many beautiful things at modest prices.” 

A special block of copy appearing in this advertise- 
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Full-color reproductions of the JIC’s June 
5th Saturday Evening Post ad are available 
in this easel form to members at no cost. 


ment is given over entirely to the promotion of the 
wedding anniversary market and the Council’s new Wed- 
ding Anniversary List that is being distributed to the 
public through retail jewelers in a special retailer-im- 
printed, gold-covered booklet. 

Copy appearing under the heading “And For the 
Bride of Yesteryear” reads . . . “you can still bring stars 
to her eyes with an anniversary gift from the jeweler’s. 
Ask him for your copy of the gold-covered Official 
Wedding Anniversary booklet.” 

A special 24 page promotion booklet that shows the 
retailer how to localize this advertising to his own store 
is being sent to retail members of the Council along 
with advance reprints of the advertisement. 

This promotion book carries suggestions for news- 
paper copy, radio spots and direct mail letters which 
tie in with the national advertising theme. Mats, showing 
line drawing of the illustration, are offered for use in 
local papers. Full color reproductions of the advertise- 
ment, mounted on an easel-back card as illustrated and 
suitable for display are offered, at no cost, to members. 
Also offered at no cost is a special easel-back window 
or store display card on the New Wedding Anniversary 
List that invites the public to ask the retailer for a free 
copy of the gold-covered Wedding Anniversary Booklet. 

In addition to all of this, the JIC has prepared a 
mailing piece which makes unique use of The Saturday 
Evening Post advertisement. This mailing piece in four 
colors measures 6% by 714 inches. When folded it fits 
into a 3% by 6% inch business envelope. A half flap 

(Please turn to page 210) 
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The reception room on the 
fifth floor of the Smith- 
Patterson store features, 
in addition to the attrac- 
tive displays, a long glass 
window which enables cus- 
tomers to watch skilled jew- 
elry craftsmen at work. 


Customer seeking a new setting for 
her ring shows it to the designer 
who sketches proposed new design. 


by EVERETT M. SMITH 


Mrs. Ella J. Bird, gemologist at the 
Smith-Patterson store, shows the firm's 
gem exhibit to an interested customer. 
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Store Takes Public 


AKING a leaf from the “Open House.” “Back 

Stage,” and “Kitchen Inspection” programs of other 
successful lines of business, Boston’s new Smith Patterson 
jewelry store—one of the Hub’s smartest—has just 
chalked up another “first” in New England jewel-making 
history. 

It has opened a new daylight jewelry studio and work- 
shop to the public. 

On April 12, a demonstration by Charles Hans, dia- 
mond cutter, of “What Makes a Diamond Brilliant” 
featured the opening of the new Studio. 

“Opening of this Studio marks an epoch in the history 
of jewelry making,” according to Frank M. Libbey, gen- 
eral manager, “for the complete process of making 
jewelry-—from the raw materials and gem to the complete 
masterpiece—may be actually observed by the customer. 

“The entire process has been housed under one roof 
for the first time in New England jewel-making history.” 
he added. 

“Here, on one floor—(the fifth)—the consumer may 
see the jewelry made from the original design on paper, 
through all the processes of rolling, cutting, and shaping 
the precious metal; from cutting, polishing, and setting 
the gems, through to the final engraving and buffing. 

“The process is a fascinating one—an education in 
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‘Behind [he Scenes 


Visitors to Smith-Patterson & Co., 
Boston, can now watch craftsmen 


at work in the firm’s new daylight 


jewelry studio and workshop. 


itself,” said Mr. Libbey in announcing the opening of 
the Studio-Workshop. “Customers may bring in old 
jewelry to have the metal refined and reshaped, the 
jewels reset in designs of their own selection, or they 
may have entirely new jewels fabricated ‘from the raw,’ 
much in the manner in which a wedding gown would 
be designed and fabricated. 

“So far as we know,” he added, “we are the first 
jewelry store in the country to inaugurate the entire 
process.” 

Also housed in the new Studio are gemological instru- 
ments of various types used to test and check diamonds 
and other precious stones for flaws, true-color check, 
and balance. Visitors may see the Facetscope, one of 
only four such instruments in the entire country. 

There is also an exhibit of raw materials—silver, 
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The watch and jewelry repair 
section of Smith - Patterson's 
new jewelry studio. The window 
through which the public may 
watch the work is at the left. 
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This five-column ad ran in all 
Boston newspapers announcing 
opening of new jewelry studio. 


gold, and the six platinums—in each stage of refinement, 
from the rough, unpolished state to the finished piece 
of jewelry. 

The Studio-Workshop comprises several rooms. As 
visitors step from the elevator they find themselves in a 
most attractive and modernistic reception room. A desk 
and attendant are located in one corner. 

Across the center of the room is a large glassed display 
counter, where many of the items are shown. This counter 
is backed by several shadow boxes, each with attractive 
displays which are changed frequently. 

Woodwork is in natural birch finish, and fluted walls 


(Please turn to page 211) 
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Turn Shoppers 


Into Friendly 


Customers 


by HAZEL M. deGROOT 


The broad band around neck, enlivened by 
a diamond clip, distracts eye from promi- 
nent neck bone, while the flower ear clip 
softens the severity of the hair style. A 
covered diamond watch with a narrow band 
attachment disguises the thin wrist bone. 





A bulky ring completely covering 
one finger, makes large hand ap- 
pear smaller. The long tassel of 
the necklace elongates the short 
neck while the pendant ear clips 
tend to shorten the long face. 


A large, bulky bracelet, worn 
comparatively low, shortens a 
long hand; minimizes heavy arm. 
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All jewels designed by Marianne Ostier. 










Pendant diamond ear clips soften line 
of cheek-bone; long neck is foreshort- 
ened by necklace which is worn high. 


Fan-shaped ear clips tend to make square 
face rounder. Dress neckline and absence 
of necklace lengthen the short neck. Im- 
portant clip worn at the base of the neck 
to left, furthers the illusion of length. 


“Toe many times,”’ says Mme. Ostier, well known designer, “jewelry 
is selected—and sold—for its sake alone. By giving personal advice 
on its selection, the jeweler can render customers a real service. 


were ARE THESE people who come into your 
jewelry store? If you live and work in a small 
community, you may know them by name. You may even 
play bridge or golf with them. If, however, yours is a 
densely populated city, many of the people who walk 
into your store are strangers to you—at first. At the out- 
set, their chief interest to you is the possibility that they 
may be purchasers of some of your excellent wares, and, 
satisfied with your merchandise and service, will return 
as regular customers. 

Your trade magazines, news letters and advisory council 
keep you supplied with many helpful ideas for successful 
merchandising. But, according to the internationally 
famous designer Marianne Ostier, only you and your 
sales staff can create the kind of good will that cements 
customer relationships into friendships. 

Each such stranger, says Mme. Ostier, is truly a po- 
tential friend with a friend’s warm responsiveness to in- 
terest in his individual problems. 

There are many little services you can perform easily 
and gracefully to demonstrate your friendly interest in 
the people who open your door. Mme. Ostier, who has 
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observed the niceties of European business courtesy over 
a period of many years, expresses herself emphatically 
on this subject. The jeweler should examine any necklace 
the customer might be wearing and make certain that 
the clasp is secure. He should also offer to clean the jewels 
she is wearing and assure her that he will gladly do this 
for other jewels she has at home. These little courtesies, 
so easy to give, are gratefully received. A friendly rap- 
port is established. There is, however, a more important 
service which it is within your power to give. This is the 
service of personalized counsel, based on your knowledge, 
observation and experience. 


“Perhaps,” Mme. Ostier muses, “a young man and a 
young woman come in, hand in hand. Here, you recog- 
nize, is a young couple in search of a diamond engage- 
ment ring or a bridal set. It is a big moment for this 
happy pair, and you may be sure they are searching for 
the perfect expression of their betrothal. Yours is not, 
presumably, the only jewelry shop in town; yet your 
selection of engagement rings and wedding bands is as 
varied and complete as any. You know you can serve the 

(Please turn to page 211) 
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The silver section of the new 
Dubs store is located just in- 
side the entrance at the right. 
Use of wallpaper tends to sepa- 
rate section from rest of store. 


Exterior of the Dubs store. Wine 
Carrara glass is used for the low- 
er part of the facade while the 
same material in cream color is 
employed to rear of the signature. 


Functional 


Interior view of the store as seen 
from the entrance. Service desk 
and office are visible in rear. A 
mezzanine above desk is for storage. 
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IMPLICITY, in keeping with modern trends in de- Wall cases, devoted to hollowware on the right side 
sign—that is the best possible description of the of the store and jewelry on the left, are finished in wal- 
new home of Dubs Jewelers of Brunswick, Georgia. nut. Adequate drawer and cabinet space for additional 
From the combination wine and cream Carrara glass merchandise is provided beneath these cases. 
Glass-topped showcases of a simple but effective de- 
sign, finished in primavera, are placed on either side 
of the store. Silverware is prominently displayed in the 
first showcase which is backed by a low cabinet of the 





front, to the smartly-sty led service desk in the rear, the 
store reflects careful planning, a harmonious use of 
color and a restrained employment of modern, functional 


S. 
The store front itself, as can be seen from the accom- same height and which displays flatware patterns in 
panying photograph, provides a combination of adequate chests. The second and third cases are devoted to watches 
window display area and distinctive firm identification. and the final case, together with a table-type display, 
The name “Dubs Jewelers” appears above the entrance are given over to giftwares, novelties, etc. 


On the left side of the store the showcases are given 
over to diamond rings, costume jewelry, necklaces, etc., 
in the front section, and to a large display of fountain 


in pink and gold neon lettering of a somewhat stylized 
character, backed by aluminum letters. The whole ap- 
pears against a background of cream Carrara glass. 


The display windows, one squared and the other curved. pens, pencils, and allied merchandise in the rear. 
are on either side of the recessed entrance thus permitting Interior lighting in the Dubs store is primarily fluores- 
browsers to examine merchandise while sheltered from cent. A central fluorescent fixture runs down the center 
street traffic and inclement weather. These windows are ceiling of the store, and all wall cases are illuminated 
divided into eight sections, with one large and somewhat in the same manner. Although it remained to be in- 
deeper window placed in the interior just inside the stalled when the photographs accompanying this article 
Herculite door. The windows are illuminated by reflector (Please turn to page 212) 


Design for Streamlined Selling 


The new Dubs Jewelers in Brunswick, Georgia, features a 
distinctive facade and, inside, a sales area which emphasizes 


the modern while preserving traditional dignity. 


spots, deeply recessed into the ceiling and completely 
invisible to window-shoppers without. 

Below the level of the neon sign, the facade of the 
new Dubs store is of wine colored Carrara glass. In 
addition to the two display windows mentioned above, 
facing either side of the enry, a third window, roughly 
square in shape, is located around the corner on the 
store’s left. 

Inside, the store’s decor is dominated by a silver-gray 
theme, this being the color employed both on the walls 
and in the embossed scroll effect carpeting which runs 
down the center. The acoustic Celotex ceiling is painted 
an off-white and in the silver flatware section. on the 
right-hand side of the store as one enters, orchid and 
cream striped wallpaper lends a homelike atmosphere. 


This interior window, just inside the door of the 
Dubs store connects with large display window outside. 
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Cultured pearls in cages of 14K gold form 
the basis for each item of jewelry in the 
ensemble shown at left. Earrings, brace- 
let, necklace and ring all carry out this 
application of the gold and white motif. 
















ee 


Stark white accessories are always  splen- 
did with sports outfits. In this instance 
(below) two heavy ropes of white beads are 
worn about the neck while another is wrapped 
around the wrist as a bracelet. White ear- 








‘Gold and White for Semana 


OLD and white jewelry, which was widely accepted at the smart winter resorts 
early this year along with gold slippers and bags for street wear, is now going 
strong throughout the country. Dozens of variations of this delightful theme have 
appeared on the market in a wide range of prices, so that there is something for every 
taste and every pocketbook as summer gets into its stride and women look for “some- 
thing different” for wear with resort wear, afternoon frocks, etc. 

In addition to giving the jeweler new and dignified merchandise to feature in his 
less-expensive jewelry department, this vogue for gold and white offers an opportunity 
for multiple or repeat sales since, in most cases, the same design is used for bracelets, 
earrings, and in some instances hair ornaments and pins, as well as necklaces. 

Typical of the “gold and white” fashion are the various ensembles appearing on 
these pages, which also show how adaptable it is. 

The gold and crystal moon ensemble, which is worn by the girl in the black lace 
gown, is handsome enough for evening or dressy afternoon wear. It is also the type 
that can carry over into the Fall and Winter season. So, also, is the necklace and 
bracelet made of alternating strands of tiny gold and white beads draped between 
gold bars with earrings to match. 

The bracelet, necklace and barrette ensemble with their wide open white flowers 
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rings add a final touch to the ensemble. 





Jewelry shown from Imperial 
Pearl, Trifari and Coro. 
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The daisy chain necklace, bracelet and earrings 
worn by the girl at right, is a highly appropri- 
ate variation of the gold and white motif. The 
center of each stark white flower is a round, 
gold bead. (Below) The ensemble of necklace, 
bracelet and barrette is extremely effective. 
Enameled white flowers with a pear heart are 
edged in gold, strung together with gold links. 


FOR JUNE, 1948 


outlined in gold, and worn by the girl in the low neck afternoon dress, are ideal for 
daytime or sports wear and are wonderfully striking against a sun tanned skin. 
Equally delightful is the daisy chain made from small flat white beads and studded 
with round one of gold. Although charming with summer cottons it will also be nice 
for wear with sweaters or blouses this fall. 

Ropes of white beads are for sportswear. In this case the model wears two of 
them about her neck and another wound around her wrist as a bracelet. Plain white 
earrings complete the picture. 

Other fascinating designs which will be seen this summer are: 

(1) Heavy three-strand necklaces in which links of gold are combined with those 
of white or pastel colored plactic. 

(2) A tailored model in which white seed beads are threaded through links of 
gold metal choker and, 

(3) A dressy, three-strand necklace composed of large glass beads in jewel tones 
which alternate with small pearls on a fine gold chain. Chokers in which pearls and 
colored beads are twisted together will also be extremely popular. 







(Above) Delicate strands of 
gold beads alternating with 
those of white are draped 
between bars of gold to form 
this necklace. Bracelets and 
earrings made to match. 
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A portion of the crowd which 
attended the drawing marking 
the conclusion of the three. 
day opening staged by Ander. 
son's. Twice as many persons 
attended the final drawing. 


Analyzing the various possible methods of promoting the opening 
of his new Salt Lake City. Utah, store, C. Donald Anderson came to 


the conclusion that ‘making a big noise’ would be most effective. 


Orchestras, provided by local 
radio stations, played in the 
Anderson store during three- 
day opening. These sessions 
were broadcast, thus further 
publicizing the new store. 
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Fanfare and Prizes 


Draw Crowds to Upening 


HAT’S the best way to stage a jewelry store 
opening ? 

(1) A “pink-tea” party with selected individuals at- 
tending by invitation, the ladies receiving gardenias and 
the gentlemen pen-knives or key cases? or, 

(2) A “bang-up” promotion, acquainting as many 
people as possible with the fact that something is reall) 
happening and getting them to the scene? 

Most jewelers will agree that the latter method is, by 
all odds, the most effective. 

However, the matter, as stated above, is over-simplified. 
The question of how best to announce a jewelry store 
opening is not, generally speaking, put into such obvious 
terms. It remained for C. Donald Anderson, general 
manager of Anderson’s, Salt Lake City, Utah, to boil 
down the question to the two essential alternatives out- 
lined above. 

Faced with the necessity for staging a store-opening 
promotion some time back, Mr. Anderson leaned. by his 
own admission, to the first alternative. “We thought,” 
he said, “of serving punch and hors d’oeuvres to a select 
few for one evening (and possibly the following day). 
pinning gardenias on the ladies and presenting those who 
entered our store with a premium of one kind or another 
such as a key case, a pen knife or some such trifle.” 

“We suppose all jewelers have the desire to open a 


Exterior of the new Anderson 
store in Salt Lake City, Utah. 
In addition to broadcasts of 
orchestra music, etc., during 
three-day opening, members of 
sales staff were interviewed 
over the air during two weeks 
preceding opening of the store. 


FOR JUNE, 1948 





new store in a staid and formal manner.” Mr. Anderson 
continued. “A manner in keeping with their own sense 
of propriety.” 

But upon thinking it over, this plan didn’t appear to 
be a very practical idea. “For one thing,” explains Mr. 
Anderson, “we didn't think this procedure would call 
any significant amount of attention to our venture. And 
for another, it appeared that a gift to each person at- 
tending would be expensive and have little permanent 
value.” 

“It was difficult for us to let down the bars of inhibi- 
tion and make enough noise publicly to let everyone 
know that we thought we had the finest jewelry store in 
the Intermountain West.” Mr. Anderson admitted. But 
in the end. after analyzing the two alternatives, he de- 
cided that only a “bang-up”’, spectacular promotion would 
be effective in publicizing the new store. 

Having made his decision, however, Mr. Anderson did 
not, by any means, go off half-cocked. Instead, being an 
extremely analytical fellow, he probed almost every angle 
of his plan in order to insure its success. 

First came the matter of timing. A day would have to 
be chosen when it would be logical to expect large 
crowds in the shopping area. Also, it would be necessary 
to check and make certain that no other competing 


(Please turn to page 213) 
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U me ee but friendly and unassuming. That’s 
the Liechty b gee for the advertisements run by 
pelea y _ ers, jewelers, of Berne, Indiana Pai’ 
mildly. sn : ads are successful would be setting it 
brothers Sam adr drop into the store to tell the 
“first thi and Harry, that they look for thei 
R inf when the paper comes in 2 ~— ad 
se i ie ; 
up in the form of facsimile typewritten letters of 


The friendly, “folksy” ads 
run by Liechty Bros. are apt 
to discuss almost anything 
but, cleverly tied in with 
their merchandise, they have 


made many friends for store. 


Ads With Personality 


Make Friends For Jeweler 





by SIMON N. SCHWARTZ 


a colloqui ' 
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LIECHTY JEWELRY 


Jeweler and Watchmaker 
Phone 4 
BERNE, INDIANA 
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Jeweler and Watchmaker 
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BERNE, INDIANA 


April 11. 1047 
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SAM and HARRY 
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Diamond advertising is directed 
to two important audiences 


To young people planning marriage . . . advertising on the 
engagement ring tradition is appearing in Life, Look, The 
Saturday Evening Post and Collier’s. With engagement-time 
portraits of young society women, painted by leading artists, 
this advertising shows that the diamond engagement ring 
tradition is favored by people whose names and ways make 
news... the people whom others follow. Helpful informa- 


tion on the factors that influence diamond value is given, also. 


To women of fashion . . . advertising in Vogue and Harper’s 


Bazaar stresses the timeless beauty and fashion-leadership 


of diamonds. 


Both of these campaigns, using striking four-color pages, are 


part of the continuing effort to stimulate and encourage your 


diamond sales. 
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Diamond promotion promotes your business 














YOUR diamond promotion includes . . . 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES—“The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


° All are designed to help maintain your diamond 
volume. 


De Beers Consolidated Mines, Ltd. 





















A “STREAMLINED inventory controi system”, 
whereby each item in the jewelry inventory is 
listed on a separate column sheet to “tell the story at a 
glance” has simplified buying and selling operations, as 
well as budgeting advertising, for Sam Small Jewelry 
Company, 220 6th avenue, Nashville, Tennessee. 
Jerome and Sylvan Small, owners of the store, devel- 
oped the inventory control sheet about a year ago, when 
it became apparent that deliveries from manufacturers 
would be stable enough to classify them all off sepa- 
rately. “Up until a year ago, quotas, uncertain deliveries. 
war conditions, etc.. made it impossible to maintain any 
type of standardization inventory control,” Sylvan Small 
said. “Then we merely kept a physical count on every- 
thing in stock, and tried desperately to replace it when- 
ever the opportunity came along. Now, however, we have 
set up an inventory system which gives us quarterly 
cycles from which we can more accurately judge buying, 
advertising outlay and sales volume.” 
The inventory sheet, as illustrated, is printed on an 

















SAM SMALL JEWELRY COMPANY 










SELL- 
MIN. COSTI ING 
INV. 





1st Quarter 
LOT NUMBER 











OH] Sold Rec.| OH 


Inventory Control System 


Tells Status At A Glance 


220 6th Ave., N. - Nashville, Tenn. INVENTORY CONTROL 








9d Quarter 








Rec. JOH 


Ledger method developed by Sam Small, Nashville, Tenn., jeweler, 
is streamlined but, in addition to providing every bit of information 


ata glance, it simplifies buying and estimating advertising costs. 


by RICHARD LONGDEN 


814x14 inch form, headed with the name of the jewelry 
company in large letters in the upper left-hand corner. 
In the right-hand corner is a blank space for the “prod. 
uct” which quickly identifies the merchandise covered 
by that particular sheet. All of them, incidentally, are 
bound into a handy looseleaf folder. The same sheets 
are used for watches, rings, pens, sterling silver, plate 
silver, novelties, gift items, clocks, leathergoods, and 
everything else carried in the store—one sheet to each. 
A two-ring type binder, with a quick snap lock, is utilized 
for binding them. 

The sheet is divided in 21 columns, the first four being 
the lot number, minimum inventory, cost and selling 
price. All the rest of the columns, with the exception of 
the last three, are split into “quarterly sections’ showing 
‘on hand,” “sold,” and “received” for the four quarters 
of the year. At the end of this group are listed the an- 

(Please turn to page 215) 







Specimen sheet from the inventory control book developed 
by Sam Small, Nashville, Tenn., jeweler. Note that the 
columns in center record data for each quarter of the year. 
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| Ronson’s tremendous advertis- 
\\\ Yo ing campaign featuring wed- 
o- dings, graduations, Father’s 


NI C*“‘*COSayyy”: et-., is now bringing you 





et Aw, plenty of store traffic, sales and 

AF ; profits. More Ronson advertis- 

YY | | (e ing will continue the demand 

: 9 for Ronsons into the summer 
season just ahead. 


Vacation time calls for outdoor activities and Whirlwinds. 
Cigarettes keep fresher in a Ronson Mastercase which 
lights them so conveniently. Then there are the many 
summer sports events and contests that call for other 
Ronsons as prizes, particularly Ronson Table Lighters in 
heavy silver plate. : 


So tie in with Ronson’s nationwide magazine, radio and 
television advertising by featuring Ronsons in your windows 
and in your ads. Send for information regarding free dis- 
plays and free mats. 





EVERY MONTH IS A RONSON MONTH 


"YOU! 
2 


San ae Tune in on Ronson’s “20 Questions” every 


Serarday night (Sunday nights, Pacific Coast), Mutual Network. For 
time and station, see your local newspaper. 


aA ON TELEVISION Ronson now on Television 


in many principal cities, 


RADIO SPOTS ee Commercials” 


for Ronson Redskin Lighter Necessities on lead- 
ing stations throughout the country. 





WORLD’S GREATEST LIGHTER 


RONSON ART METAL WORKS, INC., Newark 2, N. J. 





your ever-growing RONSON demand 
NOW FOR JUNE!..NEXT FOR SUMMER! 





WHIRLWIND”, with dis- 
appearing windshield... 
World’s Greatest Lighter 
for the great outdoors. 
Retail $8.25 








Bes 
Se” 





- * “CROWN”, that famous 
Ronson Table Lighter for 
any table or desk. In heavy 
silver plate. 

Retail $11.00 (plus tax) 


“MASTERCASE”, smartly styled 
cigarette case with convenient 


built-in lighter. Retail $12.50 


All feature that world- 
famous, patented RONSON 
safety-action ... 

PRESS, it’s lit! RELEASE, 
it’s out! Safely out the in- 
stant you lift your finger. 





WHEN YOU SELL A LIGHTER, é 
SELL A RONSON SERVICER, TOO. 





This extra 50¢ sale assures your customer better 
lighter _eeseceaanmnnit 











Kit includes container of nanieal Fuel, three 
extra-length Ronson Redskin ‘Flints’, Ronson wick, 
wick inserter, cleaning brush and instruction book. 
(items also packed separately.) 





New I[esigns 


From Faris 





HE pleasing elegance of the modern Parisian jewelry styles is clearly reflected 

in the above designs reproduced from the latest issues of L’Official de la Bijouterie 
& Accessoires, a quarterly publication, the editors of which have been serving the 
artistic needs of the jewelry industry the world over for more than a quarter of a 
century. Their New York office is located at 41 Union Square, West. ; 


The particularly noteworthy accent on individualism in the Parisian styles is 
typically exemplified in the above illustrated ribboned neck-pece in a new eye-appeal- 
ing ornament. The exquisite artistry employed in the designs of the earring and finger 
ring is another example of the elegant refinement of line. which forms the basis of 
the stvles featured by L’Official. 


The above are only a few of the many other highly interesting designs and new 
ideas for jewelry featured in the new issues of L’Officiel de la Bijouterie & Accessoires. 
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START-0-PEARL 
NECKLACE 


GENUINE ORIENTAL PEARLS ... 
























A START-O-PEARL NECKLACE. 
is a gift for a child that grows and GROWS and GROWS! 


A START-O-PEARL NECKLACE 
is a sale for you that grows and GROWS and GROWS! 





A necklace of real oriental pearls can be started econo- 
mically with one, two or more pearls, strung on a 14 kt. 
gold chain. Then at every birthday, anniversary or spe- 
cial occasion more pearls can be added. The initial cost 
can be low; the additions can be as little or as much as 
your customer wants to spend. Just think of what this 
means to you. It’s a profitable initial sale, usually a “plus” 
sale, and then constant repeat business. More than that, 
it brings a customer back into your store again and again; 
it gives you a forceful reason to remind them to come in 
to see you, at least once a year; it’s the kind of a sale 
that makes people talk favorably about your store. 


Feature START-O-PEARL; send in your order today for 
the basic assortment, with your free counter display easel. 


There are 6 different START-O-PEARL Necklaces having a re- 
tail resale value of $75, tax included. Your cost is $28.75. 


NATIONALLY ADVERTISED—FREE MATS—FREE FOLDERS 
ORDER TODAY 


gg ttt Mey, VICTORIA PEARL CO., tro. 


- 550 Fifth Avenue ’ New York 19, N. Y. 
FOR JUNE, 1948 177 
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Crystallography For Jewelers 


Fourth part of a discussion of the crystal systems of gem 


stones. basis of many of the properties of minerals, and 


an important factor in the study and identification of them. 


OW that we have learned all of the different crystal 

systems and seen how they are related to the 
properties which we determine when we are testing a 
cut gem, we may well ask: “Is that what we learned all 
this for?” In answer one can say only that it depends 
upon the role one is to play in the jewelry profession. 
The ordinary man behind the counter will have no 
occasion to see uncut crystals. However, for a clear 
understanding of the importance of crystal orientation 
in determining color, and in making tests of stones, 
the crystal group to which any stone belongs should 
be remembered. Many jewelers today find the natural 
crystal forms of minerals a fascinating subject and we 
often see uncut specimens accompanying loose stones 
and jewelry in window displays. For such progressive 
jewelers and display men, a slight familiarity with the 
appearance of uncut jewelry minerals is desirable. Lastly, 
for the few who attain the enviable position of buyers 
in remote lands, a great familiarity with the appearance 
of uncut stones is the only safeguard. The soldiers of 
the last war who had a smattering of mineralogy to 
take with them to India or Burma returned perhaps 
with naught, but yet far richer than the rest, who came 
back laden with red glass and other treasures. 


Fig. |. Rounded dodeca- 
hedral diamond. 


It is almost impossible for a trained man to fail to 
recognize a diamond crystal at sight, though every 
year thousands of hopeful searchers bring their water- 
worn glass, their beach pebbles and their quartz crystals 
to hundreds of patient jewelers. The luster of a diamond 
is unmistakable, and the crystal form is the confirming 
detail. We often speak of diamonds as octahedral, and 
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by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


many of the crystals are. However, the octahedron is ; 
not the only shape that diamonds may assume; as we ~ 
saw in our earlier review of the subject, a diamond may | 
crystallize in any shape or combination of shapes that 7 
is natural to the cubic system. | 


Fig. 2. Nearly spherical 
hexoctahedral diamond 
crystal. 


High in abundance among the gem crystals will be 
found the twelve-faced dodecahedron or combinations of ” 
this form. (This drawing was interchanged with the- 
octahedron in the article on the cubic system.) The” 
dodecahedron usually begins to show some of the round: 7 
ing which is characteristic of diamonds with more than | 
eight faces, (Fig. 1). The dodecahedron grades imper- ” 


Fig. 3. Flat distorted 
diamond octahedron. 


ceptibly into hexoctahedron, and this may be so well? 
rounded that it will roll like a ball, (Fig. 2). Truly’ 
spherical masses are crystallized differently, several units” 
radiate from a center. The expert can identify the source) 
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of most diamonds from the shape of the rough and the crystals of an octahedral habit, a dodecahedral habit, or 
























luster and color of the faces. a hexoctahedral habit. The Belgian Congo crystals Suit- 
Experience has shown that cube faces are uncommon able for industrial use always have a cubic habit. Dia. 

| on gem diamonds, and cubic diamond crystals do not mond crystals may also be distorted’’. The octahedron 
| have the luster characteristic of the commoner faces. A faces are so different in development in the “spinel 
knowledge of diamond crystals is obviously of great twins’ or “macles” that the crystal is very flattened. 

economic importance here. The occurrence of twins or Often, however, flattening or elongation may take place 


without twinning, and flattened diamond crystals are 
not uncommon. This is simple distortion, however, and 
not related to the habit variations which we shall find 
so pronounced in the succeeding systems. No one knows 


Fig 4. A distorted 
diamond dodecahedron. 

















KEY 


“males” is another case where familiarity with the 
crystal form is so important. Two intergrown octahedra = (U-------- == 
usually form a flattened triangle, but the same shape : 
can be formed by a distorted single crystal, (Fig. 3). : 

The twin cannot be cut into a single stone with any 
ease; the simple crystal might be. Distorted crystal 


growths are very a oe diamond, (Fig. 4), a truly why diamonds are sometimes octahedral and sometimes 
perfectly symmetrical stone is most uncommon. dodecahedral; it is related to their conditions of for- 


| mation. With some other minerals we have a little more 
| i experience; alum, for example, usually crystallizes in 
| octahedrons, but the addition of a little glue to the 
solution causes it to form cubes. High temperature 
fluorite appears to form in octahedral crystals, low 
| temperature fluorite forms cubes. Progress has recently 
been made in the comprehension of the mechanics of 
crystal growth which will help to explain this,’ but there 
is much yet to learn. 


Fig. 7. Typical zircon 
crystal habit. 


~ 

















Fig. 5. Spinel twin of 
diamond or spinel. 


















Other minerals have crystals that are like diamond 
octahedrons. Spinel is the best known to the jeweler, 
but spinel does not have the complex developments so 
often noted in diamond. It does twin like a diamond, and 
the frequency with which this takes place has earned for 
the habit the name “spinel twins” (Fig. 5). Garnets also 












Fig. 8. Combination of 
tetragonal forms resem- 
bling a dodecahedron. 


















With the other minerals, too, we find great habit 
variation. The next system, the tetragonal, has only 
zircon as an important jewelry stone representative. 
The tetragonal crystals of this mineral vary from long 
slender prisms, an uncommon habit, not known in clear 
examples, through the short prismatic to the bipyramidal. 
The usual alluvial pebble has often lost most of the 










Fig. 6. Two typical garnet crystals. 











crystallize in this system, but octahedron faces are al- traces of the original crystal form, but at most com- 
most unknown, (Fig. 6). The color, the luster, the mercial occurrences, it appears that the bipyramid is 
abundance and the size all make the distinction of the the predominant habit, (Fig. 7). They may resemble 
two other minerals from diamond a simple task. (Please turn to page 228) 

The characteristic outline of one of these crystals is 1 Buerger, M. J. The Role of Temperature in Mineralogy. Amerti- 
specified as its “habit”. We may speak of diamond can Mineralogist, vol. 33, #3 and 4, pp. 101-121, 1948. 
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"Don’t put all your eggs in one Ask successful jewelers all over store who will want to see the 





basket” the country. They know that this ““different’”’ diamond. 
All things being normal and is the diamond with a difference 

equal the proverb is a wonder- . . . the diamond with a feature 

ful pattern for business success. that everyone can recognize. The 


But... you CAN put all your story of the gleaming continuous 





diamond promotion into one circular facet of light will bring 
brand name! The Circle of Light hundreds of customers into your 
Diamond. 


“The diamond with the signature no other can copy”’ 


CIRCLE OF LIGHT DIAMONDS 





"Trade mark U.S. Pat. App. for 


FOR JUNE, 1948 





















William P. Kendrick, left, advises 
sales staff to spend all of their 
spare time in learning about the 
store's merchandise in order to 
bolster their knowledge of selling. 


by GRIER LOWRY 


Factual Customer Information 


Basis of Old-Line Stores Success 


HE old saw “the second hundred years are the 

hardest” is stoutly denied by William P. Kendrick 
of Louisville, Ky., as the jewelry firm founded by his 
grandfather, William Kendrick, moves into its second 
century of existence. 

Progress of the Kendrick firm has not been all beer 
and skittles under the guidance of the founder’s mer- 
chandising-wise grandson. But twin emphasis on a highly 
modern sales environment and alert promotions, has 
helped smooth the merchandising path of the present 
management. 

It was the panic of 1832 that provided the chief crisis 
in the career of the present owner’s trail-blazing grand- 
father—along with thousands of others, his business 
was wiped out. After a brief period he confounded credi- 
tors in New York (who had long since charged off his 
debts) by forwarding the full amounts. After recovering 
from the shock, they turned the money over to charity, 
and presented the earlier-day Kendrick with a silver 
pitcher, bearing the inscription: 


Presented to Wm. Kendrick of Louisville, Ky. by Fellows 
Wadsworth & Co., Fellows Cargill & Co., Francis Tomes & 


Sons, and Downing & Baldwin of New York, as a testimonial 
of their esteem for his integrity and worth. “An honest man 

is the noblest work of God.” 
Certainly not quite as paralyzing a blow as the panic 
had been to his grandfather, but still a serious matter was 
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a landlord’s notice, dated June, 1945, advising that he | 
must vacate the building and make way for a new tenant. | 

Demonstrating the same facile ability for eluding the 
horns of dilemma as his grandfather, Mr. Kendrick 
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Kendrick's moved into this modern layout two 
years ago. Attracting attention from theater 
goers is a card table placed behind the glass 
doors at night decorated with table settings. 
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IN JEWELS 





Available on consignment for your special 


requirements. 


Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 





VAnderbilt 6-0457-8 












transplanted the firm to new quarters designed to his 
precise specifications. 

“We ear-marked $5,000 for revamping what was once 
a shoe repair shop,” he mused. “Ultimately, we spent 
more than $20,000—each new feature seeming to demand 
the addition of another. Contractors tell us that today 
the same job would run well over $50,000.” 

Sixty feet from the chief shopping artery, the glass- 
fronted store is identified with a one-inch plate glass 
sign, illuminated with concealed neon tubing, and with 
letters projecting four inches from the store front. The 
Herculite glass door, flanked with side panels, presents 
a broad, inviting look. 

The highlight area of the interior is a circular arrange- 
ment of show cases grouped around a mirrored pilaster, 
containing watches, pearls, vanities, men’s rings and sil- 
ver. A diamond case and a gold jewelry display case are 
located at the front. Fixtures are constructed of 1/10 
inch thick Flexwood paneling, reinforced with canvas 
cloth. 

High visibility and accessibility of the silver wallcase 
display, with open style shelves, allowing customers to 
handle every item, has increased sales of silver products. 

(Please turn to page 216) 


Silver shopping facilities include 
seating accommodations, open-style 
shelves allowing patrons to handle 
this merchandise, and 54 drawers, 
each holding one complete pattern. 


Long-range newspaper advertisin 
and space in high-class monthly 
publications get most of store 
five per cent advertising alloca. 
tion. Eighty per cent of the 
advertising expenditure goes for 
space in a Sunday roto section. 
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‘Social Foree’ Advertising 


Wins Honors For Jewelry Firm 


It’s a rare when a small advertiser devotes 
part of his budget for the public interest. 

Best Jewelry Co., of Youngstown, Ohio, won 
honorable mention for their recent campaign. 





Typical of the ad series devoted to 
combatting juvenile delinquency by 
Best Jewelry Co. are two shown here. 
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N HONORABLE MENTION award for the best 
newspaper advertising as a social force in 1947 
has been presented to Best Jewelry Co., Youngstown, O., 
by Advertising and Selling, a publiction which sponsors 
an annual advertising competition. It is believed that 
this is the first time that a jewelry firm’s advertising has 
been awarded such an honor. 





BEST JEWELRY C9, 


123 WEsT FEDERAL srt. 
















With several stores in the Youngstown and Warren, O., “Go to Church . . . whoever and wherever you are .. . 
area, the Best firm felt that it had a moral obligation to but do go to Church.” 
combat the juvenile delinquency that was so widespread The ads themselves, executed by Johnson and Tilton, 
in that industrial area. Choosing the Church as their a Warren, Ohio, advertising agency, presented this mes- 
primary weapon, through consultation with clergymen sage in attractive layouts appearing in the Youngstown 
of all sects they evolved a campaign based on the theme: (Please turn to page 218) 
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DETAIL OF DOORWAY 


ENTIRE SPACE OF OUR SIX FLOOR 
BUILDING DEVOTED TO THE CUTTING 
AND POLISHING OF DIAMONDS AND 
THE DESIGNING AND CREATING OF 
FINE JEWELS. 
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WINSTON 
INC. 
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IHt HUUSt Ur nanny WINSTON 


When you cross this famous threshold, you enter an estab- 
lishment that has no counterpart in the four corners of the earth. 

For here in our own building . .. on six full floors . . . is a 
complete diamond industry under one roof. Skill reaches its highest 
peak as our own staff of diamond cutters and polishers create fine 
gems... from the smallest melee to the largest sizes. 


While we are famous for our expert cutting of the world’s 


most fabulous diamonds—we also produce quantities of loose 
soods ... for this is the keystone of our business. 

We obtain our rough at the source. Our tremendous resources 
plus economies effected through the control of each cutting and 
polishing operation makes possible the highest quality diamonds 


at lowest prices. We welcome your inquiry. 


“7 


rare jewels of the world 





HARRY WINSTON. 


7 EAST Sisrt STREET, NEW YORK 


OWNERS AN D CUTTERS OF THRE JONKER, VARGAS AND LIBERATOR DIAMONDS 


THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR REQUEST 
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A ‘Band Wasson’ 


MAN was trimming one of the front windows 

when Davis arrived at the jewelry store one 
bright May morning. They exchanged glances before 
Davis entered. 

The store was empty except for a watchmaker at his 
bench and the jeweler, Harry Roberts, who stood behind 
the rear counter frowning at the newspaper he was 
reading. Both men looked up expectantly when Davis 
closed the door behind him, approached Roberts, and 
set down his two large sample cases. 

“Morning Mr. Roberts,” he said cordially, extending 
his hand. “I’m George Davis representing the ABC 
Watch Band Company. I’m a new man in this territory, 
but I see from my records that you're an old friend 
of ABC.” 

Roberts shook his hand, but his face fell. “Thought 
you were a customer,” he said. “But it seems the only 
people who walk into my store these days are salesmen.” 

“Well, you’re one yourself,” answered Davis, “and 
sometimes one salesman can learn a lot from another. I 
gather from what you said that business hasn’t been too 


good lately.” 
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Named Profit! 


‘| maintain,” said the salesman, "that the only way for you to get 
more people into your store is to promote your watch repair service.” 


by J. F. BERMOND 


Roberts grimaced. “Business has been plain terrible,” 
he replied. “People just aren’t spending these days.” 

“That’s true to an extent,” Davis said. “People aren't 
buying the way they did. Dollar volume is generally off. 
How does your dollar volume so far this year compare 
with the same period last year?” 

The jeweler thought for a moment. “January and 
February held up pretty well. But since then we’re off 
15-20 per cent.” 

Davis nodded as if he had heard this before. ““That’s 
what I hear from many of my customers. They tell me 
dollar volume has gone down some, but that their profit 
has shrunk in a disproportionate amount to the decrease 
in dollar volume.” 

“It sure has,” Roberts agreed vigorously. “Business 
costs are way up.” 

“Well,” replied Davis, earnestly, “while it’s true that 
the cost of doing business has increased, most of my 
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customers find that isn’t the reason for the shrinkage 
in PR.” 

Roberts looked surprised. 

“No, indeed,” continued Davis. “The thing seems to 
be that most retailers are selling different types of mer- 
chandise such as electrical appliances, radios and so 
forth, on which there’s a relatively low mark-up. So, 
even if you were doing a higher dollar volume now than 
for the comparable period last year, you probably would 
still show an over-all decrease in profit. Does that make 
sense, Mr. Roberts?” 

The jeweler, who had listened carefully, looked at 
Davis with increased respect. “Never thought of it that 
way, son,” he said, “but there’s a lot in what you say. 
And now with credit operations coming back, I need a 
higher margin of profit than ever to stay in business.” 


I think I can show you how your watchmaker can not 
only pay for himself, but bring added business.” 

“I’m a Missouri man,” replied Roberts, skeptically, 
“You'll have to show me.” 

“Okay,” answered Davis. “As you probably know 
about two years ago Elmo Roper, the research specialist 
made a survey for the Jewelery Industry Council to leary 
what makes most people go into jewelry stores.” 

“Yes, I remember reading about that,” said Roberts. 

““Well—Roper found that the main reason people visit 
jewelry stores is to have a watch repaired! And in these 
days, when people are more and more inclined to make 
what they have last a little longer, it’s logical to suppose 
that the demand for watch repair work is going to 
increase tremendously. After all, there are more ‘than 
40,000,000 jeweled watches being worn in his country.” 


Although written in the form of fiction, this article conveys a 


message which is based on solid, indisputable facts. It took only 


a few moments to convince Jeweler Harry Roberts. How about you? 


Davis shook his head in agreement. “What are you 
doing about it?” he queried. 

Roberts’ voice indicated his uncertainty. “I’m darned 
if I know what to do,” he said. “One thing I’m not going 
to do is buy any more goods until I get rid of my in- 
ventory. The half-priced sales and loss-leader promotions 
I’ve tried haven’t helped much. And they certainly haven’t 
helped to increase my profit.” 

Davis smiled. “I know of something that will,” he said. 

“Look,” answered Roberts. “I’d much rather talk to 
you than stand here doing nothing. But I’m not going 
to be talked into buying any merchandise. Understand ?”’ 

“Yes, Mr. Roberts, I understand,’ replied Davis, 
grinning. “Now here’s the way some jewelers whose 
stores still are doing a lively business have analyzed their 
position. They realize that people today aren’t as inter- 
ested in buying high priced merchandise as they were 
a year or two ago.” 

“There’s no disputing that,” said Roberts, ruefully. 

“So,” continued Davis, “these store owners have tried 
to learn what they can offer the consumer to interest him 
most under today’s conditions. And they’ve reached the 
conclusion that a watch repair service appeals to more 
people at any one time than anything else they have in 
their stores.” 

Roberts snorted in disgust. “A watch repair service. 
That’s just a headache. Why, with the wages I have to 
pay my watchmaker, I don’t make a cent on the opera- 
tion.” 

Davis waited for the outburst to subside. “Many 
retailers feel as you do,” he said, “but they’re- wrong. 
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Roberts gave an amazed whistle. 

“That’s why I maintain that one way for you to get 
more people into your store is active promotion of your 
watch repair service. 

“That’s very pretty in theory,” retorted Roberts, “but 
do you know if it works out in practice.” 

“To answer that,” said Davis, “let me say that I 
know of one 3-store operation, whose main business is 
diamonds and watches, which last year promoted over 
$270,000 of watch repair business. And you can be sure 
that his tremendous diamond and watch business was 
due, in part, to his heavy store traffic.” 

“Well,” replied the jeweler, “I don’t exactly see how 
that’s going to help me sell more watches . . . and that’s 
the kind of business I want.” 

“Look at it this way, Mr. Roberts. Some people who 
come in to buy a watch repair job will leave after being 
sold a new wrist watch. In other words, your watch repair 
counter is an ideal place to get new wrist watch sales.” 

“That’s fine,” replied Roberts, “but I hire watch- 
makers on their technical rather than their sales ability.” 

“True,” agreed Davis. “That’s why it’s important that 
you or one of your salesmen handle the customer who 
has an old ‘lumpy’ on his wrist. In that way you'll sell a 
certain percentage of those watch repair customers new 
wrist watches.” 

“What makes you so big-hearted with ideas on selling 
wrist watches?” asked Roberts. “I thought you were a 
watch band salesman.” 

Davis laughed. “Actually, I’m not just being big- 

(Please turn to page 219) 
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SALES FOR YOU.... 
: : Here is the SALES BOOSTER that alert jewelers 
| a) y have been looking for as traffic and volume 
al builders! MAGIC CIRCLE will feature a NEW 
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Gerson's is located at busy intersection of Washington and Mills Sts. 





Gold Baby Ring Gifts 





eee se oe aa 


by BIRDIE K. SMITH 


HE more you give away, the more you have! Jack 

Gerson of New Castle, Pa., figures he scored a 
bull’s-eye when he hit upon the novel idea of sending 
a gold baby ring to the mother of every baby whose 
birth is recorded in his local paper. And the success 
of the idea justifies his view. 

The first day he opened his jewelry store, in 1923, 
the idea came to him and he has followed it through, 
during prosperous times and depression times, ever since. 
Knowing that the jewelry business has more sentiment 
behind it than any other retail enterprise, he realized 
that if he could in some way reach the mothers, the 
fountain-head of sentiment, and make his name known 
to them, he would then need only to follow the honest 
fair-dealing policy he had set up for himself, and all 
would be well. 
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Make Wide Cirele of Friends 


Policy of presenting each new mother with 
a baby ring which Jack Gerson has carried 
on sinee 1923, has won him friends far and 


wide, many of whom became steady customers. 






















JACK GERSON 


New Castle, Pa., Jeweler 


Although he started with a very small amount of capi- 
tal on a side street and with only one employee and him- 
self, he began that first day to give a toy to every child 
brought into his store by its mother. He then searched 
the birth column in the New Castle News and mailed a 
gold baby ring to the mother of each baby mentioned in 
the column. This hobby has grown so that today Gerson’s 
original capital of $3700 has expanded into a business 
grossing approximately $300,000 a year. The little side 
street store, eight feet wide and twenty feet long with 
but one display window, soon became inadequate and 
the business is now housed in a large main street corner 
store at the busy intersection of Washington and Mill 
Streets with eighteen employees serving the people. 


Mr. Gerson attributes a great part of his success to his 
(Please turn to page 222) 
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Diamond ring customers should now know this 
story by heart... the story of the beauty 

and quality of Cardinal Bonded Diamond wedding 
and engagements rings .. . told again and again 
through Cardinal’s dramatic full-color national ads. 


Each month we plan to create more demand for 
Cardinal Bonded Diamond rings through assurance 
to our customers ...and yours... that Cardinal 
Diamonds are fine diamonds... guaranteed by the 
Cardinal Bond for color, clarity and brilliance. 


the Cardinal principles 


of good selling are yours 


when you buy 
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bonded diamond rings 


CARDINAL DIAMOND SYNDICATE...BAUMAN-MASSA JEWELRY CO., ST. LOUIS © J. M. BENNETT CO., MINNEAPOLIS 
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Radio Quiz Popularity 
Store in Public's Mind 











Wendell Newton, manager, shov. 
ing diamond to customer, say, 
crowds that gather around "May 
On the Street" are the type to 
be interested in jewelry and 
are thus indoctrinated en masse. 


by 6. R. LOWEN 


Capitalizing on the interest in radio quiz shows, Newton’s, 


of Oklahoma City, attribute their steady rise in volume to 


‘Man On Street” program, plus accent on quality merchandise, 


HADES OF 1935—the venerable “Man on the Street” 
has made a comeback to spark the promotional 
menu of Newton’s Jewelry, Oklahoma City, Oklahoma. 
Although this store assigns $1,000 monthly for ad 
space in the leading daily, and uses many “spots” on 
local radio stations, Wendell Newton, manager, says 
it is the “Man on the Street’ broadcasts that bring to- 
gether the kind of people who are likely to be interested 
in jewelry and indoctrinates them en masse. 

“It all started when we established the store in No- 
vember, 1946,” remarked young Mr. Newton. “We were 
looking around for something toothsome to give us a 
good send-off and get us in the public eye. This is a 
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radio quiz-happy city, and we wasted no time when we 
discovered the ‘Man on the Street’ was available.” 

That the firm’s silver holloware volume runs into 
five figures, and diamonds are moving at an unprece- 
dented pace, is attributed by Wendell Newton to three 
underlying factors, in the following order: 

a. Man on the Street broadcasts. 

b. Quality merchandise. 

c. Interest provoking window displays. 

The Criterion Theater in Oklahoma City marks the 
spot where the “Man on the Street” goes through his 
daily dozen questions. The 15-minute show has, of 
course, the double-barreled benefit of publicizing the 
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sponsor both on the air and before the live audience the firm believes most likely to interest this type of 


in front of the theater, numbering from fifty to 250 traffic—tadies’ and men's jewelry, including compacts. 
cigarette cases, bracelets. key chain sets, pen and pencil 
































ersons. 
" Participants are presented with inexpensive earscrews sets, and costume pins. . 
and tie chains by the store. Radio copy is centered on A sterling flatware display is suspended from the 
plugging three major departments: diamonds, watches, ceiling of the side window. Substantial sales of flatware 
and silverware. with the commercial emphasis on quality have been built as a result of the interest in the display 
labels. generated among persons seeing this side window. 
“These broadcasts have produced tangible results in Recessed in a corner pillar are two shadow box dis. 
the form of increased traffic and sales,” said Mr. Newton. plays, utilized exclusively for displaying baby jewelry 
“Our customers run the gamut-—from small-budget to which is another high-voltage sales item with the cause. 
well-heeled—but they are in accord on their partiality way traffic, according to the jeweler. 
for quality lines. Quality is our chief selling point on “The use of revolving, mirrored, step-up wheels has 
the air.” (Please turn to page 233) 


That the “Man on the Street’ has fans galore, is evi- 
denced by the number of people who go to the store 
and inform the personnel that they enjoy the program. 

While Newton’s curbstone broadcast would, perhaps, 
win hands down, any popularity poll of locally-originated 
radio shows, the store windows are excellent examples 
of what the best-dressed windows are wearing this year. 

Located in the heart of the shopping district, next 
door to a well-known department store, the 13 x 35-foot 
store usually has windows that grab passers-by by the 
coat tails. The glass-fronted building has sidewalk level 
windows beneath the regular show windows. A walking 
causeway separates the store from the adjoining depart- 
ment store, and is available for displaying merchandise 
before a steady stream of traffic via a side window. 
This, in effect, is as good as having a corner location. 

The firm’s windows are permanently assigned to spe- 
cific merchandise. The main front window contains 
diamonds and watches, while the “lower-berth” display 
is devoted to silver holloware. 

The department store side window is devoted to items 








Quality is a well pointed up selling point 
at Newton's and here, a salesman explains 
quality points of man's watch to customer. 










Newton's Oklahoma City store is the 
smallest, physically, of the firm's 
six-store chain. The sidewalk - level 
window beneath regular window is re- 
served always for silver hollowware. 
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N ESTIMATED eight thousand men and women 

moved in and out of Evans & Sons Utica, N. Y.., 
jewelry store the week of April 19 through 24, as part 
of that firm’s diamond jubilee celebration. By midweek 
alone more than 4,000 Central New Yorkers had called 
at the Evans store and by the close of the week the 
number was estimated as double. 

A well planned promotional program was responsible 
for the large number of visitors during the anniversary 
week. This program embraced news stories in both the 
Observer-Dispatch and the Daily Press, Utica dailies, a 
generous advertising series in both papers, special ex- 
hibits at the store, a gift to every customer, and an 
opportunity to register in a drawing for a nationally- 
advertised watch. 

The advertising began the previous week with six 
column layouts in both papers covering nearly a page in 
each. They stressed “75 years of continuous, dependable 
jewelry service to Utica and vicinity” and the fact that 
Evans had served “generations of engagements.” There 
followed, on Sunday and early in the week, four column 





Quality and Consideration 


io i 


Appropriately, diamonds were the 
center of attraction during cele- 
bration and ad_ invited visitors. 








Twenty years ago, the firm moved 
to this location it now owns at 
234 Genesee Street, Utica, N. Y. 








ARTHUR D. EVANS 
Son of firm's founder and now 


Foundation of Success president and treasurer of it. 
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“The perfection of Bluebird Diamond Rings 





Pe ease 


pleases our customers and adds 


prestige to our store.” Louis L HAFFNER, Jeweler 


Guaranteed perfect diamond rings by 
Bluebird are a “must” in every com- 
munity. These famous flawless dia- 
mond rings add prestige to the store 
and are consistently winning new 
satisfied friends. 

With ever increasing volume, the 
Bluebird franchise is a valued asset, 
backed with consistent national and 


TAYLORVILLE, ILLINOIS 


dealer advertising and display. 
Bluebird was the first guaranteed 

perfect diamond ring line in America. 
Less than I[% of all the diamonds 
mined meet Bluebird’s standard of 
quality. 

There may be a franchise open in 
your community. Write today for full 
information. 





DIAMOND SYNDICATE 


55 East Washington Street 


iF IT’S A BLUEBIRD, IT’S 


Chicago 2, Illinois 


A PERFECT DIAMOND RING *& &¥& 
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Original store of the firm when 
it was opened in April, 1873, at 
32 Columbia Street, next door to 
fashionable Presbyterian Church. 


by ELLIS K. BALDWIN 


Founded on the three-fold policy of selling only quality goods, 
customer consideration, and confining efforts to only jewelry 
lines. Evans & Sons, Utica, N. Y.. celebrates 75th anniversary. 


half page ads in both papers, with the balance of the 
week given over to daily one column ads half a page deep. 

Exhibits, at the store, included two cases full of large 
and especially cut diamonds provided by eight of the 
firms from which Evans & Sons receive their diamonds. 
One flawless beauty was valued at $15,000, and there 
were other large stones in the $3,000, $5,000 and $6,000 
class. Shown with them were diamonds in the rough and 
smaller stones illustrating various styles of cutting. 

Another exhibit was a three-dimensional “Dawn of 
Diamonds” show, in shadow boxes, created by the 
nationally known artist, Joseph Cornell. The smartly 
arranged boxes depicted the origin of bridal traditions 
from the age of mythology to the present time. The 
scenes were built from old prints with small figures and 
decorations in tulle, shells and glass. Each group sym- 
bolized some bridal belief or tradition. 

Every visitor at the Evans store was given an attractive 
piece of “dragon fly” costume jewelry in commemoration 
of the store’s anniversary. Also, everyone was given an 
opportunity to register for the grand prize of the week, 
a $125 wrist watch. Both a man’s and a woman’s watch 
were on display, the winner to be permitted to select one 
of the two. 

As customers from previous years and prospective 
buyers gripped the hands of Arthur D. Evans, son of 
the founder, and J. Francis Thibault, many of them 
wondered how, when other firms come into existence 
and last for a few short years, the Evans establishment 
could go on and enjoy such wide patronage for three- 
quarters of a century. 

Mr. Evans, who is president and treasurer, and Mr. 
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Thibault, who is secretary and manager, have the answer, | 
They will tell you that a three-fold policy adopted by ~ 
Thomas T. Evans, the founder, in 1873, and strictly; 
adhered to in subsequent decades, is responsible. : 

“The store’s business,” Evans and Thibault say, “is 7 
founded on the determination to sell only quality, to” 
show customer consideration and confine the line at all” 
times to strictly jewelry items.” | 

Evans remembered when his father remarked, “A™ 
jewelry store should remain a jewelry store. As long as” 
I’m associated with the store our line will consist only” 
of the best diamonds, watches, silverware and jewelry. 
It will give us prestige and when people think of the’ 
best they will think of Evans.” ; 

So determined to sell only quality items were the’ 
partners in the business that in war times, when the best 
products were difficult to get, the store left part of its 
cases and shelves bare rather than stock inferior items. 
They found, to their surprise, that with less stock the) 
turnover was greater and that the firm was doing more) 
business than ever. ‘ 

“Our policy on diamonds,” Mr. Thibault said,” is that’ 
a stone has to be a fine stone, absolutely flawless, blue; 
white, or we will not carry it. In selling people we have; 
insisted it was not so much the size but the sentiment, 
We stressed the fact that a woman would rather wear 4 
diamond of quality than a larger stone that might not? 
be flawless.” 

Then too, the store has never tried to high pressure” 
anyone into buying a diamond or any other gem beyond 
his means. 


(Please turn to page 235) 
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Schicksnaps is the trade name for the world’s most 


popular line of quality necklace clasps. 


Designed and produced exclusively by Harry C. 
Schick, Inc., Schicksnaps are available in Platinum 
and 14 Karat Gold with Diamonds, 10 and 14 
Karat Gold filigree, Sterling Silver filigree, Sterling 
Silver with Rhinestones, Nickel Silver, Rhine- 


stones in metal and Gold plated metal. 


For further information write to Harry C. Schick, 
Inc., 105 Chestnut Street, Newark 5, New Jersey or 


the following sales offices: 


CHESTNUT ST. 
NEWARK S, N.J. 


Bt Schick. inc. 
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347 Fifth Avenue 55 East Washington Street 649 South Olive Street 
New York 19 + N.Y. Chicago 2 - Illinois a Los Angeles 14 - California 
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The Ad-Viser 






... Festing Your Advertisements 


by IRVING SETTEL 


Sixteenth in a series of articles designed to help retaii 


jewelers in doing a better advertising and promotion job. 


ECENTLY, the manager of a large jewelry store 

was asked to approve a series of newspaper lay- 
outs. Carefully, he examined the copy, the layouts and 
the illustrations of the campaign. Then he looked up at 
the advertising manager. 

“What guarantee,” he asked, “do I have that these 
ads will pull? How can I be sure that I’m not pouring 
money down a drain?” 

The advertising manager, a man well seasoned in the 
art of promoting sales, smiled wryly and admitted, 
“There is no guarantee. / believe that these ads will do 
a good job. But you never can tell. There are too many 
factors involved.” 

This answer does not reflect upon the intelligence or 
experience of the advertising man. He gave the only 
possible answer under the circumstances. Results can 
never be accurately predicted and available expert opin- 
ion is based purely upon the results of the past. Fickle 
market conditions make surety impossible. However, 
certain methods have been devised which minimize the 
possibility of failure of advertisements. These important 
procedures come under the heading of testing. 

Every retailer should test his advertisements to some 
degree. It eliminates haphazard guessing and gives him 
a sounder footing upon which to promote Dftsiness. 
Testing, too, enables the merchant to get down to actual 
facts—not fiction . . . to current experiences—not opin- 
ions. Testing will stop cold any advertising man whose 
pet ideas may be unknowingly hurting your business. 
Testing will help you to guard against any distorted 
ideas you yourself may have which are slowing down 
business. Testing keeps you in touch with advertising 
trends, with public attitudes, with the very pulse of 
your community. 





POSSIBLE ELEMENTS WHICH CAN BE TESTED 
Actually, any part of an advertisement can be tested. 


However, it is necessary to narrow your testing elements 
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down to the most important. Consequently, we will dis. 
cuss only those which directly affect a retail campaign. 


1. Appeal and copy. This may include your headline, 
your body copy and your approach to the selling idea 
within the ad. Since there are many ways to sell your 
merchandise, it is profitable to determine which is the 
most effective. Testing will tell. 

How can we test “appeal” and “copy”? Simply by 
watching closely the results of your ads. Run a series 
of advertisements, same size, same newspaper, similar 
conditions wherever possible. Sell identical or closely 
related items. Use any one of a number of possible ap- 
peals such as economy, quality, durability, etc. Change 
your copy and your headlines in each ad. Then check 
the results. The winner represents the best possible appeal 
and copy. you can use. With this knowledge in hand, it 
is possible to get the most out of your advertising. 


2. Media. What type of media should you use to get 
the most out of your advertising dollar? Is radio better 
than newspaper? How about direct mail? If you cannot 
afford all three (the ideal way), which will achieve the 
best results? 

Again, testing will give you your answers. Plan a sale 
to be publicized in each of the available media. Here, 
too, conditions must be as close as possible. Run one 
sale advertised in the newspaper only. Check results. 
Run a similar sale advertised exclusively by radio. Check 
its results. Run a third with direct mail campaign. Check 
these results. Then repeat the procedure in reverse order 
and again check your sales. The results should tell you 
where to spend most of your advertising appropriation. 

3. Newspaper Position. Within the newspaper itself, 
there are certain “positions” which will attain greater 
readership than others. Which of these positions is best 
for you? Will an ad on the sports page sell more jewelry | 
used by men? Will the women’s page attract more 
(Please turn to page 225) 
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THE ELEGANCE OF VICTORIAN TIMES - 


‘pressed in a new group of 


old mine diamond cluster rings by 


36 WEST 47th ST., NEW YORK 19, N. Y. 
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Low-Budget Ads 


Consistent Winners 


These “personalized” ads 
immediately attract the 
readers’ attention for 
Frank Babb, Dallas, Tex., 
watchmaker and jeweler. 





HE papers are full of jewelers’ advertisements. 
Nearly every page of the newspaper has one or two 
ads. Many of them are glib, pretentious affairs —ads 
we couldn't hope to match. So, operating on a small 
advertising budget, we’ve evolved an advertising 
formula that | believe makes our ads stand out, and 
that I know makes them pull heavily in relation to their 
size.” 

That is the report of Frank Babb, Dallas, Texas, 
watchmaker and small jeweler who faced squarely up 
to the problem that worries most small jewelry store 
owners and other “‘small’’ businessmen — competing 
with large stores’ advertising. 

What was Mr. Babb’s solution? 

“It was to personalize my advertising,” he reports. 
‘‘Smith’s Jewelry Store and Jones’ Jewelry Store and 
Brown’s Jewelry Store all necessarily run pretty much 
the same type of advertising. Offering much the same 
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by DAVID MARKSTEIN 








merchandise, there is little else they can do. The only 
way the causal newspaper reader can tell one jewelry 
ad from another, in my opinion, is by the signature on 
the bottom of the advertisement. If he is a professional 
advertising man, he might be able to single out a few 
stores’ ads by their distinctive type, layout and art 
work. If he is a professional jeweler (which he never 
is), he might be able to tell the ads apart by the mer- 
chandise they offer, by the credit terms they shout, 
and by other merchandising tricks exclusive to various 
stores. 

‘But by and large, it is a pretty solid rule that there's 
little one jeweler can do to make his ads look different 
from that of other jewelers. Except for the formula 
we devised.”’ 

What made this situation of look-alike advertising 
particularly tough for him, Mr. Babb points out, 1s 
(Please turn to page 224) 





THe JEWELERS’ CrrcuLaAr-KEYSTONE 



































WELCOME JEWELERS 
Ss 


We cordially invite you to visit our offices and show rooms in the 
Silversmiths Building while you are in Chicago next month to attend the 
Jewelry Fair and Convention of the National Credit Jewelers Association 


on July 26th through the 29th. 

Whenever you have occasion to be in Chicago we want you to visit this 
great wholesale jewelry house which has been successfully serving jewelers 
throughout the United States for more than 80 years. 

You will find in our stock a complete assortment of jewelry store mer- 


chandise, Loose and Mounted Diamonds, Watches, Clocks, Silverware, 


Rings, Jewelry, Jewelry Novelties, Tools, Material and Optical Supplies. 


BEN]. ALLEN & CO.,, INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 





| Silversmiths Bldg. 
| 10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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Watch Imports During 1947 
Total Nearly Eight Million 


EARLY EIGHT MILLION watches with a declared 

value in excess of $42 million were imported into 
the United States during the calendar year of 1947. 
Specifically, 7,897,696 units (watches or uncased move- 
ments) entered this country during the year and their 
total value came to $42,916,230. 

As can be seen from the accompanying table, watch 
imports during 1947 fell below those for 1946 (an all- 
time record) by over 1,720,000 units. Imports during 
1947 were, also, below those for the calendar year 1945 
when a total of 9,311,846 units entered this country. 

With the exception of France, which sent 7,604 watches, 
shipments from other countries to the U. S. were, in 
comparison with the Swiss output, infinitesimal. How- 
ever, it is interesting to note that Hungary, the United 
Kingdom, Germany Belgium and the Netherlands pro- 
duced some watches for export to America. 


It is well to bear in mind that a certain proportion of 
the watches listed as imported from Switzerland are, ge. 
tually, clocks. Discrepancies between Swiss and U, § 
customs regulations provoke a situation whereby certain 
items are shipped, by the Swiss, as “clocks.” These items, 
upon arrival in the U. S., are listed by U. S. Customs off. 
cials as “watches”. However, upon entering trade channels 
in this country they revert to the status originally deg. 
cribed by the Swiss and are cased and sold as small Swiss 
clocks. 


According to tabulations by the United States Tariff 
Commission, there were 61,599 gold or platinum watch 
cases imported into the United States during 1947, and 
124,988 silver or plated cases. Cases set with stones or 
prepared for stones numbered 619, and watch cases of 


base metal totalled 1,569,885. 
(Please turn to page 235) 


Table 1: 1947 WATCH IMPORTS 














SWITZERLAND FRANCE 


__-__—___ -_____/@_—_—_ ess | 


Quantity $ Value Quantity $ Value Quantity $ Value 








Rebguanssgipenetnd . on Le Te lee 


| 3,708 5,898 


5,451,617 | 36 


Up toc 1 jewel 396,544 485,208 


2 to 7 jewels 1,484,929 151 74* 


30" 
20** 
aoe 


8 to 15 jewels 565,772 2,957,783 


5.302.304 33,970,869 14,079 100* 
50+ 
390+ 


55; 


15 jewels and over 


47-hour self-winding 


140,486 | 64 | o- 


——— 





| $42,865,477 7,604 $49,994 | $759 


7,890,035 | 








—————— 








tOrigin: Hungary 
tOrigin: Netherlands 


*k* Origin: Italy 
¢Origin: Germany 


*Origin: United Kingdom 
**Origin: Belgium 


Table 2: SWISS WATCH IMPORT STATISTICS—1939-1947 


—_ ———aa = 











Type of Watch 





2-6 jewels 
a oa ee eS cig Sib ak 
15 jewels and up 


1939 





213,213 
1,202,435 
267,703 
1,242,164 














2,925,515 


| 
| 


| 3,760,144 


| 1,615,510 


| 
1940 | 


269,494 
1,358,530 
516,610 


1941 


1942 


1944 


1945 


1946 





256,053 
1,682,528 
490,553 
1,836,492 


184,992 


| 2,106,907 


737,250 
2,331,438 


386,368 


2,117,598 
| 1,516,247 
| 3,989,674 











4,265,626 





5,360,587 


8,009,887 





158,450 
938,054 


| 1,228,282 


4,475,999 


690,567 
1,799,684 


| 1,238,325 


5,583,270 


621,035 
1,781,330 


| 1,041,516 
| 6,174,444 





6,800,785 





9,311,846 | 





1947 


Ee 


396,544 
1,484,929 
565,772 


| 5,442,790 


ee 


| 7,890,035 
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Keeping time with America, 












keeping time for America... 
since 1848 an inseparable 
part of the American scene. 
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- MANUFACTURERS AND IMPORTERS OF WATCHES 
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Playing Cards Rate 






Own Promotion 






As Gift Items 







Quality ecards are good traffic 






Minneapolis, and prove a good 







tie-in with leather goods too. 









Flanking one entrance to the Hudson store are 
shadow boxes like one shown at right in which 
an assortment of cards are frequently displayed. 






















RESENTING high quality playing cards as gift with fine appointments of a home and showing discrimi- 


items is one method the J. B. Hudson Co., Minne- nation in taste. 
apolis, Minnesota, has evolved to interest customers in Especially fine cards of the indestructible type are 
this merchandise. suggested as wedding gifts and have received excellent 

Cards are carried in the stationery department in the acceptance as small extra gifts for this purpose or for 
mezzanine, a section which has good traffic. They are party showers. These are promoted by direct sugges- 
highlighted by a prominent display location at the tion. 
head of the stairway at the entrance to the mezzanine ‘We have good opportunity to tie in leather goods 
where an individual display table is filled with pack- with playing cards,” said Miss A. Davis, who until 
ages of cards. The cards are laid flat, showing each recently was manager of this section. ‘*On the card dis- 
pattern in stock, making comparative selection easy. play unit we place an occasional group of lovely leather 
Chairs are provided so that customers seated before the boxes for cards and score pads. ‘Travel cases for cards 
eye-level display may choose designs with the same are shown here, also. From these, interested customers 
convenience that is accorded those who look over can easily be led to look over full displays in the leather 
stationery stock. goods section which adjoins. ”’ 

Quality cards of artistic design are featured, suitable An entrance to the Hudson store leads from the 
to carry out the underlying plan in promoting playing Dayton department store. At each side of this en- 
cards as gifts. trance, which is on a heavy traffic lane, are shadow 

Cards as gifts for men are noted with designs of es- boxes whose displays come to the attention of many 
pecial appeal to this group. Among these are a series of shoppers. Playing cards are frequently shown here, 
hunting dog designs. Among the colorful selections are either as single merchandise, accenting unusually lovely 
peasant and floral designs, reproductions of famous design or with other items, suggesting cards as gifts. 
paintings in original colors, artists, needlepoint designs, A recent display showed a series of greeting cards of 
patterned from the work of an outstanding artist in this congratulations and best wishes. With them, laid on 
medium — all cards of distinction, worthy to fit in (Please turn to page 235) 
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Any sales program that overlooks today’s Mass-Market for silverplate 

puts up a “high picket fence” around your store. It says “Keep 

Out” to big volume and extra traffic. e 

Yes it’s time to promote a silverplate line with heavy Mass-Market 

appeal. And today that means KING EDWARD SILVERPLATE, 

one of America’s fastest selling, nationally advertised lines. | 
King Edward Silverplate is expensively styled and finished yet is ‘KING EDWARD *CAVALCADE® 
priced for easy buying within the most modest budget. ae 





And for you King Edward Silverplate offers so many traflic-making 


“plusses”... complete set assortments, extensive open stock aye yY 

. i a . 66 7 . a P . » > 
selections, magnificent packaging, an “unlimited service guarantee, fl (pal 
powerful national advertising, store-proved promotion support. 


It’s time to take down that “high picket fence”... EXQUISITE 


Time to promote King Edward Silverplate. Gil | [ 


‘the popular priced silverplate with the high priced look’’ 


NATIONA L SILVER COM PANY New York ° Chicago * Detroit * Dallas * Miami * Los Angeles * Atlanta * San Francisco * Portland (Ore.) * Seattle 
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TWO WINDOWS FOR THE COMING MONTH 
(From page 157) 


Stiff green paper or fabric forms the leaves which are 
twisted and wired to the “stems”. Soft net may be 
stretched over a wire or wood frame, or the starched 
display net may be cut to form the frame in one piece. 
Grass matting would make a good floor covering for 
this window and could easily be arranged to cover the 
supports for flower stems. 

Table accessories for summer entertaining are shown 
in the other sketch. Three place settings arranged on 
rectangular plaques are suspended against the back- 
ground and two more are shown on the window floor. 
Other merchandise is arranged on the floor. Plate hooks 
hold the plates and slender wires hold the flatware in 
place. Decorative accessories appropriate to the china 
and silver patterns are tacked to one corner of each 
plaque . . . flowers, shells, Mexican gourds, and so forth 
may be used. Fastening the silver to the plaques may be 
a little tricky, but it can be done and the plaques will 
make a very effective background unit. The plaques 
themselves may be covered in linen (like a tablecloth) 
or other more colorful materials. 





JIC JUNE ADS CONSIDERS ALL BRIDES 
(From page 159) 


gives the dealer a place for his name and a selling 


message or illustration of merchandise he wants to 
promote. 


Illustrations and headlines in this mailing piece, oy, 
cept for reduction in size, are exactly the same as they 
appear in the large ad. The copy has been personalized 
to make it suitable for a retailer to send to his own 
customers and prospects under his own imprint. 

This personalized copy, which the retailer can sign 
as his own, reads as follows: 

“Breathless, memory-making moments . . . bridesmaid, 
a-flutter . . . presents still arriving. And always special 
excitement over the box that bears the jeweler’s name 

“Here, we always take a personal interest in solving 
your gift problems. People are making it a habit to cong 
to us for wedding gifts . . . and for gifts of all king 
throughout the year. We have many beautiful things 
at modest prices . . . stop in and let us show you, 

“AND FOR THE BRIDE OF YESTERYEAR .,.. 

. . . you can still bring stars to her eyes with a 
anniversary gift from our jewelry store. Ask us for you 
copy of the gold-covered official Wedding Anniversary 
Booklet.” 7 

Council menibers may order as many of these mailing 
pieces as they wish at wholesale prices. 

In a foreword carried in the Council’s Promotion 
Book for this June 5th advertisement, Albert E. Haase, 
Executive Director, points out that the advertisement 
appears in June because June is the month the public 
regards as the month of the bride. Later, he stresses 
the following facts: 

(1) There is no special season for weddings. They 
take place every day, every month of the year. Plan 
wedding promotions not only in June, but all through 








\ ,\ 4 
x 
« ROX © .¢,' é. oo, » * » xX «>, i* > . 


Ce x 


DREHER BROS. 


ous 
Importers and Cutters of anne ; 
48 WEST 48T STREET 


THE JEWELERS’ CIRCULAR-KEYSTONE 














the year. Follow the specific suggestions in this promo- 
tion book at least several times a year. 

(2) Wedding anniversaries, like weddings, occur the 
vear round—every day in the year. Promote distribution 
of your new Wedding Anniversary Booklet the year 
round. Have window displays of jewelry store wedding 


anniversary gifts at least several times a year. 





TAKES PUBLIC "BEHIND THE SCENES" 
(From page 161) 


and colorful drapes add to the beauty of the reception 
room. On the far side of this room is a broad show- 
window. looking into the adjoining watch repair and 
jewelry fabricating workshop. Here visitors may watch 
the various workers and craftsmen as they handle differ- 
ent items. 

In addition to a small private consultation room for 
visitors, there is also a designing studio with capable 
designers ready at all times to offer suggestions and to 
blueprint individual designs for customers. 

Leading from the other side of the reception room 
there’s a large Gemological Room with a complete dis- 
play of gem stones and several instruments for the use 
of customers in examining or checking gems. 

Throughout, the woodwork and wall decorations are 
all in harmony with the motif carried out in the entire 
Studio-Workshop setup. 

Visitors are always made most welcome, and an at- 
tendant is available at all times to answer questions or 
to refer customers to those who may help them with their 
jewelry or repair problems. 





TURN SHOPPERS INTO FRIENDLY CUSTOMERS 
(From page 163) 
couple. They, however, are definitely shopping. They 
might return to you—or they might make their purchase 
elsewhere. 


“The stranger at your door may be an older woman | 
who wishes her diamonds reset, or who is looking for | 


an important brooch, necklace or pair of ear clips. 
Or it may be a husband or sweetheart who approaches 
your counter in search of a watch er bracelet for his be- 
loved.” 

How can you make friends of these strangers? Mme. 


Ostier has several suggestions to offer, culled from her | 


long study of jewels in relation to their wearers. 
Too often, deplores Mme. Ostier, a jewel is selected— 
and sold—for its own sake alone, without regard to its 


becomingness on the woman who is going to wear it. | 
The young couple mentioned above may choose from your | 


tray a pretty ring whose modest diamond is set at right 
angles to the breadth of the hand. But the girl has very 


long, very slender fingers. The ring itself is charming, but | 
does nothing for her hand—it merely sits there and_ 
sparkles. Such a hand should have attention drawn to it | 
and so you tactfully suggest another ring of similar price 
whose stone is set horizontally. This minimizes the ex- 
treme length of the hand, for the eye follows the hori- | 


zontal lines of the ring. Or perhaps the girl has unfort- 
unate stubby fingers. Here, the converse would be true— 
her ring should point down her finger to elongate it. 
Your kindly suggestions need not stop here. If the girl 
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Fine Diamond Jewelry 
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is wearing a watch low on her wrist, show her how 
much more effective her hand can be by pushing the 
watch well above the wrist bone. 


SUGGEST THE CORRECT JEWELRY 

The rule of becomingness should be the first rule of 
jewelry selection, insists Mme. Ostier, and the jeweler 
can be of inestimable helv by studying his customers’ 
features and coloring and suggesting the correct jewels. 

Ear clips, for example, must nestle in the little hollow 
between cheek-bone and ear-lobe to form an harmonious 
interlude between face and head. The customer with a 
large, round face should be persuaded to cover her ears 
completly with large, bulky ear clipvs. If she is fair and 
blue-eyed, show her how becoming to her sapphires or 
aquamarines are. If she is dark but not highly colored, 
rubies or pink sapphires will lend rosiness to her com- 
plexion. If her face is long and thin, fit her with ear 
clips that are broad at the base and narrower at top. And 
sO on. 

The woman with a short neck should usually avoid a 
high necklace or choker, for these tend to make the 
neck appear even shorter. A brooch or pair of clips 
would be best suited to this customer, but if her heart 
is set on a necklace show her how one of greater length 
creates a swan-like illusion. 

When bracelets or watches are being considered, con- 
sider also the shape and size of the arms for which they 
are intended, A heavy arm is considerably pared down by 
a bulky bracele, while a slim arm can be made to appear 
rounder by slender graceful arm ornaments. A big, bold 


watch on a thin arm looks just as inappropriate as a too. 
large hat on a tiny woman, while a dainty little timepiece 
is out of place on a fleshy arm. 

If you will express such sincere solicitude to the 
strangers who enter your store, Mme. Ostier feels, yoy 
will be repaid by confidence and friendship. For, whether 
your potential customer is in search of a costly diamond 
bracelet or a pair of inexpensive ear clips, she will ap- 
preciate receiving the benefit of your knowledge aboy 
appropriate jewelry selection—appropriate, that is, to 


her. 





FUNCTIONAL DESIGN FOR STREAMLINED SELLING 
(From page 165) 


were taken, recessed incandescent spot lighting was 
planned for above each floor display case. 

The rear of the store is given over to a mezzanine 
which is used only for stock storage, and a service desk 
on the main floor level. Behind this service desk, situated 
for privacy, are the firm’s offices and vault. 

The Dubs firm was founded in 1933 by C. J. Dubs, 
the present owner, and has steadily grown since that 
time. In 1947 business had expanded to such an extent 
that larger quarters were required so, late in that year, 
a building was purchased and the present quarters 
planned. 

The opening of the new Dubs store was promoted by 
full-page newspaper advertising and spot radio announce- 
ments. In addition, several thousand silver discs about 
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s in diameter were dropped from a plane in 
the day preceding the store opening. 
Afternoon light, striking these discs from a side angle, 
made them extremely noticeable as flying saucers, 
rly among the small fry of Brunswick. 

f merchandise was not encouraged on Dub’s 
ay. Instead, visitors were greeted, asked to 
d presented with souvenir gifts. 
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FANFARE AND PRIZES DRAW OPENING CROWDS 
(From page 169) 


activities would detract from the event. Finally, it was 
decided that a one-day opening is rather brief and the 
event should, if possible, cover a three-day period. All 
of these matters, of course, could easily be cared for—it 


merely required planning. | 
Second came the matter of crowds. “Tremendous 


crowds,’ Mr. Anderson decided, “prevent transacting | 


business. But, on the other hand, a successful opening 
should not go beyond the point where attendance would 
diminish.” This clinched the matter of a three-day open- 
ing with no merchandise for sale. The store would be 
open for visitors after the third day, of course, but from 
then on customers would be served. 

Finally came the matter of the nature of the promotion. 
It’s all very well to decide upon drawing crowds and, 
afterwards, carefully planning how they will be handled, 
how long they will keep coming, etc. 
essence of the venture would concern 
drawing them. 

A contest, Mr. Anderson decided, was the only logical 
answer. A contest whereby everyone in attendance had 
an equal opportunity to win. In order to draw the 
greatest number of people it would have to feature 
substantial prizes—something eagerly sought after by 
almost everyone. 

Anderson’s decided, therefore, to offer 21 prizes: a 
$500 diamond ring as the first award and 20 watches 
of nationally-advertised makes for runners-up. 

Having chosen a date for the opening, therefore (a 
date carefully selected with a view toward competing 
events and, at the same time, completion of the new 
store), the firm launched an advertising program ten 
days before the big event. Details of the contest were 
given in newspaper advertisements and, at the same time, 
several members of the firm’s staff were interviewed 
concerning the new store, the firm’s policies and, of 
course the contest, in the studios of local radio stations. 
These interviews were in conjunction with elaborate 
live-talent musical shows which were. in the main, do- 
nated by the broadcasting stations. 

A few days before the ovening a Hollywood touch was 
added: Kleig lights were mounted in the street and 
focussed upon the new Anderson store. Also, an eight- 
page section was run in the Salt Lake Tribune-Telegram. 

Throughout the three-day opening, contest entry 
blanks were given to all persons over 18 years of age 
visiting the store. Signs located throughout the premises 
advised all those who had received cards to tear off the 
stub and deposit it in one of the boxes located at con- 
venient spots. Both signs and entry blanks emphasized 
the fact that participants would have to be present at a 
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specified hour on the third day of the contest jp ord 
to claim prizes. 

During the three-day opening, also, Salt Lake City 
radio stations provided Anderson’s with orchestras which 
played in the store, the music being broadcast. The store 
owner, all employees and several prominent local people 
attending the opening were interviewed over the air 
during these sessions. 

A special feature of the opening promotion was a, 
additional contest requiring the identification of a “mys. 
tery man”. His identification was broadcast on the yay}, 
ous shows and persons were warned to approach hin 
with the phrase “You are Kilroy.” To the first perso, 
successfully spotting this character, $200 in cash was 
awarded. 

Mr. Anderson estimates that 50,000 people visiteg 
the new store during the three-day period. It is certajy 
that 60,000 entry blanks were filled in for the drawino 
and the assumption is that approximately 10,000 weil 
“ringers” or persons who submitted more than one 
blank. 

In the evening of the third day of the contest the firm 
held the drawing to determine which of the 60,000 ep. 
trants would receive the prizes. The ticket stubs were 
drawn, in the usual manner, from a squirrel cage, and 
names and numbers were announced over a public ad. 
dress system. After 21 people had responded they were 
seated upon an elevated platform, questioned briefly, 
and then presented with the prizes. The first prize, the 
$500 ring, naturally went to the individual whose name 
had been called first. The remaining 20 prizes, all watches, 
were then given to the other winners. 

In summing up, Mr. Anderson said, “In our opinion, 
no jeweler who considers his market to be all classes of 
people can overlook making the opening of a new store 
as appealing and dramatic as possible. That is what we 
tried to do.” 

With 50,000 people in attendance, it appears abun. 
dantly certain that Mr. Anderson succeeded in attaining 
his objective. 























PERSONAL ADS MAKE FRIENDS FOR JEWELER 
(From page 172) 


have preserved, to a great extent, the culture brought over 
from the “old country’. Today, in Berne, Indiana, many 
of the old folks do not sveak English at all but rather, 
employ either German or Swiss. This doesn’t by any 
means stump the Liechty brothers, however, since they, 
too, are descended from the original Swiss settlers. Able 
to converse in English, Swiss or German, they can easily 
carry on business whenever a member of _ the older 
generation comes into their store. 

The Liechty Jewelry Co. was founded by the boys 
father, now deceased, forty years ago. The elder of the two 
sons, Sam, learned the business under his father’s direc- 
tion and, upon the latter’s death, took over. Upon his 
discharge from the Army Harry joined his brother in 
the business at Berne and has continued to the present. 

The boys work together on the composition of theit 
ads which run at irregular intervals in the local news: 
paper. (“We don’t want to be too regular about their 
appearance,” the boys say. When they appear spasmodi- 
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cally readers are always on the alert for them.”) Reader- 
ship is high and, it is claimed, many people look for the 
Liechty ad first and, if it is running in that particular 
‘ssue, read it ahead of everything else. 

The unusual personal style of the “letters”—for that is 
what the ads really are—tleads, in many cases, to greatly 
heightened curiosity. For instance a pre-Christmas 
“letter”. headed “To Men Only” enjoyed tremendous 
readership among women simply because no lady can 
resist the temptation to read an item she isn’t supposed to 
see. The ad read: 

If any wimmen are reading this letter we want 
you to stop right now! This is strictly for men only! 
Now where were we before we were so rudely in- 
terrupted ? 

O. yea, here is the deal fellows, You know Christ- 
mas is only 75 days away and the diamond ring you 
are going to give her. . . . Well, we have a swell 
‘Lay-Away plan we would like to tell you about. It 
works the same for watches or silverware. Come in 
and select your Christmas Gift now. We have a swell 
selection. 

Don’t forget we work evenings by appointment. 

As ever, your 


SAM AND HARRY 
Can there be any doubt that many women read the ad 
and bought gifts for their husbands under the ‘Lay-Away’ 
lan? 
. Another Liechty ad, beamed for the Valentine’s Day 
trade. began: 
Say. fellas, do you know that the little fellow with 


the bow and arrow will be on the loose on Feb. 14th? 
If you happen to get hit we have the proper medicine 
for you. A sure cure! A diamond is the potent cure 
that will last a lifetime of happiness. 

Other Liechty ads, also topical in nature, were devoted 
to the “New Look” (with a mention of diamonds, natur- 
ally), Spring gardening (Spring being the ime for 
Romance), and Father's Day (“There is a forgotten 


Man’). 





INVENTORY SYSTEM TELLS STATUS AT GLANCE 
(From page 174) 


nual total on hand, sold and received, and most impor- 
tant, the “estimate for next year” for buying purposes. 

In using the sheet, when a new item is added the lot 
number section is filled out first. Taking a sterling silver 
gravy-boat as an example, its lot number is entered plus 
the minimum inventory which either of the Smalls feel 
adequate—say 114 dozen in the case of gravy-boats. 
Next is the cost, per unit, and the selling price per unit. 
In the first quarter, Sam Small Jewelry Company lists 
the amount on hand at the first day of the first quarter, 
and at the end of the quarter, lists the number sold and 
the number received. Comparing this shows the turnover 
on this particular item for the quarterly period, and the 
comparison between the amount on hand and received, 
with the “sold column” tells precisely how many pieces 
were sold. This is kept up through the four quarters of 
the year, with the amount received circled each time, 
and buying adjusted at each quarter according to the 
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sales for the quarter just past. In the annual section the 
total is made up on the amount of gravy-boats which 
have been received, the amount on hand at the end of th 

year, and total sales. From this, comparing the veal 
quarters and the total for the year, the Nashville Jewelry 
store makes up its buying estimates for the next year 

“Quite often, we find that we can easily double our buy. 
ing on a particular item with a reasonable margin of 
safety,” Mr. Small said. “We do all of our buying off the 
‘estimated for next year’ column, taking into considera. 
tion, of course, such things as present market conditions. 
the results of special promotions, etc. The chances are 
then, that we will operate with a smaller, cleaner inyep. 
tory on every item.” 

To coordinate with the inventory sheet system, all 
sales in the Small firm are broken down on the cash 
register into nine sections with one key for each. At 
the end of the day, a transcript is made of the tape in 
the cash register, on the “daily book” which gives the 
volume per day, and also furnishes the information for 
the “sold” column on the inventory sheet. The daily 
book, compared with the quarterly inventory control, 
is always kept up to date. | 

This streamlined inventory control sheet is particularly 
valuable from an advertising standpoint, according to 
the Nashville jewelers. Where sales have been low on a 
particular item in a specific quarter of the year, it is 
automatic to step up promotion of that item for that 
quarter during the following year. This is over and 
above standard advertising policy, such as newspaper 
and radio promotion of silver in June, watches in 
November, etc. “Eventually, we have determined a spe- 
cific rhythm to the advertising of each item carried on 
the control sheets,” Mr. Small said. “Wherever there 
are weak quarters on a particular item, we build up our 
advertising to compensate for it.” 

The jewelry store also keeps a complete “customer 
record” on the sale of diamonds and watches. The record 
is kept by name, cost of the item, its serial number, 
movement number if a watch, name of the style, case 
number, etc. This is a valuable service to customers in 
the event of a loss, and also helps the Sam Small Jewelry 
Store to keep a close record on warranties maintenance 
cost. 





FACTUAL INFORMATION BASIS OF SUCCESS 
(From page 184) 


Sterling goods are at the front of the case, plated ware 
at the back in a shadow-box display. 
Available beneath the built-in shadow-box, for segre- 


gating each sterling flatware pattern, are fifty-four draw- 
ers. Each drawer contains printed price lists for each 
pattern—personnel memorize flatware names and the 
drawers in which each item is located. 


Duplicate stock is kept at finger-tip range in conven 
ient storage bins and it is rarely necessary for a clerk to 
keep a customer waiting while searching for merchandise. 


Available for silverware shoppers is a Towle display 
table equipped with seating accommodations. Another 
handsome display mechanism was recently installed as a 
convenience for silver buyers. Borrowing twenty styles 
of dinner plates from a local china house, the store 
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matched them up with silver patterns on a 20-inch slanted 
display mechanism. Covered with burgundy velvet vel- 
our, silver is prevented from sliding off by plastic strips 
‘1 the lower portion of the display. Thus, the store’s 
clientele can view table settings and patterns from other 
artments. 

"Taaah as the Kendrick firm doesn’t stock china, and 
the china firm doesn’t sell silver, this loan was negotiated 
merely by acknowledging the china firm’s courtesy in 
furnishing the plates in small letters on the display. 

“We always show the dinner size knife and fork in- 
stead of the luncheon with this display,” declared Mr. 
Kendrick. “because it presents an opportunity to sell 
both sizes. With this setting we use a butter plate and 
sterling goblet which harmonize with the over-all pattern. 
Sales are running particularly high in the dinner sizes.” 

Adjoining the Kendrick store is a popular Louisville 
movie house. The heavy after-hours traffic generated 
by this theater provides an extra incentive to keep the 
store well-lighted, in apple pie order, and to arrange 
special displays designed to capture movie-goers’ atten- 
tion. With twelve 200-watt recessed ceiling lights and 
four 500-watt reflector fixtures, the store presents a strik- 
ing nightime appearance. Wallcases and showcases are 
fitted with tubular fluorescent lighting. 

For the benefit of the theater crowd, a card table is 
placed directly behind the big glass door. Changed every 
evening, the table is decorated with a complete setting 
of silver. dinner plates and serving dishes, and is touched 
off with a selection of other tableware essentials. 

Store windows, thirty inches deep, are made of 90- 


degree arched, bent glass. Sides are mirrored, giving a 
half circle appearance. Window backs, of transparent 
glass fitted in metal frames, may be raised and lowered 
from the inside. Velvet velour, in matching colors, and 
appropriate to the season, is used in these windows. One 
window, devoted permanently to costume jewelry, is a 
splendid drawing card with the movie traffic. 

Says Mr. Kendrick: “It is not unusual for the porter 
to be interrupted, while performing his early morning 
chores, by a voice on the phone inquiring the price of a 
certain piece of costume jewelry, then requesting that it 
be laid away until he comes in. His wife, or girl friend, 
the caller often adds, saw it while on the way to the show. 


RELIGIOUS DISPLAY POPULAR 


Perhaps no single window display technique at the 
Kendrick store ever clicked so decisively as the Good 
Friday display. 

All merchandise was removed from the window and 
a 150-year old family Bible, reposing on white velvet, 
was opened to a page describing the Resurrection, with 
passages lightly underscored with red lead pencil. With 
a potted lily at the top, flanked by several sterling candle- 
labra each holding three candles, the basically simple 
but tasteful and appealing window elicited considerble 
comment, 

“Directly, it sold no merchandise, but the attention it 
aroused made us the center of attention for a while,” 
said the jeweler. “We used the same idea, effectively, at 
Christmas, turning the pages of the Bible to a part de- 


scribing the Birth of Christ.” 
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Silverware shows, staged by Miss Elizabeth Hj}] at 
home economic classes in Louisville schools, are a phase 
of the firm’ plan to indoctrinate young people with , 
taste for fine silver. A member of the store’s staff, Miss 
Hill explains the origin of designs and displays three 
old coin spoons which symbolize three phases of the 
growth of the Kendrick firm. These are stamped “Lemop 
& Kendrick”, “Wm. Kendrick’, and “Wm. Kendrick & 
Son”. At the conclusion of her lecture, Miss Hill arranges 
a series of place settings in popular patterns. 

“The girls like to handle each piece,” Miss Hill saiq 
“I show them pieces in Pacific silver cloth rolls and 
inform them that we always deliver place settings in this 
tarnish-proof roll. I add that if they buy six or more 
settings, the store presents them with a chest at no 
charge. At the end of the talk,” she added, “TI tell the 
young ladies that I meant to bring along a sample 
souvenir bottle of polish, but since I didn’t know how 
many to bring, I think it best that they come into the 
store and ask personally for their bottle. “Without fail, 
at least some of the girls from each class come in. We 
take advantage of the occasion to show them around, and 
familiarize them with our merchandise. Often a young 
lady decides to get started on a silver pattern right away 
and buys one or two pieces.” : 

Promotionally, long-range newspaper advertising and 
space in high-class monthly publications get most of the 
five percent advertising allocation. Eighty percent of the 
sum goes for space in a Sunday rotogravure section with 
high readership. 

In the spring and summer of 1947 the firm initiated 
an advertising campaign in twelve county newspapers, 
some covering a territory 150 miles from Louisville. 
This promotion prefaced the insertion of an 8-page 
supplement in the Sunday roto, which boasts a circula- 
tion of 300,000. 

The Kendrick firm sells few diamonds price-tagged 
under $100 simply because the store is geared for a 
higher-income clientele. Diamond sales fall mostly in the 
$300 to $350 bracket although the figure is often in a 
considerably higher price range. 

‘“‘We take care to present complete product-information 
concerning each stone—discussing quality, clarity, color 
and cutting,” declared Mr. Kendrick. “We make generous 
use of the Diamondscope and Diamondlite in assuring 
a customer that our assertions are accurate. We under- 
line in sales relations that we are Registered Jewelers 
of the American Gem Society. 

“Our customers tell us that our selections of gem 
stone rings, such as star sapphires, rubies, emeralds and 
catseyes, are the finest in the area.” 





ADS WIN HONORS FOR JEWELRY FIRM 
(From page 186) 


Vindicator and the Warren Tribune Chronicle. Two ex- 
amples of the advertisements used in this campaign 
appear on this page. 

Commenting on the series in a special issue devoted 
to the 1947 award winners, the editors of Advertising 
and Selling said: 

“Many national advertisers—with advertising ap- 
propriations that reach into millions of dollars— 
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for “social force” advertising. Rarely, however, do 


we find a small local advertiser—with an adver- 


tising budget that runs in the low thousands—quite 
willing to divert part of his funds into selling some- 
thing aside from his product. Here is one of those 
rare cases. 

Representatives of both the Best firm and the adver- 
tising agency responsible for the final series were present 
at the banquet at New York’s Waldorf-Astoria Hotel in 
March when the awards were presented. 





A BAND WAGON NAMED PROFIT 
(From page 190) 


hearted. I know the jewelry business and, consequently, 
my business, depends to a great degree on the sale of 
wrist watches. I know that every time a watch is sold 
there’s an add-on possibility for a smart jeweler to sell 
a new watch band. And I also know that the more wrist 
watches worn, the greater the replacements on watch 
attachments become.” 

Roberts nodded. 

“Finally,” continued Davis, “I know that with the 
right technique 8 out of 10 watch repair customers can 
be sold either a new leather strap or a new metal attach- 
ment.” 

“Eight out of ten is a pretty high percentage,” said 
Roberts. “What makes you so sure it’s right?” 

“TI know it’s right,” insisted Davis, “because dozens 
of my customers regularly hit that average.” 


have earmarked a good portion of their expenditure 
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“You said something about the right technique. What 
did you mean by that?” asked Roberts. 

“Let me ask you a question,” countered Davis. “What 
does your watchmaker say when he hands a repaired 
watch to a customer?” 

Roberts scratched his head. “I’m darned if I know.” 

“Well,” said Davis, “suppose he told him that now 
that your watch will run like new I can show you how 
to make it look like new. What do you think would 
happen?” 

“I guess he could sell him a new watch band,” ad- 
mitted Roberts. 

“Exactly,” Davis retorted. “But he doesn’t say that 
and, if you'll pardon my saying so, it’s your fault.” 

“My fault!” exclaimed Roberts, indignantly. 

“Yes, your fault. The trouble with most of us is that 
we got soft during the lush years when a salesman didn’t 
have to sell. Merchandise sold itself. But the smart opera- 
tors today, recognizing that consumers are buying differ- 
ently, also recognize they must sell differently. And 
they’re again training their clerks to realize that a little 
sale is as important as a big scale. All of us know these 
things. We just need to be reminded of them.” 


“You’re right,” said Roberts, a little self consciously 
in the face of Davis’ analysis. “Do you have any con- 
crete suggestions?” 

“Well,” replied the salesman, “there’s one little trick 
many of my customers are finding successful. They’re 
giving the watchmaker and the boys behind the counters 
$.25 for each watch band they sell. Why not try it for a 
month? I’m positive you'll be amazed at how many 
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more watch attachments will move out of your store” 

“It’s worth a try,” agreed Roberts. “Can’t lose any. 
thing by it.” 

“And there’s something else you can do to make the 
customer as well as your clerks watch band conscioys” 
continued Davis. “Display watch bands near your watch 
repair counter. I’ve been looking over the store since | 
came in, but I’m darned if I can see any watchbands” 

Roberts bent down behind the counter and pulled oy 
several boxes. “I’ve got plenty of watch bands down here 
in these boxes and drawers,” he said. “And I’ve got some 
of those books you people send me for keeping stock.” 

Evans smiled. “That’s fine for keeping stock,” he said. 
“But you're in business to move merchandise, not to 
keep it. The best way to sell something is to show it. 
And a mass display which suggests the product to ‘the 
conumer is the best way to show it.” 

“But gosh,” answered Roberts, “I can’t display every. 
thing. I don’t have the room.” 

“True,” agreed Davis, “which is all the more reason 
you should display that merchandise from which you 
can realize the greatest profit. Watch bands pay for the 
small display space they require with a mark-up as high 
as 150 per cent.” 

“Never thought of it that way,” Roberts replied. “But 
then I’ve never seen a display case developed specifically 
for watch attachments.” 

‘“That’s one of the things I want to show you,” retorted 
Davis. “My company has developed just such a fixture 

, _ with fluorescent lighting, plate glass, velvet, fine wood 
Each ALTON Watch 1S and so forth. But first, let me suggest something else.” 


“Go right ahead,” said Roberts. “So far your sugges- 
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| Beautifully Boxed, tions have been mighty good.” 
| “Well,” said Evans, “I think you ought to promote 
| Cased and Timed In U. S. A. watch bands as a traffic builder.” 
“A traffic builder?”’ questioned the jeweler. “In what 
way?” 


“In every way. Forty million jeweled watches must 
require watch band replacement sooner or later, And 
here’s something interesting—a recent survey showed 
that almost $100,000,000 at retail in watch bands was 
sold last year in this country.” 

Roberts’ mouth hung open. “A hundred million,” he 
repeated, as if he found it hard to believe. “That ain't 
hay.” 

“T’ll say it’s not,” replied Davis. “But to my knowl 
edge, there’s not a store that couldn’t sell more watch 
bands even though several of our accounts do up to 
$100,000 a year.” 

“I’d sure like to get some of that volume,” said Rob- 
erts, wistfully. 

SEND FOR OUR LATEST 1948 | “You can,” answered Davis, “simply by appealing to 
ILLUSTRATED PRICE LIST. consumer demand, both active and potential, in your 

windows and in your advertising. And speaking of 
windows, let’s take a look at yours.” 

Roberts agreed and the two men walked into the street, 
squinting as the sun hit their eyes. The window dresser, 


Weksler & Goodman, Ine. whom Davis had seen, was gone. 


| “There,” said Davis, waving at the windows, “there 
5 South CHICAG aren’t half a dozen watch bands in your entire trim.” 
Os Roberts nodded. ““What do you suggest?” he said. 
Wabash Ave. ILLINOIS Davis studied the windows for a moment. “I’d say to 
line the side walls with mass displays of watch bands, 
using several dozen on velvet pads. And in the copy 
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captions above these trims promote your watch repair 


business. 
Thev went back into the store where Davis opened his 


sample cases. Roberts looked over the items. “I'd like 
to give you some business in return for the ideas you’ve 
suggested,” he said, “but, frankly, ’ve got a good stock 
on hand.” 

“Mr. Roberts.” said Davis, “as long as you agree with 
the ideas I’ve brought forth, I think when you put them 
to work you'll find you have less stock than you imagine.” 

“What do you mean?” inquired Roberts. 

“Well, suppose you put two dozen bands on nice rich 
display trays, which my company provides, going verti- 
cally up the side walls of both your windows. That takes 
care of four dozen. Then, suppose you take another 
dozen and put them on some of those old ‘lumpies’ which 
haven't been moving. And then another dozen for the 
illuminated display fixture I’ve shown you. That doesn’t 
leave much. does it?” 

“No. it doesn’t,’ agreed Roberts. 

“And don’t forget.” continued Davis, “you should 
have a well-balanced stock. Sales are too hard to get 
these days to lose one by not having the right item at 
the right time.” 

“T guess you're right,” said Roberts. “I seem to need 
a few fill-ins. 

“Not only fill-ins,” responded Davis. “There’s always 
one thing you can do to create consumer interest. That’s 
to show new merchandise. I have a number of terrifically 
hot items with a tremendous amount of consumer adver- 
tising and promotion behind them.” 


Before Roberts could answer, a customer entered -and 
walked to the watch repair counter. The jeweler excused 
himself and moved to wait on the girl. A moment later 
he called to Davis: “Would you let this young lady see 
some of those ‘new look’ watch bands you have there?” 

Davis took a tray over to the watch repair counter. 
The girl fingered one of the new models. “These cer- 
tainly are beautiful,” she said. 

‘“‘Now that your watch is in perfect running condition, 
why not make the watch look like new, too?” suggested 
Roberts. 

“All right,” said the girl. pointing to a band. “Do you 
have this one in white?” 

“Not yet, miss, but we'll have it shortly. I’m ordering 
it today.” 

“Oh that reminds me,” said the girl. “You have my 
mother’s watch here. I think it would be nice to get her 
a new band, too. This dainty snake model is just the 
thing.” 

“T’ll see that the band is attached to it before she picks 
it up.” replied Roberts. 

He thanked the giri and, after ringing up the sale, 
turned to Davis. “I guess you don’t have to say anything 
further to me. I’ve just had a perfect demonstration 
of what you’ve been talking about.” 

“You did a job of selling there,” replied Davis. “If 
you can attract enough of those kind of customers 
through your repair department, you’re bound to find 
some who'll buy watches.” 

“No doubt about it,” returned Roberts. “You’ve really 
been a great help and I want to thank you.” 
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32nd Degree Consistory 32nd Degree 
Masonic Ring Masonic Ring 


32nd Degree Eagle 
Masonic Ring 
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32nd Degree 
Scottish Rite Ring 


32nd Degree Eagle 
Masonic Ring 


@ ... from our extensive line of Fraternal Jewelry, noted for its accuracy, 
craftsmanship, design, finish and price. 
@ All our rings are diestruck, available in 10K and 14K, white and yellow 


gold emblems. 


Rings marked * can be made 
with Shrine, Cross, 14th or 
32nd Degree, or Knight 
Templar Emblems on shank. 


8. Scharf 


71 Nassau St... New York 7 
Tel. REctor 2-0060-006I1 





Order through your wholesaler 
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“No need to thank me,” said Davis, 
my job. The important thing to know is 


— part of 
that if 
on the watch band-wagon and rouse yourself aod aa 
clerks from their selling apathy, there are plenty e 
ways to make profit.” 

He took a pencil from his inside coat pocket and be 
_ writing in his order book. ™ 





BABY GIFTS MAKE WIDE CIRCLE OF FRIENDS 


(From page 192) 


_ unusual baby ring hobby which has proved to be a highly 
successful method of advertising. Each ring costs him 
about a dollar and it would be difficult to estimate 
the increased business they have brought him. From 
the middle of October, 1923, to the first of April, 1948. 
he has given away 37,169 rings. No—that wasn’t the 
spectacular growth in population in the town of New 
Castle. But every one of those births was recorded in 
he New Castle paper. 

How did that happen? Well, the Gerson hobby soon 
became dinner table talk, and every resident of New 
_ Castle who had a relative in a neighboring town, who 
_ was in the population promoting business, told that rela- 
_ tive about Gerson. Then, when the addition to the popu- 
_ lation arrived, the proud parents notified the New Castle 
| News that they wanted the birth recorded in its column. 
' Relatives in neighboring towns were the first outside 
_ New Castle itself to make the birth column. But when 
it was discovered that Jack Gerson did not draw any 
boundary lines, and that any baby, no matter what the 
mileage that birth notice had to travel to make the New 
Castle News, would still be the recipient of a ring, birth 
_ notices began pouring in from all over the country. And 
not alone this country but foreign countries as well. 

Two years after Gerson started this hobby, he-decided 
to accompany the ring by a poem in an acrostic style, 
| the first letters of each line spelling out his name. 


Just a 

Gift for your baby so cuddly sweet 

Easily fitted, a ring dainty and neat, 

Reared in happiness, health and joy 

Such is our wish for this winsome toy. 

Of future birthdays may there be ten score with 
Not one less joyful than the one just before. 


The poem is printed on a pale blue card with match- 
_ing ribbon holding the ring and enclosed in the same 
tinted envelope. Hand addressed, they are mailed to the 
_ parents at the hospital or home the day. the announcement 
appears in the local paper. The same size and color has 
been used since the very beginning and the envelope is 
quickly recognized at the hospital and immediately given 
to the mother. 


CELEBRITIES RECEIVE RINGS TOO 






A complete record of all gift rings has been kept and 
shows that in addition to the single rings given away, 200 
sets of twins and one set of triplets have received them. 
_Among the celebrities in the news who have received 
rings upon the arrival of their young heirs and heiresses 
are Dick Powell and Joan Blondell, the Al Jolsons, several 
'members of the Bernie Armstrong Orchestra, Glenn 
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Riggs, the NBC announcer now in New York, and for- 
mer members and wives of Riggs National Network pro- 
eram who visited Station KDKA in Pittsburgh. Appre- 
ciative letters have been received from these well known 
names and, in one particular case, a public acknowledg- 
ment of thanks was made over the radio which resulted 
‘na Kentucky mother writing Gerson that she was the 
mother of triplets. The jeweler immediately responded 
with a ring for each of three. That same announcement 
also brought inquiries from West Virginia, Indiana and 
Florida. 

A recent acknowledgment of a ring and baby cup sent 
to Mrs. Shirley Temple Agar, accompanied by a photo- 
graph of herself and husband, made Mr. Gerson very 
happy. The Zavada quadruplets’ parents of Latrobe, 
Pa., have also thanked Mr. Gerson for the four rings re- 
cently received. 

Mr. Gerson’s files of thank-you letters is most inter- 
esting. Many carry the similar sentiment of one recently 
received in which the young mother thanked him for the 
lovely ring and said that her mother was treasuring the 
one her sister had won and now outgrown. A number of 
football players, now in college, wore Jack Gerson’s rings 
when the only footwork they did was in their cribs. 


LONG RANGE CUSTOMERS 


About the greatest distance that a Gerson ring has had 
to travel was to Egypt. The father of the baby was con- 
nected with an oil company there and, when the baby ar- 
rived, he saw to it that its birth was recorded duly in the 
New Castle News. One year after Gerson had sent the 





ring to Egypt the parents walked into his store in New 
Castle. They had come back to this country for a visit 
and had waited until they reached Gerson’s store to pur- 
chase some silverware from him to take back to Egypt. 
On another occasion a ring was sent to a mother in Cal- 
ifornia. One day a nicely dressed woman walked into 
the store and after looking at Gerson’s display of watches, 
purchased a $100 Bulova. She then told Mr. Gerson: “I 
have been waiting seven months to come back here to 
buy this watch from you—you who sent a baby ring all 
the way to California when my child was born.” 

Mr. Gerson considers the most interesting incident in 
connection with his hobby, the one which happened at 
the time of the birth of his first child. When his wife 
asked him what kind of ring he was going to give his 
young daughter, he answered: “The same ring and en- 
velope I have sent to thousands of other babies.” And he 
did. Mrs. Gerson still treasures as keepsakes the two rings 
which were sent to their two daughters, exact duplicates 
of those sent to parents all over the country. 

When Jack Gerson started in business, he had his 
policy all worked out. He intended to be honest with him- 
self and with the people to whom he would sell, and to 
buy quality merchandise which would be easy to sell to 
all who came into his store. This business platform, 
backed by his unusual hobby that has proved invaluable 
as a perpetual advertising campaign, has brought him 
phenomenal success. Two brothers who had been working 
for him, through his financial help and efforts, have 
now opened their own stores, built on the same principle. 
They are both enjoying similar successes. There are now 
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Both cases and movements 
are made completely by 
Herschede, creators of 
fine chime clocks for over 
three generations. 
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—"¥, that look and 
oo act the part 
Successful leaders must be out 
of the ordinary. Beautiful in sight 
and in the sound of its chimes, 
with its swinging pendulum 
creating flickers of light and a 
sense of life, a Herschede 
Chiming Floor Clock is unique, 
impressive. It commands the 


attention of those who seek and 
choose the unusual. Feature, as 


this most distinctive home pos- 
session. Attract the patronage of 
the discriminating, the influen- 
tial. Write for complete catalog. 
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No. 217 (illustrated) is a highly favored 
Colonial design. Honduras Mahogany. 80” 
high. Westminster or Westminster, Can- 
terbury and Whittington chimes. 





four stores based on this policy and hobby, located at 
Sharon, Beaver Falls and Ellwood City. 

Several jewelers have written Gerson asking permission 
to use his idea of the gift baby rings. He has always 
granted their requests but has not been too enthusiastic 
about the way some followed it through. Instead of mail- 
ing the ring to the mother immediately, some have sent 
postcards telling the parents to call at the store for the 
gift. Mr. Gerson considers this too commercial and 
knows that some parents would not respond. His way 
is more of a hobby and makes for friendlier relations. 

Gerson’s hobby has grown to such proportions that 
today, even if he desired to stop it, he couldn’t. Parents 
would swamp him with calls wondering why their newly- 
arrived little hopeful had not received a ring. One thing 
that delights Mr. Gerson is the fact that the children are 
told, when they are old enough to understand, just where 
that ring came from, and in that way, not only the parents 
but the children themselves also become Gerson’s friends. 
Many calls come from parents asking to buy a second 
ring as the child had lost the one originally given. Gerson 
will not sell the ring, but makes a second gift. For the 
past six years he has been selling hundreds of diamond 
engagement rings and wedding rings to the very persons 
whose first gift was a baby ring from him. 





LOW BUDGET ADS CONSISTENT WINNERS 
(From page 204) 


that his is a small operation. The big stores can over- 
whelm the reader with the very size of their advertis- 

















ing efforts. They can batter down his sales resistance 
with dominant space and smashing headlines, jf need 
be. They can entice the money out of his pocket book 
with excellent photographs and drawings of the mer. 
chandise, and wheedle him into the store with profes 
sionally-written advertising copy. 

Against these advertising angles, the small jewele, 
sometimes looks helpless. Competing with a big oper. 
ator is the perennial problem of the small jeweler, th 
small manufacturer, grocer, butcher, baker and candle. 
stick maker. 

What has proven a very effective solution in his cage 
is Frank Babb’s idea of personalizing his advertising. 
Many customers care little about which store they enter. 
It’s hard to get enthusiastic about, or friendly toward, 
a cold, impersonal company. 

“But you can get friendly toward a person, as you cap. 
not in the case of a company,” Mr. Babb says. 

“Moreover, a person is more easily remembered than 
a company. Joe Customer may read the ad of Smith's 
Jewelry Store, make a wrong identification, and go into 
Jones Jewelry Store to buy the watch he saw in Smith’s 
advertisement. He is not likely to make that mistake about 
a person. People stick in our minds when objects, in. 
stitutions and companies are forgotten. 

A typical Frank Babb advertisement is small—but it 
packs plenty of selling punch. All are one column wide, 
The length varies from two to five inches, all small space 
insertions. 

At the top of each is a photograph of Frank Babb. 
Instead of saying that the store has something to offer, 
the ad personalizes the offer by pointing out how Mr. 












6022 





UNRETOUCHED PHOTO 


( : his new ring by Church, of the 


medium size and weight preferred 
by many men, set with the famous 
Linde synthetic star sapphire or 


ruby, is available in either yellow 





or white 14 K. gold, with or with- 





out diamonds. 
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Babb, identified by his photograph “Has another special 
offer.” | 
The copy is always short and snappy, and puts over its 
selling punch without any waste of words. . 
In one case. under the photo and “Has another offer” 
caption, the copy read merely: 
“WEDDING RING SET. 3-diamond wedding ring 
with sparkling diamond engagement ring. Regular 
$79.50 value, only—$59.50. Easy budget terms.” 
“Dependable, fast watchwork . . . the same story 
as always with Frank Babb, the Certified Watch- 
maker, located on the ground floor, Irwin-Keasler 
Building on Ervay.” 





THE AD-VISER 
(From page 202) 


women? Which is better—the right or the left hand 
side of the page? Is the front or rear section better 
for your business? 

If you are a good customer at your local newspaper, 
testing should be an easy job. Merely arrange with the 
advertising manager to have your ad placed in a different 
position each week. He may charge you a little extra 
for this privilege but it will be well worth the expense. 
Your sales will reveal which position is doing the very 
best job for you. Generally, right hand sides of right 
pages are best for retail jewelry ads. The outside of any 
page is usually better than the inside. Back pages are 
often preferred to center pages. However, these rules are 
flexible and frequently change with business conditions. 


Once you have determined which position is best for 
you, try to maintain your place. Not only will it attract 
the maximum amount of customers, but also readers will 
become accustomed to seeing your ad on that page. 
Eventually, they will actually look for it. 

4. Seasonal Variation. What times of the year are best 
for advertising? Should one “push” seasonable items 
which ordinarily sell very well anyway during certain 
months? Is it possible to create sales of non-seasonable 
items when people do not ordinarily buy them? 


Very often answers to these questions can be found 
in the individual retailer’s experience. In most cases. 
it is best to advertise items which normally sell in season. 
A little extra sales promotion and volume can be in- 
creased. However, this rule, too, varies in individual 
cases. 

Nevertheless, certain items are salable the year round. 
For these, testing over an entire annual period will tell 
you which season is best to promote them. However, be 
sure that conditions are similar every time you run 


the ad. 


It is well to remember that nothing in advertising or 
business is stagnant. There is constant change taking 
place. These changes occur in public tastes, in trends, 
even in advertising rules and ideas. Consequently, testing 
must be almost continuous so that your advertising can 
adapt itself to these changes. However, there is one rule 
that will never change: 


Before spending advertising money on a large scale, 
always test on a small scale. 
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An Inutation 


TO 


OPEN HOUSE 


ON 


JUNE 18th 


A cordial invitation is 





extended to visit our 


NEW SHOWROOMS 
AND OFFICES 


914 WALNUT STREET 


Louis SICKLES 


PHILADELPHIA 5, PA. 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside- 
answered in this department each month by Miss Vervinsa Date - 
America’s topnotch display experts whose talents have been heiame of 
a focus on the jewelry field. Miss Dixon is already well known to JC 
readers as the author of many stand-out articles on jewelry store por eg 




















a ago I saw a display gadget for water proof 

watches which attracted an enormous amount of at. 
tention and was very effective in selling watches. I wonder 
if you can tell me where a similar unit can be obtained 
or any information as to the working plans, The appear- 
ance of the display was that of an ordinary water faucet 
suspended in air with water running from it into a glass 
bowl or trough containing a number of watches. The 
optical illusion of the constant stream of water without 
visible pipe connections was an excellent eye-catcher.— 
Sr Ss. 

Answer—The working principle of the display you 
describe is that of pumping the water in the bowl or 
trough up through a glass tube into the faucet and then 
allowing the water to flow back down over the tube and 
so concealing it from notice. A miniature pump concealed 
behind or beneath the glass bowl does the work. With 
this information, maybe you can find someone who can 
make up such a display for you locally. If not, the 
Diorama Corporation of America, 410 East 91st Street, 
New York 28, N. Y., can make up such a unit to your 
specifications. 


HAVE seen a case lock for jewelry store show-cases 

that locks itself when case doors slide closed and re- 
quires a key to open them, but I have been unable to 
find out who makes them. Can you give me the names 
and addresses of sources—H.N.B. 

Answer—The Equitable Show Case and Fixture Com- 
pany, 700 Sixth Avenue, New York 11, N. Y., have such 
a lock which can be attached to the usual type of jewelry 
show cases with sliding glass doors. 





LEASE let us know where we may be able to get 

tapestry valances for our windows.—G.]J.5. 
Answer—Any one of the following companies in New 
York City will make up valances and window draperies 
for out of town stores . . .Abingdon Manufacturing Com- 
pany, 228 Seventh Avenue; Acme Drapery Company, 
829 Avenue of the Americas; Tucker Drapery Company, 


1133 Broadway. 
SHOPPING NOTES 


rCcry Tt IN] For planning color schemes either for your windows 


or for decorating inside the store, a new swatch book olf 
STYLE A ND 44 F colored papers put out by Color-aid, 709 Eighth Avenue, 
New York 19, N. Y., can give you a great deal of help. 
The book contains 3” x 5” swatches of two hundred colors 
arranged in spectrum sequence. Much research has gone 
| cs ; into the production of these papers with the results that 
mpstel» a \ CH Be £ the colors are particularly pure, vibrant and beautiful. 
The papers may also be ordered in 17” x 22” sheets for 
NEW YORK CITY cut-outs, paper-sculpture cr covering small display units. 
The surface is that of good oil paint finish. The swatch 
book which is priced at $3.75 may be used as sample 
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k for ordering larger sheets, but its principle use is 
ecting and combining colors for all purposes. 
Another color book which is principally useful in plan- 
‘nterior paint finishes is “The Devoe Library of 
Colors” put out by Devoe & Raynolds Company, Inc.. 
797 First Avenue, New York 17, N. Y., containing samples 
and formulas for mixing 223 variations of their ten basic 
toner colors in flat, semi-gloss, gloss and enamel paints. 
The book costs five dollars and may be ordered from the 


hoo 
as help in sel 


ning 


above address. | 
Another new paint item is the fact that Duresco, a 


water paint made in Europe for the last seventy-five years, 
i; now being manufactured in this country and is avail- 
able through the Inmar Company, 149 Broadway, New 
York 6, N. Y. This paint which covers a good part of the 
‘aterior of the Queen Elizabeth, is an oil-bound water 
paint which is completely fire-resistant, showing not even 
blistering or peeling at 1900 degrees. It can be used on 
glass, metal, brick, cement, plaster, woodwork, wallpaper, 
and is touch-dry in half an hour and washable in 48 
hours. 

The chief objection to the use of fluorescent lighting in 
jewelry stores—that of its unfriendly cold light on silver 
and other metals—has now been removed by Sylvania 
Electric Products. They are the first to produce a fluores- 
cent lamp with the warm color tone of incandescent light. 
These “Warmtone”’ lamps are now available in all popu- 
lar sizes and make possible the natural, flattering light 
which is so desirable in the display of jewelry merchan- 
dise. 

Sylvania are also producers of the color clips which 
may be instantly snapped over Birdseye reflector lamps 
to give a dramatic colored lighting effect for window and 
interior displays. The aluminum fixture which may be 
used over any R40 reflector bulb, either spot or flood 
type, weigh only five ounces and will hold any one of 
sixteen color filters of both one and two-tone hues. The 
filters are guaranteed for color fastness and against 
breakage from heat. 





Smorgaasbord Corner Attracts Attention 


A unique spot in Bullard Brothers Jewelry Store, St. 
Paul, Minn., is the Smorgaasbord Corner, where “a little 
bit of Norway” is presented with a dramatic display of 
“Rosemaling” ware. 

Just a word about Rosemaling. On long winter evenings. 
the neighbors in Old Norway gathered for song and 
handicraft work. One of the popular pastimes was paint- 
ing in oils on wood. This became known as “Rosemaling” 
which translated literally means “rose painting”, but a 
more accurate description would be “flowers as they exist 
in the imagination”. Since this is free-hand art, no two 
designs are ever exactly alike—whether they be on furni- 
ture, walls, woodwork, plates or other wood pieces. 

Adding to the attractiveness of the corner is a small 
table with scalloped apron and Rosemaling decoration. A 
small unit of the pattern used on the table is found on the 
ladder-back chairs and candelabra. Shelves at a convenient 
height for viewing and handling hold the beautiful plates 
of many sizes and designs. 

Any of these gorgeous plates can serve a decorative 
purpose as well as a practical need. Singly, or in groups, 
they look charming as wall hangings. A colorful plate as 
an adornment for a sconce, makes for originality. 
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PROOF POSITIVE 





THAT PRISM -LITE 
WILL INCREASE YOUR 
DIAMOND SALES 
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NEW DISCOVERY 


ELIMINATES HIGHER PRICES FOR 
100°, FULLY POLISHED DIAMONDS 


Illustrated above is a Prism-Lite Diamond showing a 
greatly magnified cross section with the sphere of 
everlasting brilliance, known as a fully polished 
girdle. The diamond shown underneath is an ordi- 
nary cut diamond greatly magnified to illustrate the 
girdle ‘‘dead’”’ spot. 

The resultant glow from Prism-Lite greater brilliance 
creates an aura of light which gives a definite illu- 
sion of greater size to the diamond. 

Let Jenkins & Sons and Prism-Lite Diamonds build 
up your diamond sales and profits. 


COMPLETE INFORMATION 
AND PRICES ON REQUEST 





WHOLESALE JEWELERS — ELECTRICAL DISTRIBUTORS 
LYNCH BLDG., JACKSONVILLE 2, FLA. 


Born in the South . . . Raised in the South . .. Serving the South 
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CRYSTALLOGRAPHY FOR JEWELERS 
(From page 180) 





| dodecahedrons or octahedrons (Figs. 8, 9) as a rul 
| though there is often a slender band of prism face, 
_around the center, the guide to the orientation al 
recognition of such a crystal. An apparent cube, result. 
ing from the perfectly possible combination of a short 
prism and the basal pinacoids, does not appear to exist 
for the base is almost unknown in zircon crystals, 


Fig. 9. Bipyramidal habit 
zircon crystals resembling 
an octahedron. 


i 


. Many of the most important gem minerals are grouped 
in the hexagonal system and its subdivisions. First. be. 
cause of its complete development and full hexagonal 
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PS Quality Watch Cases | Fig. 10. Completely Fig. 11. Typical doubly 


- developed aquamarine laminated aquamarine 


° ; : | crystal from Southwest crystal. 
Since 1920 - ,— 


_ symmetry, comes beryl, which ranges from long, slender 
prismatic six-sided needles (Fig. 10) to flat six-sided 
plates. The robust hexagonal prism with a flat basal 
termination and some truncating planes along the edges 
is the commonest and most unmistakable beryl habit 
(Fig. 11). It has been noted that the pink morganite 
‘or colorless variety, is most commonly short prismatic 
to tabular (Fig. 12). Emeralds range from slender 


needles to short prismatic crystals. Tabular aquamarine is 


APEX WATCH CASE MFG. CO. so rare as to be noteworthy when found. 
oe 7 . : The trigonal division of the hexagonal system is well 
.304 EAST 45th ST. « NEW YORK, N.Y. 


represented in the jewelry stone field. First, we may 
consider the corundum group, which likewise has very 
varied representatives. The Ceylon crystals are fre- 
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‘ly long bipyramids (Fig. 13), drawing themselves 
a good point. On the other hand, the Kashmir lhe of 


crystals are shorter, but similar in habit, ending in a 


basal plane (Fig. 14). Many of the Australians are SA qt ES TO C0 of * 
4 a 8 &@ 
Fig. 12. Morganite-type of () 1 LOW W \ R Ii by P () () l ) 


| ’ 
beryl crystal. | lt i] 










short prismatic, with quite large bases (Fig. 15). The 
Montana crystals from the Missouri River are very 
short prisms (Fig. 16), and the Yogo Gulch crystals 
are thin plates, without any prismatic development (Fig. 








The eye appeal in every piece of Poole ' 
i Hollow ware assures its sale. 

















It’s the Hollow ware that draws cus- 
tomers into your store and sells them 





Fig. 13. Typical doubly Fig. 14. Typical Kashmir- er 
terminated sapphire crys- type sapphire crystal. on sight. 
tal. 


17). Rubies follow along with sapphires, but the Burma 
crystals may range from medium prisms to long prisms, 
with often a set of rhombohedrons on either end. The 
North Carolina rubies are very tabular (Fig. 18). 








Fig. 15. Complex blunt sap- 
phire crystal of Australian : 


type. | 
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Every item sold, is a paying display for 
you, in the home. Poole Hollow ware 
makes customers for you and it’s na- 
tionally advertised. Ask us to show 
you the complete line. 


AISENSTEIN & GORDON, INC. 


A possible source of confusion lies in the habit varia- 
tion of the rubies and points one new aspect of the 
study of crystals. This was noted already if we recall 
Figure 4 which depicts an apparently prismatic habit 
of a diamond crystal, a mineral that obviously could 
not be prismatic except by distortion. A flattened spinel 


—_ << chet 8 =a | 
aumeeamwamm ome cau | 
ts 


crystal, with two large octahedral faces and six small ESTABLISHED 1895 
octahedral faces alternating at truncating the edges of VVA Yel (-t-te1 (-e Ol ictaaleliiiel a: 
the larger faces, could easily be, and has often been, 

mistaken for a flat ruby crystal with six alternating 712-714 SANSOM STREET 
thombohedral faces around its edge. How, then, can we PHILADELPHIA 6, PA. 








distinguish one from another? One obvious method is 
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—= SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHI 


a 


has made METROPOLITAN GEM CORP. 
a LEADER in its FIELD! 


Ruby 

Garnet 
Kunzite 
Alexandrite 
Blue Sapphire 
Rose Zircon 
Golden Sapphire 
White Sapphire 
Blue Spinel 
Peridot 
Aquamarine 
Zircon 

Erinite 
Tourmaline 


ALL SIZES FACETS + BUFF TOPS -: CABOCHONS 


Cushions 
Octagons 
Ovals 
Antiques 
Rounds 
Pear shapes 
Navettes 
Barrels 
Shields 
Hexagons 
Triangles 
Fan shapes 


Ruby Rods 


GEM STONE DRILLING 
Stones cut by Metropolitan reflect 


modern 


manufacturing methods 


that mean more profits for you. 





ETROPOLITANGe™= 


Digby 9-1523 


GEM CORPORATION 


12 JOHN STREET © NEW YORK 7, N.Y. 
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OSCAR TRILSCH 


enlarged quarters at 


366 FIFTH AVENUE 
NEW YORK CITY 1 


Factory: 
150-25 18th Avenue, WHITESTONE, N.Y. x Flushing 9-2365 


COMPANY 


announces the removal of its New 


York office and showroom to new 


New telephone LOngacre 4-3328 


We invite you to visit us and see our 
complete line of JEWELRY BOXES 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 











STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Xmas Cards 
Gift Items 


ll Right in your 
ee Be | own sfore 
Re Boge ae 









WHEN YOU BUY A KINGSLEY, : 
you get a time tested, trouble-free machine S34 | | 4 
and a reliable source of type, foil and service. (eee: & 
More than 12,000 Kingsleys now in use. 
Write for Catalog and Ideas | E>. ee 
on Monogrammed Promotions S 


Kings!eg 
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STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORMIA 








to look through the edge with our polariscope or our 
dichroscope and see if there is double refraction. How- 
ever this may not be practical, or the instrument may 


Missouri River gravels. 


<E= > Fig. 16. Stubby prismatic 
4 sapphire crystal from the 
\ io 


not be available. In this case we usually can recognize 
similar faces by their luster or their “accessories”. 
The luster of like faces is usually alike; if they have 


Fig. 17. Thin blue sapphire 
plate from Yogi Gulch, 


Mont. —= 


been attacked and etched by solutions, all similar faces 
are likely to be similarly affected. Hence, all of our 
octahedral faces will have the same luster and the same 


Fig. 18. A_ typical North 
Carolina ruby crystal. 














shape pits or the same growth mounds. The latter two 
features are what are known as the accessories and some 
mineralogists have made careful studies of such varia- 
tions of the crystal face from a true plane. 





Fig. 19. Hexagonal pattern on the base of an aquamarine crystal. 


Like faces have like accessories. The base of a beryl 
crystal commonly shows a hexagonal pattern (Fig. 19), 
while its sides show a type of pit or mound which is only 
bilaterally symmetrical (Fig. 20). The base of a corun- 
dum usually shows triangular markings (Fig. 16), while 
the rhombohedral faces may be simply ruled with 
straight lines. On the other hand, the spinel is usually 
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~NEW MODEL 


GIG Gomolite’ 


Binocular 
Simplified Dark Field 
Illumination 
Revolving Nose-Piece 
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Magnification 


For Further Information 
Write 


GEMOLOGICAL INSTITUTE 
of AMERICA 

541 South Alexandria Avenue 
Los Angeles 5 
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SODA 





+1504 P 


$78. Keystone 


14 Kt. Gold with hand chased Platinum 
Eagles. Top and side emblems in enamel. 








Heirloom Styles . 


by SCHNEIDER 


To satisfy the current 
demand for antique jew- 
elry and_ reproductions, 
SCHNEIDER presents 
individually styled rings 
and earrings to match; in 
gold, diamonds and pre- 
cious stones on a back- 
ground of French enamel. 
Send for full particulars 
of the complete line 
NOW. Address Dept. J. 


D. SCHNEIDER 
Antique and Modern Jewels 
74 West 46th Street New York 19, N.Y. 


Manufacturing Jewelers 

















Sell School Rings 
and Class Pins! 


Develop the scholastic trade 
in your vicinity by featuring 
our complete line of gram- 
mar school and high school 
jewelry. These customers are 
your future potential buyers 
of watches and diamond rings. 
Send for our catalog. 





Samples sent.on memo 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 

















8A ROSE ST. NEWARK 8, N. J. 
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ALARM CLOCKS for South America 


Long established and responsible firm 
wishes to reach an agreement with a 
reliable producer of alarm clocks to 
be assembled in important South 
American country. Best connections 
with wholesalers assured. Conditions 
to be discussed. Best references sub- 
mitted, 





BOX No. ”A., 985” c/o J. C. K. 
100 EAST 42nd ST., N. Y. C. 
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flat, often without any regular pattern, and any pattern 
hich shows on one octahedral face should show on all. 





Fig. 20. Elongated etch pits characteristic of prism faces on 
aquamarine crystal. 


Hence, by a careful examination of the surface variations 
of the crystal’s faces we can be guided in our identi- 
fications and our orientations. 


(To be continued) 





RADIO QUIZ KEEPS STORE IN PUBLIC MIND 
(From page 196) 


helped provide room for more window items, and is an 
eye-catching device,’ said the jeweler. “Our window 
engineers use plenty of vibrant-colored, expensive cloth 
in trimming. Windows are designed with a step arrange- 
ment, which is removable in sections, and which enables 
us to vary our displays.” 

The upper front window is lighted with “spots”, 
while the side display has recessed reflector lights. 
Illumination for the sidewalk level display of silver 
holloware is provided by fluorescent tubing. 

The deeply-carpeted store itself features fluorescent 
lighting, bleached oak and glass floor and wall cases, 
and a back wall paneled with a full-length mirror. Two 
front showcases feature rings and diamond jewelry, the 
next two display watches, and back of these are wall- 
cases containing ladies’ and men’s jewelry. An attrac- 
tive display of costume jewelry completes the set-up. 

The Oklahoma City store is the smallest, physically, 
in the six-store Newton set-up which has headquarters 
at Joplin, Mo., where G. H. Newton, Sr., the founder 
of the firm runs a store. Newton’s is a growing organi- 
zation. Still thriving, under the management of Mrs. 
G. H. Newton, Sr., is the store at McAlester, Oklahoma, 
which was the springboard from which the organization 
was launched. G. H. Newton, Sr., is the product of a 
St. Louis watchmaking school, while his four sons— 
Wendell, George, Jr., Leonard and William—learned 
the trade at Bradley Horological Institute, Peoria, III. 
Nationally-advertised goods, courteous and_ well-in- 
formed personnel, a reasonable mark-up, and convenient 
credit facilities—these are the ingredients that mingle 
liberally in the story of the rise of Newton’s from a 
one-store venture to a six-store network. Other stores 
are at Waterloo, Iowa; Ft. Smith, Ark.; and two in 


Joplin, Mo. | 


FOR JUNE, 1948 








iclure of iz enfection bint 


Sta 
Se 


pi. 





HESE lovely Lockets and 
Crosses are just a few of the 
many fine designs in the “Hall of 
Providence’”’ line. 


The Lockets are available in 1/20- 
12K Gold Filled, Sterling, and Gold 
Plated Metal. Crosses are 1/20-12K 
Gold Filled, Engraved, Embossed, and 
Plain. 


Locket styles include large, medium 
and baby hearts and rounds as well 
as large books, and artfully combine Sm 
hand engraving, embossing, and en- vs 
gine turning with mother-of-pearl, ‘se 
genuine diamonds, crosses, cloisonné, 
and 3-tone coloring in an unlimited 
choice. 

RETAIL PRICES RANGE FROM 69¢ TO $5.95 


Ask your wholesaler to show you the Hall line 
which also includes .. . 


e WATCH BRACELETS e HOOP EARRINGS 


e MATCHED BRACELET AND LOCKET SETS 
FOR LADIES 


e “DOLLY-DEB’ SETS FOR CHILDREN 
SOLD THRU WHOLESALERS ONLY 


COMPANY 
ne J. M. 
‘\ o PROVIDENCE 


dowelers Since aati 
GJ ya HODE ISLAND 
PROVIDENCE 7. ene 
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Member The 


Jewelers 
Board of Trade 


Siloette powelry Sea 


Manufacturers 


of 
14 K Yellow Gold Carvings 


Exclusively 
Fad oe es foes 
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YOU ARE INVITED TO SEE 


Lhe Mou Collechivr of 


boworll 
























NATIONAL ASSOCIATION 
OF CREDIT JEWELERS SHOW 


loled Glevens 


CHICAGO—JULY 26th TO 29th 














BOOTH NOS. 132-133 
EXHIBITION HALL 







30 E. 2nd Street, New York 3, N. Y. 
Telephone: Orchard 4-2837 






Hotel Headquarters—Stevens Hotel—Room 502 








The Wadsworth Watch Case Co., Inc., Dayton, Ky. 


J, 9 SL SALESMAN 
O ncvrease ates | ... to represent manufacturer of diamond wed- 


PACKAGE IN DISTINCTIVE JEWELRY BOXES |_| ding rings. Must have experience and following 
among wholesalers. Excellent opportunity for 
|| atop notch man. No objection to non-conflict- 
ing line. Must have Southern residence to cover 
all Southern States. 


| BRISTOL SEAMLESS RING CO. 


71 NASSAU ST. 
NEW YORK 7, N. Y. 
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Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 


tifully styled boxes made of gleaming plastic. EXCEL THE COLORS OF THE RAINBOW 





We will be pleased to serve you. Our packaging 


designer is always at your service for special problems. NM AN he ; NG OP AL CORPO R ATION 
GENERAL CASE CO., INC. 22 West 48th Street, New York 


WAPPINGERS FALLS, N. Y. 
N. Y. Office—1150 Broadway—Murray Hill 6-4660 





Phone: Plaza 7-0622 
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QUALITY AND CONSIDERATION 
(From page 200) 


“We try to determine, through a few tactful questions, 
the price range the customer is considering,” the man- 
ager said. “We are never hungry to influence them to 
obligate themselves in a higher bracket. We are just as 
elated over the sale of a small diamond as we are over 
the larger ones. The result has been that as the economic 
standing of certain customers improved, they have come 
tack for more expensive stones. Through the generations 
this has happened time and time again at Evans.” 

Seventy-five years ago when Tom Evans opened his 
store, the Civil War was over for only eight years. 
The upstate city of Utica was just beginning to be the 
progressive, thriving city it is today. Eleven states had 
yet to join the Union. 

Evans chose his location well. It was right beside the 
large and fashionable First Presbyterian Church at 32 
Columbia St. The store remained in this location until 
1911 when it moved to 206 Genesee St. The third move 
took place about 20 years ago when the firm moved to 
the property which it now owns at 234 Genesee Street. 

Arthur Evans and his brothers were, for many years, 
active in the concern. When it was incorporated, 41 years 
ago, George H. and Charles T. Evans were also in the 
firm. Arthur is now the only member of the original fam- 
ily in the company, Charles having assumed the secretary- 
ship of the American National Retail Jewelers Associa- 


tion. 
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SWISS WATCH IMPORTS 
(From page 206) 


Jewel bearings, imported separately from watch move- 
ments, totalled 114,089,168 according to the Tariff Com- 
mission report, and assemblies, sub-assemblies and other 
parts worth $2,671,635 were brought into the country 
during 1947. 

The decrease in watch shipments from Switzerland 
does not by any means indicate that Swiss production 
is falling off. On the contrary, it is believed that the Swiss 
are maintaining their usual level of production, but that 
the reopening of their pre-World War II markets in 
other countries makes it necessary for the Swiss to divert 
some watches from America in order to care for old- 
time customers. This situation was forecast nearly two 
years ago and the figures for 1947 would indicate that 
that is precisely what is taking place. 





PLAYING CARDS RATE OWN PROMOTION 
(From page 208) 


glass shelves between standing cards, were packs of play- 
ing cards. Another recent display showed engraved in- 
vitations to silver and gold wedding anniversaries with 
double packs of playing cards of beautiful design placed 
with them. 

Promotions are keyed to accent the fine quality of 
playing cards which are offered in this department. 
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No matter how old the watch, we can give 
it that New Look... with our THREE SERVICES 


DIAL REFINISHING e CRYSTAL FITTING 
EXPANSION BAND REPAIR 


You Can't Go Astray... 
Sending Your Work Our Way 








Finest Workmanship and Service — Since 1926 


hirk-Hich Fy, 


SINCE 1926 
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KIRK DIAL CO. 
DALLAS, TEXAS 


ALAKEA & HOTEL ST. 
HONOLULU, T. H. 


VANCOUVER, B. C. 
TORONTO, CANADA 


220 W. 5TH ST. 
LOS ANGELES, CALIF. 


657 MISSION ST. 
SAN FRANCISCO, CALIF. 


1440 BROADWAY 
OAKLAND, CALIF. 


SEABOARD BLDG. 
SEATTLE, WASH. 


UNIVERSITY BLDG. 
DENVER, COLO. 


29 E. MADISON 
CHICAGO, ILL. 


1103 GRAND AVE. 
KANSAS CITY, MO. 


717 LIBERTY AVE. 
PITTSBURGH, PA. 


15Y% HOUSTON ST. N. E. 
ATLANTA, GA. 
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1 USE THEM “@~ 
AS ASHTRAYS! 


They’re so good-looking 







—e ae | use them everywhere in 
the house—from my bedroom to 
my living room—and 


they're so easy to keep clean. 
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| USE THEM Kg 
{ 


; 


AS COASTERS! — i. 
i'm always so proud 
when I use them to serve— 
everyone always remarks 


about them—and they‘re 





so practical in their three sizes. 


yy 
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They’re wonderful . . . not 
only are they rich looking 
but | never have to worry 
about duplication—no one 


~Coastrays 


a #02/8—Coasterack—Set of 8 Coasters (02) in Sterling Silver. 
Retail Price $16.00. 
b #02—Cooster—Sterling Silver rim. Daisy design hand engraved 
glass bottom. Retail Price $1.50. 
c¢ #03/8—Coasterack—Set of 8 Coasters (03) in Sterling Silver rack: 
Retail Price $12.00. 
d #03—Coaster—Sterling Silver rim. Snowflake design cut glass bottom. 
Retail Price $1.00. 

e #1646—Coaster—Heavy Sterling Silver rim Daisy design hand 
engraved heavy glass bottom. Also with Walnut bottom in ring desian 
; Retail Price $3.00. 

(All retail prices include Federal Tax) 
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never before such opportunities 
to sell everyone’... 


* Those who “buy on impulse’’— as well againas gifts... but they'll buy them for themselves 
as well. 


— _ had Just as with any Sterling Silver product bearing the 
est opportunity you've ever ha 
Here then Is the tin PP YY century old name of Frank M. Whiting—you can 


—not only to sell more merchandise to more cus- depend on the quality, the design, the craftsman- 
tomers but to “cash in” on resulting repeat sales. — ship, and the value of Coastrays. You can promote 


as those who know what they came for. 


Your customers will not only buy them again and _ them to your customers with confidence. 
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Goldsmith and 





Silversmith Tradition since 1840 


Poank LU Wei: 
by LOA e Meriden « Conn. 


Beautfiully molded glass—in crystal or ebony — _ | 
crowned with a rich wide band of Solid Sterling ree AE 
Silver. | . 


BS sy 






#04—Tumbler Size (3”)—Retail Price $3.00. 
#05—Goblet Size (312”)—Retail Price $4.00. 
#06—Decanter Size (514’”)—Retail Price $6.00. —— <i 


(#04—Tumbler size also comes in Ruby and 
Royal Glass) (All retail prices include Fed- 
eral Tax) 


7 Registered Trade Name 
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Specialization 
Earns Title of 


“Silver Store 


by STELLA WOODALL 


HE “Silver Store” is the appellation which Stelfox, 

an attractive jewelry store in Austin, Texas, has 
earned for itself by specializing in silverware. This spe- 
cialization has, indeed, not only earned the firm the title 
of the “Silver Store” but, also, has caused the firm to 
become a progressive retail enterprise in all other de- 
partments. 

Stelfox keeps the silverware section its most prominent 
department by show-window displays, inside displays, 
and advertising. By doing this, the store has increased 
the volume of business done in other lines, such as 
watches, diamonds, gifts, novelty jewelry, etc. 

Since this store was established, in 1910, it has been 
sold two different times. But the original idea of spe- 
cializing in silverware has been carried out continuously 
by the successive owners. E. J. Palm bought the store 
in 1918, and when Mr. Palm died in 1943 Aaron Kruger 
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Display, naturally, has an 
important place in store's 
merchandising program. Spe- 
cific items which are play- 
ed up in their advertising 
are prominently displayed 
in the store's windows. 





Mrs. Gladys Hahn, head of the silverware 
department at Stelfox Jewelry Store, has 
made a comprehensive study of silverware 
so that she can answer customer queries. 


bought it, and turned its operation over to Mr. Eanes, 
the present manager. 

Silver hollow-ware is displayed in wall cases from the 
front to the rear taking up one entire side of the Stelfox 
store. Large silver trays, platters, bowls, compotes, oil 
and vinegar jugs, coffee and tea services, and beautiful 
candelabra attract the eye instantly upon entering the 
store. In front of these wall cases, artistically arranged 
in low and high display cases, are the many different 
patterns of flatware in both silverplate and_ sterling. 
Although a great amount of silverware is displayed along 
this side of the store, the effect is not crowded. Arranged 
with care and precision, the display is most effective. 

Mr. Eanes gives credit for the growth of the silver- 
ware department to Mrs. Gladys Hahn, the friendly 
young woman in charge of this section. “She has made 
a comprehensive study of silverware for a number of 
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Through successive owners, Stelfox Jewelry Store, Austin, 


Texas, has concentrated on silver merchandising and today 


enjoys a wide reputation for silverware in its locality. 


years,” Mr. Eanes said, “and she probably knows more 
about silverware than most anyone in the business. Mrs. 
Hahn selects and orders all the silverware and supervises 
the sales.” 

Upon being questioned about her work, Mrs. Hahn 
modestly replied, “I have always had pretty things, and 
I am interested in silver.” 

It is, customers find, a pleasure to go into Stelfox and 





sit at a low case and leisurely examine the various 
patterns of silverware which are patiently and compe- 
tently shown by the congenial personnel in this de- 
partment. 

Located on Congress Avenue in the capital of the 
largest state in the Union, the Stelfox Store’s display 
windows are viewed every day by thousands of passersby. 
One of these windows is devoted to scintillating silver- 
ware while the other contains items from other depart- 
ments of the store. 

“Customers come from Central Texas towns in a radius 
of fifty miles,” Mr. Eanes stated, “to buy silver from us. 
Mail orders from out-of-town customers are promptly 
filled. We have customers in San Marcos, Dripping 
Springs, Elgin, Bastrop, and other nearby towns.” 

The popularity of the silverware departments helps 
all the other departments of Stelfox, for many of the 
customers who come in for silver also purchase novelty 
jewelry, clocks, rings, and other items. 

Mr. Eanes shows more enthusiasm for the success of 
this jewelry store than most managers and many owners. 
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“We feel that we have really built up our business by 
having a large stock at all times and by carrying the 
very finest lines,” Mr. Eanes said. “We carry patterns 
from at least a dozen of the best firms in America, and 
we are constantly adding more lines to our silverware 
department.” 

As with a great many other jewelry stores it has been 
difficult, at times, for Stelfox to get silver. “But it is most 


Left side of the Stelfox store 
is entirely given over to sil- 
verware and part of the case 
in right foreground is also used 
for the display of silver items. 


important to have silver when people want it,” Mr. 
Eanes asserted, “and we make every effort to get it. For 
instance, before Christmas when we ran out of some 
items, we immediately put in long distance telephone 
calls and had the silverware we needed sent by airmail 
express.” 

Mr. Eanes explained further: “We always have a 
waiting list for silver, and as soon as the desired pattern 
comes in we telephone the customer who wants it. But 
we call customers just as they come on the list, showing 
no preference—this is the only way we can show fair- 
ness to everyone.” 

Stelfox decided to specialize in silverware because 
silver is a business that, once started, keeps growing 
year after year. Many of the customers start their pat- 
terns with from two to six place-settings and gradually 
increase their number as more are needed, or as their 
finances permit. 

Too, liberal credit is a drawing-card for Stelfox. Some 
customers pay small installments on their silverware, 

(Please turn to page 258) 
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At last...a compact unit for your 


flatware department! 

















Customer's Side 


























Salesman’‘s Side 




















International Sterling Presents 


The new Flatware Display Table (No. 1635)! $390.00 Complete with Chairs—F.O.B. Milwaukee 


ERE’S a flatware merchandiser that will help 
| I vou sell more sterling silver flatware! 


Designed especially for dealers with limited space, 
L635 will really “point up” your silver department 
and be one of the most useful pieces of furniture in 
your store: 


1. [1S COMPACT! 32” high, 24” wide, 72” long. Yet... 
room to display up to 24 patterns all at once! 


2. IT’S BEAUTIFUL! Handsomely designed ...well con- 
structed. Choice of 3 woods: Walnut, Mahogany, or 


Combed Grain Oak (light finish)! 


3. IT'S SPACIOUS! 10 roomy drawers mean plenty of 
stock space. Special detachable knee-hole stock cabi- 
net with 9 extra drawers is optional! 





Plus these special features: 
e Automatic, self-lowering inclines on top section make 
display pads easily accessible. 
e Built-in rack for folders, pamphlets, and price books. 


e Built-in, full-length fluorescent light at back of case shows 
up the brilliant highlights and detailed designs of the pat- 
terns. (Alternating current only.) 


e Specially designed (2) matching upholstered chairs form 
part of table when not in use. 


@ Metal drawer pulls with pattern name holders. 
@ Display and drawer pads in maroon velvet, optional. 
@ Stock cabinet in place of chairs (additional cost). 


Order the new practical Flatware Display Table now! Your 
International salesman will be glad to take your order and 
supply you with any details. 








International Sterling 


The International Silver Co., Meriden, Conn. 
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Cooperative Ads 


10-Year Success 





In Wisconsin 






OAR TT I E78 emated 5 


We PP am Ee 





























pr EN ene PE OEE LAE lis T° LH RE, Se iP EN INI Pr 


Advertisements of this sort, sponsored 
by the Wisconsin RJA, appear regularly 
in the Milwaukee Journal's roto section. 


HERE must be something in the Wisconsin air 

that breeds a desire for innovation — initiative. 
At least as far as jewelers are concerned. For up there 
in the “Badger State’ they’ve been first with any 
number of new ideas which eventually were taken over 
in other areas. 

Take, for instance, the matter of a state-wide cn- 
operative advertising scheme. 

Back in 1938, ten years ago, the members of the Wis- 
consin RJA decided to sponsor a program of advertis- 
ing that would regain much of the retail jewelry bus- 
iness lost because such products as automobiles, radios, 
electric refrigerators, etc., were taking an increasing 
share of the consumer’s dollar. 

It was decided to build this ad campaign around the 
thought “‘Jewelry gifts are the finest gifts for every 
occasion. ”’ 

Retail jewelers throughout the state, together with 
‘ wholesale jewelers and manufacturers gladly joined in 
supporting this program financially. The first year 
proved its worth and the list of sponsoring jewelers con- 
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Shad HY God Vill 


Enduring Loveliness...Rich, Radiant, Elegant 


One of the season’s most exclusive patterns, and rapidly becoming one of the most favored 
of Lunt designs, is. the lovely PENDANT-oF-FRuIT. And how natural this is... for here is 
a pattern of unusual feminine appeal, superbly crafted, so strikingly different! Like all Lunt 


Sterling, it has a correctness of design, so important to your more discerning clientele. 


Now being distributed thro SF Chi 
> ugh A C04 } 
ne tow pot a wtthh— GREENFIELD, MASSACHUSETTS 
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For the past ten years jewelers in 
Wiseonsin have been sponsoring an ad 


campaign, the theme of which is ‘Buy 


Your Jewelry 





tinued to grow. There are now over 50 communities 
represented and each succeeding convention of the 
Wisconsin RJA voted to continue and enlarge the 
program. 

Since the inauguration of the cooperative advertising 
program, more than 150,000 lines of newspaper adver- 
tising and 1,000 radio announcements have been used 
to bring before the public the advantages of buying 
jewelry from Wisconsin jewelers. The amount of space 
available for advertising has been limited by the 
shortage of newsprint but the effectiveness of the ad- 
vertising has surpassed most expectations. 

The Milwaukee Journal Sunday Rotogravure section 
was selected as the medium that would bring the mes- 
sage to the greatest number of Wisconsin homes. The 


244 


From Your Jeweler’. 


e 3 
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tS 


The Wisconsin jewelers’ emblem is 
prominently displayed in the ad- 
vertisements run in the Milwaukee 
Journal's Sunday rotogravure sec- 
tion. Cities having members of the 
association are listed in the ad. 


creation and preparation of the advertisements were 
turned over to the service department of the paper, 
working under the supervision of the advertising com- 
mittee of the Wisconsin RJA. The 1947-48 advertising 
program calls for a twelve month selling effort with an 
expenditure of approximately $10,000 for 27,000 lines of 
roto advertising. 

The varied lines and difference in stocks of the co- 
operating jewelers makes it impossible to feature any 
particular make or line. No brand names are mel- 
tioned. However, every subscriber to the program is 
powerfully linked to the advertising. The localities of 
cooperating jewelers are featured in a number of the 
advertisements throughout the year and an_ official 

(Please turn to page 258) 
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who carries 


Watson features Foxhall in the Jurie 7 
LIFE end in the October SEVENTEEN. 


Here's a profitable way for you to tell them! 


All over the country more and more 
people are asking this question. And 
you'll get the most out of Watson’s big 
1948 advertising campaign by telling 
people in your community that you do 
carry this beautiful sterling silver. 

Check now the dates the remaining 
Watson ads run. Then, use one of the 
Watson dealer mats in your local paper 
the days the national ads appear to tie 
your store in directly. 

You can make this tie-in still more 


effective by using reprints of Watson 


ads as counter displays, and by show- 
ing Watson Sterling in your windows 
and on your counters. 

Remember, Watson advertising in 
LIFE, BRIDE’S MAGAZINE, SEVENTEEN and 
THE CHRISTIAN SCIENCE MONITOR will 
build business for every Watson dealer. 
The jeweler who gets the lion’s share 
will be the one who goes after it most 
aggressively. If you haven’t gotten the 
full set of 24 Watson dealer mats, write 
for yours today. The Watson Company, 
868 Watson Park, Attleboro, Mass: 


Nationally Known As V4 
MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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Padall 


1 8th Century Beauty 
STYLED oot rO0 


See how skillfully Foxhall’s 
18th century motif has 
been made to harmonize 
with present-day tastes 
. while losing none of its old-time 
beauty. Note how carefully Watson 
master silversmiths have cut the grace- 
fully ornamented border. Let us show 
you this outstanding Sterling... at 
surprisingly moderate prices. 





(YOUR NAME HERE) 
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CHECK THE DATES 
WATSON STERLING ADS RUN! 
IN LIFE: half pages June 7, Sept. 6, Oct. 4, 
Nov. 8 


IN BRIDE’S MAGAZINE: two-color pages Aug. 
15 and Nov. 15 

IN CHRISTIAN SCIENCE MONITOR: ads on 
June 12, Sept. 11, Oct. 2 and 23, Nov. 20 


IN SEVENTEEN: half pages in June, Septem- 
ber, October and November 
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‘Extra Push’ on Dinnerware 






Results in Need for Separate Shop 





UTTING a little extra effort into dinnerware and 

glassware promotion during the past few years 
has proven so successful that the program necessitated 
a complete new dinnerware, glassware, and gift shop, 
which was recently completed at the rear of the Myron 
E. Freeman & Bro. jewelry store, Atlanta, Ga. 

Between 70 and 80 patterns of outstanding open- 
stock dinnerware from both foreign and domestic manu- 
facturers are featured in the new Freeman dinnerware 
shop, which is advertised as “‘the largest china and gift 
shop in the oldest jewelry store in Atlanta.’ Situated 
in the rear of the store, with 30 x 20 feet of space, the 
gift shop is modern in every way, but nevertheless ad- 
heres to the remarkable hand-carved mahogany wood- 
work which creates much attention elsewhere in the 
store. 

Development of the new gift shop has been based 
on a novel clipping service whereby the Freeman store 
extends record-keeping on engagements and marriages 
in the Atlanta metropolitan and trading area much 
farther than usual. “‘ We decided several years ago that 
it was senseless to keep a record only of those engage- 
ments in which we serviced the prospective bride with 
her sterling, dinnerware and glassware,’ Beaumont 
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A corner of the new gift shop of Myron E. Freeman & Bros., Atlanta, 


Davison, manager of the store, indicated. ‘* While the 
ordinary Bride’s Book is useful for maintaining gift 
sales in connection with a particular bride, it actually 
represents only a very small segment of the potential 
market. Therefore, we have adopted a plan whereby 
one of our employees has the responsibility of closely 
scanning all newspapers published in Atlanta and sur- 
rounding communities, and cutting out every wedding 
or engagement announcement to be pasted up alpha- 
betically in a large looseleaf binder which we keep for 
the purpose. It doesn’t matter whether the prospective 
bride is a customer of ours or not — what we are look- 
ing for is merely a continuous, accurate record of all 
engagements in the area, which will be useful to the 
general public in buying gifts for the couple. Our 
theory is that due to our long service to the Atlanta 
market, it is almost certain that at least some of the 
friends of any newly-engaged girl will be buying wed- 
ding gifts in our store — and we want to be able to pro- 
vide them with the proper information to increase that 
possibility.” 

Thus, clipping more than 50 such engagement al- 
nouncements from western Georgia newspapers every 
week, the Freeman store has a rich “mine of informa- 
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tion’”’ which has demonstrated itself immensely valu- 
able. “Of course, when the clipping is first pasted up 
in the looseleaf book, it merely records the name of the 
bride-to-be, and usually the name of the husband, with 
only the address of the prospective bride given. How- 
ever, aS soon as a customer comes in, and states that 
they wish to buy a gift for a wedding, and gives the 
name of the person for whom it is intended, the chances 
are that we can look it up quickly in the looseleaf 
folder, and if the customer is not already in our Bride’s 
Book, we can telephone, get the name of the pattern of 
china, glassware, sterling hollowware, sterling flat- 
ware, etc., which the bride has chosen, and thus render a 
real service to both the bride and the wedding gift cus- 
tomer. Many of the latter come into the store think- 
ing that the bride has made her selection here, although 
it actually may be another store many miles away which 
has listed her in their Bride Book. We attempt to get 
complete information on each one by telephone, letter 
or any other contact, and to enter this permanently 
under each clipping for use later on. Thus, it is not 
long before we have a complete dossier of important 
information about the prospective newly-wed, which 
allows us to service their friends just as if we had at- 
tracted the bride’s business in the first place.”’ 

While it would be easily possible to utilize the clip- 
pings as a basis for direct mail addressed to the bride, 
the Freeman store does not do so. “We do not want to 
run the risk of irritating the customer with a bom- 
bardment of direct mail,” Mr. Davison said. “As I 
outlined above, the whole idea is merely to be able to 
service their friends. A lot of people are familiar with 
this plan now, and know that even if a newly-engaged 
couple makes the announcement in a city 25 or 40 
miles distant, the chances are that we have all the in- 
formation required to buy an appropriate gift.” 


expensive gifts. The most striking architectural fea 
ture is the series of separately-illuminated “ shadow. 
boxes”’ above the wallcases, 31 of which are utilized to 
show fine antiques which will be emphasized by the 
store in the future; outstanding open-stock dinnerware 
and glassware patterns; «nd other gift Suggestions 
Done in dark, hand-rubbed mahogany, each compart. 
ment is lined with a quiet pastel color which brings 
out the excellent workmanship and colors of fine vifts 
‘Perhaps the biggest advantage of these elevated he 
play niches is that they are selling from the moment g 
customer enters the store,” Mr. Davison said. “By 
erecting them so high, and keeping them illuminated at 
night, they may be easily seen from the front entrance 
— thus evoking the interest of downtown window- 
shoppers during the evening hours. It has been highly 
noticeable that any merchandise which is featured ; 
these shadowboxes invariably shows an immediate sales 
increase.” 

Coincident with the completion of the new dinner. 
ware and gift department, the Myron Freeman store jn- 
stalled an impressive window display of antique china, 
porcelain, earthenware, and other table items, ranging 
back through the past century. This will be rather a 
new specialty with the store, but one for which there is 
a definite market, and is expected to be a strong ‘‘draw- 
ing card,’ according to the ownership of the store. 

One thing which Mr. Davison highly entphasizes in 
the broadened out china inventory is that the store js 
making a determined effort to provide the same interest 
for customers as do department stores. Southern de- 
partment stores, according to the management, have 
only recently been infringing upon the retail jewelry 
store's market, by installing extensive sterling and 
plated silverware departments, jewelry departments, 
etc., which have siphoned off a part of the usual traffic 


In establishing themselves as a bridal gift headquarters and a 


eenter for gift information, Myron E. Freeman & Bros., Atlanta, 


Ga.. found it necessary to set up a separate shop for this trade. 


This clipping service is operated at a service desk in 
the rear of the store, which has an “‘active file’ of en- 
gagements announced during the past 6 months, and 
a “‘dead file’? running into thousands of names, which 
extends back several years. Although many of the 
names never receive any entry as to patterns selected, 
new addresses, etc., enough of them become “‘active”’ 
to make retention of the entire list well worth-while. 
By merely telephoning to the prospective bride that 
some of her friends have been in to purchase a gift, 
and asking for her pattern selections in china, glass, 
and sterling, the Freeman store of course, builds up a 
lot of additional good-will. 

It was the excellent extra volume of sales, the return 
of new merchandise, and a desire to broaden out the 
store’s inventory which prompted the construction of 
the new gift shop. As pictured, the dinnerware and 
glassware displays are large, occupying two sidewalls 
and the entire rear of the store, with an inset niche for 
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which might be expected in jewelry stores. By broad- 
ening out the inventory, and carrying fine lines of 7 
china and glassware, the Myron E. Freeman store ex- — 
pects to counterbalance this by attracting many cus- 
tomers who might otherwise go to department stores 
for their merchandise. Thus, a large list of patterns is 
planned with something like 70 or 80 ‘‘on the books” 
or in process of delivery at present. Displays around 
the wallcases show open-stock samples priced by the 
individual piece, as well as complete dinner sets, all in 
the upper-price brackets. Incidentally, while there is a 
sincere desire to emulate the department store in a 
fully rounded appeal to customers, the jewelry store’s 
price lines will be substantially higher, “‘starting where 
department stores leave off.’’ Glassware, similarly, is 
from nationally-advertised, butter-price manufac- 
turers, and as much attempt as possible is made to pro- 
vide pieces which will not be easily duplicated. 
(Please turn to page 259) 


THe JEweLers’ Circurtar-K EYSTONE 























C8 eee rir 4 hr Ur lf does make passers BUY 


SILVERSMITHS. 
this replica of an Antique English ensemble... 





Miniature covered 
vegetable dish and 
well & tree platter? 
A TRAFFIC BUILDER 


AT A TRAFFIC PRICE? 

















Packed 12 sets : 
to a carton. 











° SIZE... vegetable dish........434" x 354” Bee 
oe soe & tree platter: 5" x 3% yn ee 


* EXTRA HEAVY ‘SILVERPLATE _ on heavy 


< AUTHENTIC ENGLISH STYLING from Ca. 













— 


Write your wholesaler now ior prompt shipment 


The Canterbury Silversmiths, Ine. 617 - 62nd Street, Brooklyn 20, N. Y. 
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South Dakota 





Jewelers Run 
Anti-Peddler 


Advertisements 


by DENNIS VICTOR 


This advertisement was 
run by four Aberdeen, 

D., jewelers as a 
part of their campaign 
to educate the public. 


OUR Aberdeen, S. D., jewelry firms—Gallett’s, 
Cook’s, C. A. Sauer’s and Kirkpatrick’s—have joined 
forces to run large advertisements to educate the public 
regarding itinerant silverware sales crews. 

The large three-quarter page ad bears the heading, 
in bold, black type: “A word of caution.” 

The advertisement gives a seven-point program for 
the housewife who intends to purchase sterling silver 
or silverplate, and reads as follows: 

“It has been called to our attention that silverware 
is being offered for sale in this area by house-to-house 
salesmen. As a word of caution, we would like you to 
consider the following: 

“Before you buy silverware from door-to-door sales- 
men, or anyone, compare! Compare their merchandise 
with that offered by local retail specialists in jewelry. 
Compare it as to workmanship, as to time-proven pat- 
terns or to the reputation of the manufacturer. 

“Compare price! When you buy silverware from a 
specialist in jewelry, you pay no more, and probably 
less .. . and you buy nationally known makes. 

The unique and effective advertisement goes on to 
explain to the reader that many young housewives pre- 
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A WORD OF 
CAUTION 


If You Are Buying 
Sterling Silver (or Siverpiate) 


It has been called to our attention that Silverware is being of fer- 
ed for sale in this area by house-to-house salesmen. As a word of 
caution, we would like you to consider the following: 


@ Before you buy s'lverware from door-to-door salesmen. or 
anyone. compare! Compare their merchandise with that 
offered by local retail Specialists in Jewelry. Compare It as 
to as te time-proven patterns or to the reputa- 

tien of the manufacturer. 


@ Cempare price! When you buy silverware from a Specialist 
in Jewelry. you pay ne more. and probably less... and you 
buy nationally known 1ackes. 





@ Many young wemen prefer to buy sterling by the piece or by 
the place setting ... at their own convenience. At no time 
are they compelled by a Specialist in Jewelry to sign a con- 
tract which requires a purchase each menth. 


@ Will the sterling you choese be available a few years from 
now? Matching pieces ora place setting always are avail- 
able if your sterling is created by a reputable sterling house. 
... regardless of time elapsed. 


@ Cheosing the pattern to match your dinnerware or china is 
not a decision to be made over the front deor step. Special- 
ists in Jewelry have fine silver available in patterns to comp- 
lement every taste. 








@ Your Specialist in Jewelry keeps a record of all sterling 
bought by er fer each individual. Then, when friends or rela- 
tives give sterling as « gift. the jeweler is able to help in mak- 
ing a selection that will avoid duplication. 


@ If you are giving Sterling or silverplate. remember you pay 
no more for the prestige and distinction assured by the 
name of a Specialist in Jewelry on the gift box. 


Gallett’s Chas. A. Sauer 
Cook’s _ Kirkpatrick's 
ee 














fer to buy their silverware by the piece, and it warns 
against signing a contract for monthly purchases. Door- 
to-door silverware crews in the Aberdeen area have 
been selling a monthly payment deal whereby the house- 
wife signs a contract for so many pieces of silverware 
per month. ) 

The advertisement also stresses—and very emphati- 
cally—the fact that only reputable jewelry stores han- 
dling nationally-known merchandise can promise patterns 
that will always be available. 

And here’s the punch line for the ad: “Choosing the 
pattern to match your dinnerware or china is not 4a 
decision to be made over the front door step.” 

Officials of the four firms agree that the series of 
ads have “more than paid off in combatting the travelling 
crews of silverware peddlers.” 

“I’m all for this cooperative advertisement idea,” one 
of the jewelers said. “By joining forces we can wipe 
out the threat of peddlers in the ethical jewelry business.” 


Since the ads have been running, the vast majority 
of the travelling crews have pulled stakes and left the 
Aberdeen area. The ads hurt their business! 
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RELDA 





Is it more sales... quicker sales... you're after? 












Relda Sterling and Ebony is sales-styled. 
Relda will give your display windows and 
showcases that fresh, modern appearance. 
Lovely to look at, it is the ideal wedding gift. 
Relda need only be seen to be sold! 
Write for complete catalog. 
RELDA STERLING PRODUCTS COMPANY 
43 East Palm Avenue, Burbank, California 
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Group Sales Training 





Answers Small Jewelers Problem 





Discussions, headed by competent authority, make courses interesting. 


Plan of Wichita, Kansas, jewelers for group training of sales 


foree in better selling methods is successful one for firms 


who are not equipped singly to carry out such a program. 


VERY jeweler recognizes the need for training his 

sales force in better selling methods. Few however, 
can afford expensive sales training plans. But together 
“in unity there is strength”—merchants can do something 
concrete about it. That is what the Crown Jewelry Co., 
Wichita, Kansas, did with great success. 

Who can give such training easily—and do a good job 
of it? Wichita jewelers hit upon an ideal “trainer”, and 
one whose services—usually expert—are available to 
business men in almost every community. The actual 
training was handled by the city’s biggest daily news- 
paper, the Wichita Eagle. 

The program was so outstandingly successful that this 
year it is being repeated by request. What made it suc- 
cessful was (1) intensive bearing down on sales funda- 
mentals; and (2) use of modern teaching tools to make 
the training stick in the minds of sales people. 

The course was divided into ten lessons, each going 
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by DANIEL MORRIS 


exhaustively into a single angle of selling. The ten were: 

(1). An anlysis of the profession of selling. In this 
lesson, salesperson trainees of Wichita jewelry stores 
learned that, basically, selling is nothing more than get- 
ting along with people. They were shown that selling 
can be fun by being inoculated with an enthusiasm for 
the sales profession. ““A good salesman,” explains Walter 
H. Mueller, director of the course, “gets a bang out of 
swinging a prospect over to his story. We demonstrated 
to the trainees that convincing a person can be one of 
the biggest pleasures a salesman has.” 


This lesson also gave concrete tips for improving the 
salesman’s personality. “A good salesman has a definite 
personality,” says Mr. Mueller. “His personality must be 
a likeable one. It must be forceable, but not offensively 


(Please turn to page 259) 
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YELLOW OR PINK GOLD FILLED “PACER ACE” WATCH BRACELETS 


YELLOW GOLD FILLED PINK GOLD FILLED 


The new ‘Pacer Ace” expansion watch bracelet. 
No. 1W457Y Newly styled to give a streamlined masculine appear- No. 1W457P 


ance. 1/20—10K yellow or pink gold filled top with 
ultra modern embossed stripe. Non-corrosive stain- 
less steel back and springs. Individually carded. 
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TWO TONE “COLOR —— FILLED pore ACE” SS. BRACELETS 










ee 












Pink and White TWO TONE Yellow and Pink TWO TONE 
§ 75 New, different and more attractive. The “Pacer Ace” $ 5 
men’s expansion bracelet in 2-tone combinations of 
pink and white or yellow and pink. 1/20—l10K gold 
filled top with embossed streamlined striping. Stain- 
1/2, less steel back and springs. Individually carded. 73 
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MEN’S STAINLESS STEEL “PACER ACE” WATCH BRACELET No TW ny 







Its new streamlined masculine styling makes this “Pacer Ace” expansion o. 

watch bracelet a sure sales winner. Finely made in all stainless steel with $ 25 

modernly stripe embossed top. Volume over the counter sales prove that och 
ac 


Pacer is the watch bracelet to feature. Individually carded. 
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YELLOW, PINK OR WHITE GOLD FILLED “PACERETTE QUEEN” WATCH BRACELETS 
YELLOW GOLD FILLED PINK GOLD FILLED WHITE GOLD FILLED 
No. 1W596Y—$1.75 each No. 1W596P—$1.75 each No. 1W596W—$1.75 each 


A new “Pacerette Queen” ladies’ expansion watch bracelet. 1/20—10K white yellow or pink gold filled top. 
Embossed with classic new design that will win sales. Non-corrosive stainless steel back and springs. Individ- 


ually carded. 











TWO TONE COLOR GOLD FILLED “PACERETTE QUEEN” WATCH BRACELETS 










Pink and White TWO TONE Yellow and Pink TWO TONE 
No. 00 The new ‘Pacerette Queen” with 1/20—10K gold filled $ »00 
2-tone top offers the utmost in sales appeal and mod- 
ern styling. Embossed top in new classic design in 

$0 alternating pink and white or weihets and pink com- 
binations. Non-corrosive stainless steel back and 0 
00, springs. Individually boxed. 00 








FREE ADVERTISING MATS 


PAKULA and COMPANY 





CHICAGO 2, ILL. 
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Meure Neu 


|. Electric food warmer has a separate removable aluminum 
pan which may be used for meats, vegetables, dry cereals, 
etc. Enamel-finished in four color combinations, retails 
at $6.95. From U. S. Manufacturing Corp., Decatur 70, Ill. 


2. Men's cuff links with the new "bold look" are these six 
styles from Anson Products, 24 Baker St., Providence, R. |. 
Stone set and woven models are from plated line and retail 


at $1.50 up, plus tax; others, 1/20 12K gold fill, from $5. 





3. Cultured pearls caged in 14K gold strike a novel note 
in these new earrings from Imperial Pearl Syndicate, 607 
Fifth Ave., N. Y. $200 Keystone. Other pieces available. 


4. “Two-Way” clock which by a change in position becomes 
equally adaptable for either boudoir or desk. Gilt metal 
engine-turned case. From Phinney-Walker Division of Sem- 
ca Co., 30 Irving Pl., N. Y. $7.95 retail; $8.45 in West. 


5. Choker and earrings from new cobra line of Calco Mfg., 
Co., 7 Beverly St., Providence, R. |. Also available in 
necklace and bracelet in white or Hamilton yellow to re- 
tail for $1. Choker and necklace also in lariat style. 


6. Two new expansion watch bracelets from Everfine Jewel- 
ry Mfg. Co., 157 Orange St., Providence, R. |. "Dorothea" 
for women, and "Continental" for men. 1/20 12K gold fill 
tops and stainless steel backs. Attractively packaged. 
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BOUQUET 
PATTERN 


WOODLILY, beautifully 
wrought in the simple 
majesty of a woodland 
theme 


TULIPAN, superbly designed 
in an unusual tulip motif 
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FRANK SMITH SHVER COMPANY 
GARDNER, MASSACHUSETTS 
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. candy dish 


Krome-Kraft 


smart table accessories 
in chrome and fine glass — 
nationally advertised 


; 





When gift-seekers shop for something really 
different, they naturally turn to Krome-Kraft. 
Why? Because Krome-Kraft does not dupli- 
cate anything in your store! Quality chrome 
and fine hand-made glass are ingeniously 
combined in modern table accessories of 
sparkling beauty and utmost utility. Patented 
holders protect the glass, snap off-on for easy 
cleaning. Get descriptions and prices of com- 
plete line, including beverage sets, today. 


FARBER BROTHERS 


15 Crosby St., New York City 


“Distinguished for Quality” 


Krome Kraft 
£ (NN 


FARBER BROTHERS 


condiment set 
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|. New Angelus 8-day, 15 jewel travel alarm slips easily a 
off a bar for use without genuine leather case. Comes 
in chrome with radium numerals or gilt with applied nu- 
merals. Mercury Clocks, 37 W. 57th Street, New York 19. S 





2. Saint Peter being the official custodian of the Keys, 
what more appropriate than having him guard a key-ring? 
Sterling throughout, retails for $6, tax included. From 
Parenti Sisters Jewelcraft, 97 Newbury St., Boston, Mass. 


3. Available in unembossed pigskin or tan cowhide, this 
Joy manicure implerent set for men contains seven imple- 
ments. Retails for $21 plus $1.20 federal tax. Manufac- 
tured by the Rex Cutlery Company, Irvington, New Jersey. 





4. New LeCoultre Calendar Watch shows at a glance 
time, month, date, day and phase of the moon. Available 
in an attractive 14K gold bezel and steel back case. From 


Longines-Wittnauer Watch Co., 580 Fifth Ave., New York. 


5. Out of the ordinary mechanical charm—the "Spinning 
Top" which actually spins. It is made in 14K gold, with 
spring ring so it can be detached from bracelet. Retail, 
$16.50. From Walter Lampl, Inc., 608 Fifth Ave., N. Y. C. 


6. Identical initial ings for men and boys may be sold 
as a set or separately. In I!0K yellow gold with 14K 
white gold engraved initials, man's ring is $28 Keystone 
and boy's ring is $18 Keystone. They are manufactured 
by David Sarkin, Inc., 93 Nassau Street, New York 13. 








256 THE JEWELERS’ CIRCULAR-KEYSTONE 

















PLATINUM - IRIDIUM - GOLD - PALLADIUM 
HONESTY ACCURACY 


FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL- LINE - OF - SETTINGS - AND - SHANKS - IN - ALL - METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 
































26 John Street — Phone COrtlandt 7-0360 —  #NEW YORK, N. Y. 
THE MOST COMPLETE REDUCES eee 
MASTER PRECISION ENLARGES as Se 
RING SIZER rings Te 
Quickly - 
The Only Sizer That ,, 


WILL Reduce and Enlarge all styles 
of ladies and gents wedding rings 
WILL Enlarge Diamond-set En- 
gagement Rings—all kinds 
WILL Enlarge Stone Rings — all 
kinds ; 
WILL Enlarge 5, 7, and 10 stone | 
wedding rings, Fish Tail, Bead Set- 
ting, etc. 
CAN BE USED by anyone in 
your establishment. Will solve 
your sizing problems quickly, Pending 
easily, WITH SAFETY TO THE 
STONES. 


The Master Precision 
RING SIZER 
Will do all this for you. 














THE MASTER 


PRECISION en 
RING SIZER \ 


‘ pest In Your Establishment! 


CUTS INVENTORY 


J. J. KAGAN & CO. 
220 West 5th Street 


LOS ANGELES 13, CALIFORNIA 
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We Welcome Your Request 
For A Demonstration 























iS IT AS 


PROFITABLE 


AS BENSTOCK ? 


When it comes to PRODUCT, POLICY and 
PRICE - - Benstock sets the standard! 


Every Benstock man’s ring is an exclusive orig- 
inal —- the product of our own skilled stylists 
and creative craftsmen, the product of our own 
Watitig sloktt=19 Mc Zola dislolitist) eMolilomel Solita Musleiicatel i: 

made completely and exclusively in our 
own factory. 


Because this quality product is priced right, it 
has become the standard of the industry — 
Mi ceh ile] oli-Meiol mm Atloli-si°] | -Tamelile mec -elli-is 


That's why Benstock is the buy-word in men’s 
rings! 


Retailers —- get the profitable Benstock story 
icelisie Zoltl amie) ol ol-1 anol am dite) i+ io1l-1amme (oMmololilelohilels 
— just a new concept of product, policy, price 
— and profits! 


Asal oie folamelti am ol-telthititl my arac)(olamilel-1am a 2-mraelion. 
logue sheet #5402. 


= e. eo the initial of a profitable friend 
®) BENSTOCK 
“~~ RING MFG. CO. 


INCORPORATED 





73 W. CHIPPEWA ST. © WA. 7700 © BUFFALO 2, N. Y. 
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EARNS TITLE OF SILVER STORE 
(From page 240) 


while others pay for one or two place-settings at a time 
Terms are arranged to suit the convenience of the ae 
tomer, whether by the week or by the month. 


The Stelfox firm has an extensive advertising program 
including pictures and listings several times each weak 
in two local daily newspapers. There are also spot an. 
nouncements on the local radio stations, a direct mai] 
program, and space in printed programs of Texas 
University and of the many clubs in the city. 

A full two:page advertisement appeared in the Sunda 
edition of local Austin newspapers in January, mnie 
ing a clearance sale..This announcement listed 637 items 
with their usual price and the reduced sale price. These 
items were grouped under the following headings: Cos. 
tume Jewelry, China and Crystal, Silver Holloware 
Values for Baby, Ladies’ Watches, Diamond Rings, Men’s 
Masonic Pins, Men’s Watches, Ladies’ Birthstone Rings, 
Men’s Birthstone Rings, Clocks and Miscellaneous. Many 
of the items were marked down to less than half price, 
and all were drastically reduced. . 


Before every special occasion such as Valentine’s Day, 
Easter, Christmas, etc., specific items are featured in 
advertisements and attractively displayed in show-win. 
dows. 


The Stelfox trademark appears on all advertisements 
and stationery. It consists of the word “Stelfox” in large 
bold-face print and the phrase “Fine Jewelry Since 1910” 
in small writing placed in a rectangular frame with 
scalloped edges which appears to be resting on a table, 
This trademark lends distinction to all purchases made 
at the Stelfox store. 





CO-OP ADS IN WISCONSIN 
(From page 244) 


emblem, in enduring metal, is furnished each store for 
use in window displays or to hang in a prominent place 
inside the store. A miniature of this emblem appears in 
each advertisement, and it bears the slogan “Buy Jewelry 
from Your Jeweler.” 

A guiding principle in preparing the advertising has 
been timeliness. Merchandise has been keyed to the strong: 
est seasonal and “occasion appeals.” Silverware is pro- 
moted for anniversaries, weddings, and Thanksgiving. 

iamonds for gifts, weddings, Father’s Day, Mother's 
Day, back-to-school and Valentine’s Day receive special 
consideration. The largest portion of the campaign is 
used during the Christmas season when a varied selec- 
tion of precious and lasting gifts are featured. Statewide 
war and civic events, such as war bond drives, and the 
Community War Chest campaign were sponsored in 
the advertising. 


Constant attention is paid to correcting the erroneous 
impression that jewelry gifts are expensive. This is fur- 
ther enlarged upon by calling attention to the added 
prestige a jeweler’s gift box gives the most inexpensive 
gift. The advertisements point out that when an impor- 
tant event is to be remembered, nothing but fine jewelry 
will do it. 


The volume of profit has been the guiding factor in 
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determining the amount of space to be used for differ- 
ent items of merchandise. The primary aim of this pro- 
gram is to sell a greater volume of jewelry. 

The Wisconsin campaign is, in short, a splendid ex- 
ample of the fruits of cooperation. Through pulling to- 
gether, jewelers throughout the state (and jobb ers and 
manufacturers too!) have developed a public conscious- 
ness toward jewelry that has paid real dividends to all. 





EXTRA PUSH ON DINNERWARE 
(From page 248) 


The antiques and beautiful gift items which give a 
special flavor to the Freeman store are located in the 
alcove shown in the center rear wall of the gift shop. 
This recess is lined with four levels of mirror-backed 
shelves on which are shown candelabra, candy bowls, 
fruit dishes, flower vases, centerpieces, and many other 
deluxe gift suggestions which combine to pull traffic 
from the center of the store all the way to the rear. Not 
forgetting the “casual customer,” who does not buy in 
the more expensive classifications, the center of the gift 
shop contains a large oval dark mahogany fixture, with 
three display elevations, on which more popular-priced 
gifts, including vases, lamps, candle holders, dishes, 
bowls, cup and saucer sets, hand-painted lamp bases, etc., 
are shown. Around 45 items can be readily accommo- 
dated here, out where the customer can pick them up 
and examine them at will. 


Combined sales of antiques, dinnerware and _ glass- 
ware and gifts have formed a natural, logical sequence 


with the design of the store, according to Mr. Davison. 
Flanking the entrance, on either side, are the sterling 
flatware cases, knee-hole desk types, at which prospec- 
tive brides are heated in comfort while choosing the 
flatware first. While seated, she looks directly into beau- 
tiful displays of dinnerware and glassware, which make 
it simple for the same salesperson who sells the flatware 
to invite her to extend her choice into these lines. Finally, 
the service desk, which is located to the right of the gift 
section, recessed in the rear wall, consolidates all engrav- 
ing, Bride’s Book listings, payment and special services 
which combine to lure the newly-engaged girl into the. 
rear of the store. 





GROUP SALES TRAINING 
(From page 252) 


so. It must be the sort of personality that makes the pros- 
pect want to listen to the salesman’s ‘spiel.’ Our lesson 
showed the jewelry salesmen and other Wichita sales 
people how to develop this sort of salesman’s personality.” 

(2). Making the customer glad to deal with you. “Here 
we showed the sales people the qualities that customers 
like to find in the men and women who sell to them,” 
reports Mr. Mueller. “We took up where the previous 
lesson in personality traits left off by showing how to 
turn a pleasing personality, one most people will like, 
into.a sales personality. 

“Courtesy is important—and often neglected. Winding 
up this session, we went into the necessity for courtesy 
to customers, and brought out certain little things the 
sales person can say and do.” 








Remember? .. . what seems like just 
a few weeks ago... when Old Man Winter 
was dishing out the worst of his stock-in- 
trade? That was when you smothered 
your frustration with Day Dreams... 
dreams of a wonderful summer vacation. 


Maybe, now, you figure your Day 
Dreams were a bit too ambitious . . . that 
you'll have to trim out some of the 
“extras”? you promised yourself. 


But, before you go “short-changing” 
your Day Dreams, let’s round up that 
stock of obsolete jewelry and other pre- 
cious metal scrap you have on hand... 
that old gold, platinum, silver, filings, 
bench sweeps, etc., you have been accu- 
mulating. Quite likely, 


It’s Bigger Than You Think. 


So, pack it up “as is” and send it to us 
for reclamation. We'll extract the last 
vestige of value from it and, right away, 
we'll help make your Day Dreams Come 

A True with 


A CHECK THAT SATISFIES 





YISION om = 


HIANDY & HARMAN 


REFINERS 
MERS GENERAL OFFICES & PLANT 
1900 W KINZIE ST 


CHICAGO 22 


PRECIOUS 
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RINGS THAT EMBRACE ONE AN- 
OTHER TO FORM A PERFECT PAIR 


EMBRASET, the newest 
idea in ring ensembles, fit 
perfectly together to form 
one harmonious unit. These 
precision made rings have 
no locking parts to wear 
and still they retain their 
position on the finger. 
Available in GOLD or 
PLATINUM, drilled for 


fhelle or finely engraved. 


PATENT 
APPLIED FOR 


THE ENGAGEMENT AND WEDDING 
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(3). Starting a sale. The most important part of the 
selling “spiel” is the opening, If the opening is poor and 
doesn’t hit the vital spot of the customer’s interest, the 
sales talk is bound to fail because the salesman either 
will be unable to complete his talk before the customer 
stops him, or will make little impression because the 
customer’s interest hasn’t been captured. 


Here, Mr. Mueller showed jewelry store trainees how 
to step out and sell, thrusting themselves on the custom. 
er’s attention rather than waiting for the customer to 
make an opening. He also showed specific factors, angles 
and tricks that not only insure attention for the sales 
opening, but help to get the customer’s favorable atten. 
tion. 

(4). Making people glad to meet you. In the first few 
seconds of contact, the customer forms an opinion of 
the salesman and, through him, of what he is pushing. 
Proper procedures were demonstrated for making the 
customer glad to meet the salesman. 


(5). Creating customer interest. Here, the students were 
taught how to pick sales points, with particular empha. 
sis on picking pointers that mean an advantage to the 
customer rather than pointers that appealed to the sales. 
man. They were shown the advantages of dramatizing 
these sales points in terms of the benefits they brought to 
the prospect. Mr. Mueller touched on the things that 
make people buy as a groundwork for understanding how 
to pick sales points. 

The old salesman’s rule: “Know your merchandise,” 
was thoroughly gone over. Mr. Mueller spent time teach- 
ing the proven fact that unless the salesman knows all 
about what he is offering to the customer, he cannot do 
better than a half-way job of selling. The salesman whe 
knows his merchandise sells more merchandise. 

(6). Winning the customer’s confidence. “There are 
many specific words and actions that a salesman can use 
to make the customer have confidence in him, in his com- 
pany, and in what he sells,” Mr. Mueller states. “We 
showed our .jewelry store people what these words and 
actions are, and how to use them. We taught how to be 
specific and authoritative in every selling talk.” 

(7). Inducing the customer to act. Every jewelry store 

loses hundreds of sales yearly because the sales people 
talked customer benefit, made the right openings, followed 
through, but forgot the extremely important step of 
asking for the customer’s order. Mueller taught how to 
lead the customer into the sale, the importance of asking 
leading questions, and how to couch the final request 
for action. 
(8). The art of closing a sale. “There is one instant in 
the course of every’sale when the customer is ready to 
buy,” Mr. Mueller says. “Asking for the order before 
that point is reached is ineffective; waiting too long can 
be equally ineffective because the customer can be over- 
sold and then lose interest.” In this lesson, Mueller showed 
how to spot the right instant for closing the sale. 

(9). How to use suggestive selling. Suggestion selling 
makes two sales grow where one grew before. Some 
things go naturally with others, just as a lipstick goes 
with a powder puff, and neglecting to suggest additional 
sales is losing a good source of profitable volume. The 
course showed how to sell more than one item, and do 
it effectively. 
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(10). Handling difficult situations. Selling troubles 
break down into a few definite classifications. Two of 
these are the “just looking” customer, and the dissatisfied 
customer. Methods of handling these were gone over in 
detail. Mr. Mueller also demonstrated ways in which to 
keep from antagonizing customers. 


To help Mr. Mueller in his work, the Wichita Eagle 
selected a consumer panel to make the courses more ef- 
fective. This panel, consisting of typical customers, told 
the classes what they liked and disliked about current 
selling methods, and suggested ideas for better selling. 


Classes were held weekly for each group, one night a 
week, for ten weeks. But the course was so popular that 
it was necessary to hold identical classes on four nights 
of every week in order to handle the crowd of jewelry 
store salesmen and other sales people who wanted train- 
ing in better selling methods. 


Walter H. Mueller, director of the course, is a nation- 
ally-known sales training authority who was hired by 
the Wichita Eagle specifically as a service to its jewelry 
store and other advertisers. Formerly Retail Sales Coun- 
selor to the Dale Carnegie Institute, he has conducted 
sales forums all over the country. 


In his teaching, Mr. Mueller used the visual aids found 
so successful by the Army and Navy—movies and slide 
films which, tests have shown, leave a more lasting teach- 
ing effect. In addition, there were question and answer 
sessions, and actual demonstrations in which one member 
of the class would “sell” another under Mr. Mueller’s 


coaching. 


What were the results of this ambitious program? 
Wichita businesses report that, while it is impossible to 
trace the sources of increasing sales volume in times like 
these, they believe that the course had excellent results. 


Typical reactions were: “Sales people enjoy their work 
more and our volume is mounting.” “Customer relations, 
dependent on the ability of individual sales people to 
make the public like them, have improved noticably.” 
“We are eager to have the course repeated.” “We found 
that long experience alone is not enough. Our sales efforts 
are definitely better since the salesmen took these courses.” 


“What we’ve done can be done by any group,” said 
one Wichita jeweler. “Alone, no one of us would have 
been able to afford either the money or the time outlay 
to put on such a program. But together, we did. As a 
matter of fact, it didn’t cost us anything because the 
newspaper footed the bill. Many newspapers will do the 
same as a service to their advertisers if a sufficient num- 
ber of the advertisers request it.” 





Benches Build Good Will For Jeweler 


Looking for an unusual type of advertising and busi- 
ness promotion? Here’s one being used by a firm in 
Baton Rouge, Louisiana: benches are placed along main 
bus routes leading into the business district of the city, 
on the back of which is painted “This Bus Goes to 
Blank’s.” One is set about every four blocks along the 
lines. Made from concrete and wood, they are too heavy 
te be stolen or damaged by vandals. They build goodwill, 
and work day and night in an advertising role. 
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MANUFACTURERS—RETAILERS: 
WE WILL PAY 


(U1 
(her 


For Your Current or 
Discontinued Inventories of 











Suara ae 





Nothing too large. Nothing too small. We 
will buy anything from a small lot to an 
entire factory output. It will PAY YOU to get 
our estimate. Our bid is ALWAYS backed 


with ready cash. 


Wire, write or phone 


SELBRA ENTERPRISES 


JESSE SELTER, President 
181 Canal St., N. Y. 13, N. Y. CAnal 6-3766 


Banking References on Request 
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* Ki 
Metals of Guaranteed Purity 
GOLD «+ SILVER ¢« PLATINUM ¢ PALLADIUM 
IRIDIUM « RUTHENIUM ¢« RHODIUM + OSMIUM 
We soliat your Sweeps .. 
25 OS Filings—Secrap Gold and 
~~ noni Platinum — Metals 
— Your Old Gold Shipments 
\ WILL RECEIVE 
Specual Attention 
Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. BR yant 9-1060 New York 19, N. Y. 
* 









































Are You Taking Stock For 1948? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything in Used Silver, Flat or Hollowware? 


These are frozen assets and can readily be 
converted into CASH. 

No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 
express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS I TENNESSEE 
Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 


———e 
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7 |P-KOVERS 


The only QUALITY CUSTOM FIT stock 
size Luggage Covers on the market... 


Zp-Kovers are made in over 609 size 
p 


and styles of neavy auck, reinforced 
with leatherette and with pat- 
ented concealea cush on bot 


ton studs to prevent 
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si EADY MAL VER INC. 
ne ' OVER 909 WEST 34th ST., NEW YORK 1. NY. 
quire and ‘ SHTOWROOMVWS 
* r x 
600 NEW YORK 303 FIFTH AVE. e CHICAGO 209 S$ STATE ST 
arle , :, :' : — , LOS ANGELES -712 3S. OLIVE ST 
SEATTLE—2028 SECOND AVE 
@annne RY SPECIALTY eC). DALLAS—SANTE FE BUILDING 
; fi SAN FRANCISCO-1355 MARKET ST 2 
412 S Wells Street . Chicago 7, iIlino:s | 











"We at Willoughbys are look- 
ing forward to an outstanding 
year with Universal’s complete 
line. These cameras have the style, 
features and dependability that we 
want for our customers, and at down- 
a to-earth prices. Our business is built 
| on satisfied customers — that’s why 
| the Universal camera line plays an 
important part at Willoughbys.” 
— Joseph Dombroff, President 
of Willoughbys, New - 
York, “The World’s aay 
Largest Camera Store.” | | 
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UNIVERSAL’S UNIFLEX 


‘The expert’s reflex at an amateur’s 
price.” 17 features. UNIFLEX I — 
Coated f£4.5 viewing, £5.6 taking lens 
- - « 55.00. UNIFLEX II — Coated | 
f3.8 viewing, f4.5 taking lens. 75.00 | 


_ 
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Universal’s new 1948 line is certainly clicking. For now there’s a Uni- 
versal camera for every prospect ... from amateur to advanced hobbyist. 


Heading the big parade of irresistible, salesmaking Universal features, 
are precision ground lenses . . . triumph of major advances in lens 
grinding by Universal’s laboratories. 





Like Willoughbys in New York, you’ll win new customers, make more NEW! 
profits, build your business with Universals, the cameras that click UNIVERSAL’S TONEMASTER 
with the camera buyers. ne 

st buy in 16 mm. sound projectors. 


Combines 24 features formerly avail- 


LJIVERSAL [AMERA [ ORPORATION ee 


NEW YORK HOLLYWOOD capacity, full hour... 350.00 
Retail prices; Federal Excise Tax Included 


FOR PICTURES rust (77 
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Clicks with U/NIVERSALS 


Says Josep Dombroff of Willoughbys, New York: 
“Universal's 1948 line has the style, features and depend- 
ability we want for our customers, at down-to-earth prices.” 














UNIVERSAL’'S ROAMER 


More “good picture” features than 
any other folding camera. ROAMER 
I — Coated, color corrected lens... 
29.75. ROAMER II — Coated £4.5 
lens, speeds to 1/200th sec. 48.00 











UNIVERSAL'S CINEMASTER II 


Best buy in movie cameras. Easy to 
load and operate. Color or black and 
white. Coated {3.5 lens . . . 51.90; 
2.5... 66.65; £1.9...96.75 




















| UNIVERSAL'S MERCURY II 


“The greatest candid for color.” 
- 35 mm. single-frame almost halves ~ 
film costs. Unequalled depth of | ~ 
focus. Coated 2.7 lens, speeds to | 


1/1000th sec. . . . 82.90 





~ Sa eg 
. ie See 
SON oe 
al Riess: 


UNIVERSAL’S CINEMATIC 


Best buy in 8 mm. home projectors. 
Quiet; completely gear-driven. Bril- 
liant movies. Extra capacity 400 ft. 
reels. Coated £1.6 lens . . . 135.00 








UNIVERSAL’S BUCCANEER 


It's a honey—this slick, double 
quick 35 mm. double-frame candid. 3 
15 precision features including ex- 


clusive Range Viewer. Coated £3.5 
lens, speeds to 1/300th sec. 65.00 








UNIVERSAL’S METEOR 


The economy candid 
with 15 “‘profes- 


sional’’ features! ; U 
Coated lens, synchro- Univers, I’s NIT 
‘ 4 ° (Offa Pho. 
nized flash unit, vari- Pia sh unj, - ' 
able aperture. 15.00/.““"Y . | 
Versa) ni : 
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|. Spode's "Indian Tree" design, taken from its early pat- 
tern books, is painted in lacquer red and black washed over 
with orange lustre; suited either to modern or period set- 
tings. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. C. 


2. New silver-plated beverage cooler suited for use on the 
tables, made with removable center compartment for bottle; 
retail $40. Two other styles in silver, one in aluminum. 
From Robinson International Mfg. Corp., 580 5th Ave., N. Y. 


3. "Electra" design in Swedish crystal glass, made also in 
Nordic blue or antique green, with cut fluting and bubbled 
base. Goblet retails at $36 a dozen; without fluting, $30 
a dozen. From Enright-LeCarboulec, Inc., 160 5th Ave., N. Y. 


4. For summer beverages, this 2-qt. ice-lip jug and eight 
12-ounce glasses in the Colony pattern may be retailed for 
$6.25. Made by Fostoria Glass Co., of Moundsville, W. Va. 


5. One in a variety of new, richly-packaged cutlery sets, 
has frame of jewelers bronze with filigree handle, crushed 
velvet covering; forged steel, gold-plated implements; re- 
tail $15. From Griffon Cutlery Works, 151 W. I9th St., N. Y. 


6. "Chris and Christina'—double lamp for night table with 
real lace figurines in dusty rose, turquoise or dark green 
and shade of satin and net with silk cord; $115 Keystone. 
From Katherine Zipper, 712 S. Olive St., Los Angeles, Cal. 
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beautiful ... therefore more saleable 




























Set #08171— 
$25.00 Retail 


manicure 


and 


boudoir sets 


for every purse 


and purpose! 


Designed by Set #08169— 
William Mowry $15.00 Retail 
famous for his sales- 

compelling packaging, 


the new Griffon line comes 

to you in time for graduation, 
bridal and vacation selling, 
stressing ASSURED QUALITY 
AT MAINTAINED PRICES. In 
handsome shapes, coverings and 
the newest of pierced metal frames, 
these sets are equipped with the 
finest “heat treated” implements for 
long use . . . implements that are.24 
Karat gold plated to fit beautifully into 
sets with EYE-APPEAL for assured BUY- 
APPEAL. Sets available from $5 to $25. 


Set #£08161— 
$10.00 Retail 


The new Fall catalogue of manicure sets 
and implements is ready now! Write for it today! 


“(allery Works Ine 


Quality Cutlery Ever Since 1888 





15] WEST 19th STREET, NEW YORK 11] TRADE MARK 
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1. Swiss Chalet Ware with bright flower designs against a 
cafe au lait background. Retail, from left to right: 3!/2" 
beaker, $1; 5!/4," jug, $1.30; 7" jug, $2; and 8" jug, $2.70. 
Imported by Herman C. Kupper, Inc., 39 West 23rd St., N. Y. 


2. Modern in styling, this jam set includes bowl of hand- 
blewn crystal glass, sterling silver and ebony spoon. From 
Relda Sterling Products Co., 43 E. Palm Ave., Burbank, Cal. 


3. Daffodil pattern in Bavarian china, one of 28 designs 


just introduced by Royal York China Co., available in short 
lines and open stock; dinner plate retails at $51 a dozen. 
Distributed by Sun Glo Studios, 225 Fifth Avenue, New York. 


4. Leather-covered metal accessories in pepper green, red 
cherry, town tan, beige, navy blue with silver or gold leaf. 
King-size cigarette case retails for $7.50. Viennese Waltz 
line, made by the Norma Mfg. Co., 160 Fifth Ave., N. Y. C. 


5. Mother Goose Lazy-Lite, juvenile bedside lamp with a 
translucent shade that tilts to light one or two bulbs. Re- 
tails $4, complete with Mother Goose story book. Manufac- 
tured by the Hungerford Plastics Corp., of Murray Hill, N. J. 


6. Wafer-thin Clipfold with spring to hold bills, made in 
different leathers. Illustrated, Morocco with gold-filled 
binding, $5 retail; alligator with 14K gold binding, $45. 
By Miller & Co. Miss Penn Bags, Inc., 207 E. 49th St., N. Y. 
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Build an attractive promotion around this 
special KEYSTONE combination offer ! 
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| the ramous Keystone K-8 8mm. moviecamera 


| X 4 and Keystone C-18 8mm. movie projector 

~ g OO | —to retail together for only $84.00. 
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a screen, or film, or a carrying case. You'll 


RETA lL 4 Site ol-Meo} o](-ME co MEY -11 MB ial-Meclolaslol(-t1-mm olele cole l— 
| for $100.00, or less. 
FOR BOTH / } x Stock up with a good supply of the 


Keystone K-8 and Keystone C-18, and start 
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oil Keystone C-18 8mm. 
movie projector, 
300 watt lamp, 115-volt 
Sg edaaabis motor, 60 cycle, $34.50 


movie camera, 
Wotlensak coated lens F3.5 


ss Kevstone 


KEYSTONE MANUFACTURING COMPANY, BOSTON 24, MASSACHUSETTS 
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ON CRYSTAL 
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Gracefully designed, artistically decorated in 
Non-Tarnish Sterling Silver, this 7 inch Bonbon 
Dish is but one of many similar eye-catching 
items now available. Silver City has long been 
noted for Deposit Ware of unusual beauty— 
and for insistence on maintaining the highest 
standards of quality. 


Non-Tarnish Silver on Gleaming Crystal is 
much-in-demand. Be prepared to please your 
better customers with a wide selction. 


SILVER CITY GLASS CO. 
MERIDEN, CONNECTICUT 














English plate : 
with - 
four hand cut & i ee FEL 


cruet 


glass bottles. 


English plate 
sugar and 
creamer on 
stand. 
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} REPRODUCTIONS 
, ALSO LARGE VARIETy OF 
OLD SHEFFIELD 
VICTORIAN PLATE 
GEORGIAN SILVER 
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12 E. 52nd St., New York, N.Y. 


PLaza 9-6900 
18 Leather Lane, London E.C.}. 











SILVERPLATED HOLLOW-WARE 


in authentic designs of 


EMPIRE COLONIAL 
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Each piece in these outstanding period designs 
is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 




















Dodge Trophies. 


Standard and special trophies by the world’s 
largest makers. Since 1926 













PERMANENT SHOWROOMS 


225 Fifth Ave., New York City; Merchandise Marts in Los 
Angeles, San Francisco and Chicago. 






401 East 6th St., Los Angeles 14, Calif. 


DODGE INC 706 North Hudson Street, Chicago, Ill. 
e 126 South Street, Newark, New Jersey 
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Life 


Collier's 
Liberty 
True 

Pic 
Sport 


ONLY $1.50 






Saturday 
Evening Post 


START CASHING IN 
ON YOUR SHARE 
OF THE PROFITS! 


RETAIL 


SOLD THROUGH WHOLESALERS ONLY 
REGENS LIGHTER CORPORATION 
2 East 46th Street 


shone 
sn 


a = @ Works in any 
weather. 












In Nickel, Chrome, Enamel 
or Etched Finish. ee 
Sell Regens Yellow Flintsand §& ~ oe 
Lighter Fluid ForBestResults! @ = 





To $2.50 




















New York 17 
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“a by MADELINE LOVE 


N ORDER to tell, adequately, the story of glass-making 
| in this country and to familiarize the public with the 
all-too-seldom-recognized achievements of the industry, 
q new association of manufacturers has just been formed 
under the sponsorship of the American Glassware Asso- 
ciation. It is to be known as “Glass Crafts of the United 
States,” and includes only the hand-made glass group, 
with an executive committee made up almost entirely of 
the heads of well-known factories. William F. Dalzell, of 
the Fostoria Glass Co., is chairman; W. G. Muhlmann, 
of the American Flint Glass Workers’ Union, is vice 
chairman; Carl W. Gustkey, of the Imperial Glass Corp., 
treasurer; and H. L. Dillingham, of the American Asso- 
ciation, secretary, and other members are Charles W. 
Carlson, of the United States Glass Co.; F. W. Hyre, of 
the Dunbar Glass Corp.; C. W. Swartling, of the Viking 
Glass Co., and J. C. Weber, Jr., of the West Virginia 
Glass Specialty Co. A public relations counsel, Catherine 
Blondin Associates, will carry out the program of the 
new organization. 


REDERICK W. HOIT, general sales manager of 

Lenox, Inc., Trenton, N. J., has announced that 
Stanford E. Steinbeck has been appointed western district 
manager, with headquarters in San Francisco; and Har- 
old R. Bayley, Jr., southeast manager, with quarters in 
Atlanta, Ga. 


. B. FLEMING, of Sweden, opened the New York 
branch of his Swedish Handicrafts with a cocktail 
party May 25 in the showrooms at 153 Lexington avenue, 
New York. Tora Holm is the representative for the firm 
in this country. 


FIRST SHOWING of distinctive, hand-made sterl- 

ing silver made by J. Tortrup, of Oslo, Norway, was 
held in mid-May at the showrooms of the Vaco Company, 
312 Fifth avenue, New York. The line includes both 
hollowware and flatware. 


wom of Royal Delft vases, bowls and decorative 

plates from Holland have been put on display in the 
ofices of Vandervoort & Co., Inc., 17 John street, New 
York. Delivery on the merchandise is expected some time 
this summer. 


N ENTIRELY new line created especially for the 

jewelry store has been introduced by the Griffon 
Cutlery Works, New York, with scissors, manicure and 
pedicure implements and other items packaged in hand- 
some cases designed by William Mawrey. The various 
sets range in retail price from $2.50 to $35. 


ALTER ABELS, of Abels, Wasserberg & Co., Inc., 

New York, has been elected president of the Lamp 
& Shade Institute of America, succeeding William V. 
Greenspan, of Philadelphia. 
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THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


COPE!.AND 
lhweza 


SPopE) Fine English Earthenware 
| ener] 
ENGLAND 


SPOvUE . oo 
© ~ PELARCS CHINA lish Bo China 
CNGLAN = Eng ne 


Lowestoft Stone Ching 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


*” 
Sole agents and wholesale distributors ‘ 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 




















271 














Trade Leaders Pay 






Tribute To Fred V. Cole 


[’ WOULD seem fitting and proper that I should 
give expression to the universal sympathy of the 
trade as expressed in wires, letters, telephone calls and 
personal visits voicing the understanding, the integrity 
and the independence of Fred V. Cole’s editorial leader- 
ship. 

Fred and I were business acquaintances up to ten years 
ago. When at that time he joined our staff, there devel- 
oped a deep and personal friendship, so that in recent 
years we could virtually read each others thoughts and 
anticipate each others wishes and desires. 


Fred V. Cole was indeed a great editor serving a great 
industry. He had the happy faculty of sharing his 
thoughts and ideals with his fellow workers and with 
those of the industry with which he came in contact. His 
presence, based upon his counsel, advice and good fellow- 
ship was in demand at many gatherings throughout the 
country. 


We cannot overlook the magnetism which drew the 


Sydney H. Ball, Rogers, Mayer & Ball—lIn the passing 
of Fred Cole the jewelry trade has lost one of its best friends 
and many of us in it a dearly loved pal. As editor of THE 
JEWELERS’ CIRCULAR-KEYSTONE he fought for what was best for 
the jewelry trade and was fearless in combating its faults. A 
gentleman, a scholar, an editor of ability and a good executive, 
he will be greatly missed by the industry and by his thousands 
of personal friends. 


W. Waters Schwab, President, J.R . Woods & Sons, Inc. 
—In the passing of Fred Cole the jewelry industry has suffered an 
irreparable loss. It was my privilege to have worked shoulder-to- 
shoulder with Fred; consequently I became unconsciously accus- 
tomed to his deep thinking and great interest in the industry. 
Unfortunately, it is only when we have experienced such a loss 
that we realize fully the character and strength of the man him- 
self. THE JEWELERS’ CIRCULAR-KEYSTONE had a great editor, and 
I deeply sympathize in your great loss. 


C. D. Kaufmann, Chairman, Jewelry Industrial Council 
—I was shocked to learn of Fred Cole’s passing. We have all 
suffered a loss, and surely yours is far disproportionate to the 
rest. I want to convey my sympathy. 


John J. Bowman, Technical Director, Bowman Technical 
School—I am deeply grieved in death of Fred Cole and you 
have my heartfelt sympathy in our mutual loss of a good friend 
and inspiring co-worker. 


Robert Waddell, Director of Advertising, Hamilton 
Watch Co.—I was terribly shocked late yesterday afternoon 
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industry to him—the wisdom guided by common genge 
which helped him and the industry in his presentation 
and interpretation of its needs. 


He has gone, but he has left behind a heritage in the 
memory, lives and hearts of his family, business asso. 
ciates and friends. 

Our hearts are full of gratitude and thanksgiving for 
his great life, from which has come principles that shall 
not change and memories that cannot fade. 

Grateful acknowledgment is made here of the first of 
the numerous messages of sympathy and personal trib. 
utes that have come to us. We regret that we could not 
delay and include them all. 





President 
THE JEWELERS CIRCULAR-KEYSTONE 


when news of Fred Cole’s death reached my office. My heartfelt 
sympathy goes out to his family. And I know you will feel his 
loss keenly on two counts-—as a friend and an able editor. 


William Gibson, Cole & Young, Chicago—A terrific shock. 
Fred was so young and so fine. I am sure you will miss him more 
than you could tell. I had no idea he was dangerously ill. But 
as Omar Khayyam said: 


Why, if the soul can fling the dust aside, 

And naked on the air of Heaven ride, 

Were’t not a shame, were’t not a shame for him 
In this clay carcass crippled to abide. 


Fred A. Ballou, Jr., B. A. Ballou & Co., Ine., Providence 
—I was very sorry indeed to hear of Fred Cole’s passing. Al- 
though he had not served our industry as long as many others, 
he had made a real place for himself and will be greatly missed. 


Leon J. Engel, J. Engel & Co., Inc.—I just returned to the 
office today from a prolonged vacation and was shocked when | 
learned of Fred Cole’s death. I hasten to extend my sincere 
sympathy to you and to Fred’s family. I certainly shall miss Fred, 
as I considered him one of my good friends. And I know to0, 
that you are going to find it difficult to replace him in your 
organization. 


Max Strasburg, President, The Jewelers 24 Karat Club 
of Southern California—We clasp the hands of thousands of 
men and women in the jewelry industry in deep reverence and 


THE JEWELERS’ CIRCULAR-KEYSTONE 














sympathetic understanding in the great loss of our beloved friend 
and co-worker, Fred Cole. No man has ever given more of i1imself 
in a desire to bring a better understanding and higher ethics to 
each of the Divisions as well as to the individuals of the jewelry 
industry. His unselfishness, his genius, his ever lasting work in 
our behalf is truly a legacy that will cherish and carry on for 
the betterment of our industry and the people of this country, in 


so doing, we shall always honor and respect the fine name of’ 


Fred V. Cole. May God grant him “Peace” and those that are 
near and dear to him, understanding. 


Robert M. Shipley, Executive Director, Gemological In- 
stitute of America—With the death of Fred Cole, the jewelry 
industry loses one of its most sincere friends and industrious 


builders. 


Craig D. Munson, Vice-President, The International Sil- 
yer Co.—The news of Fred’s death came as a very sad shock to 
us all. To learn, without warning, that he was suddenly gone, was 
startling and saddening. There are few men who have won the 
liking and respect of the industry to the extent that Fred did, 
yet he was always forthright and gave his opinions as he saw 
them, whether he was speaking personally or editorially. His 
thinking always seemed to me to be sound and fair, and because 
it was and because he expressed himself not only frankly but 
well, he was a great force for good in the industry. We have 
not only lost a delightful companion and friend from a personal 
standpoint, but the industry has lost something which has gone 
with him, that it needs, and may never quite replace. I can under- 
stand what a severe blow his death must be to you because you 
were so Close to him both personally and businesswise. I and all 
of your friends up here think of you with the warmest fellow 
feelings in your loss, and we hope that you will extend to Fred’s 
family as well, our sincere expression of sympathy. Words seem 
rather futile at a time like this, but in our sorrow at his passing, 
I think we can all feel grateful for having had the privilege of 
Fred Cole’s friendship and the benefit of his personality and 
character in the jewelry industry. 


Dudley Sanderson, Director of Sales, Oneida, Ltd.—The 
news of Fred Cole’s death was a great shock to me. In fact, I 
had in mind that I might possibly see him while in New York 
the latter part of this week or at least give him a ring on the 
phone to say “hello.” In the two and a half years I have been 
associated with Fred I came to feel that he was a close friend and 
that is what I feel that I have lost in his passing. I’m going to 
miss him. 


H. A. Rosenquist, Speidel Corporation—I was shocked to 
learn yesterday morning that Fred Cole had passed away. I knew 
he was sick but thought it was only a temporary setback, and it 
is really a blow to lose such a fine gentleman and friend. I know 
his loss will be great to you for both business and personal 
reasons; and that you will have a difficult job in replacing 
your Editor. 


James Theise, Acme Ring Mfg. Co., Inc.—It was a great 
shock to learn that Fred had passed on. Knowing the esteem in 
which he was held by all of us who knew him, he will be badly 


missed. We’ll have one less very “regular” guy in this world. 


W. Lichtenfels, Gemex Company—It was a great shock 
to me to read that the editor of THE JEWELERS’ CiRCULAR-KEyY- 
stone, Mr. Cole, had passed away. I had a great admiration for 
Mr. Cole, who was a great friend of our industry, and we shall 
all miss him a great deal. 


B. M. Getman, Vice-Preident in Charge of Sales, The 
Gorham Co.—We are greatly grieved to learn of the passing of 
Mr. Fred Cole. He was loved and respected by all who knew 
him. There is no one that has done more for the jewelry industry 
than Fred Cole. He has fought for the rights of the retailer and 
helped to make them better merchants. He will be long remem- 


bered. 


William Forstner, President, Forstner Chain Corporation 
—We have learned with sorrow through the daily press of the 
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untimely death, the early part of this week, of your Vice-Presi- 
dent and Editor, Mr. Fred V. Cole. Please accept this expression 
of our most sincere sympathy in the loss which you and yeur 
associates have sustained. It is indeed a loss to the entire industry 
which Mr. Cole served so well. His viewpoint in the many preb- 
lems confronting the industry was always interesting and should 
have constructively benefited all of us for many more years te 
come, 


James H. Hetzel, Vice President, Eisenstadt Manufac- 
turing Co.—I| just learned of the passing of our dear friend and 
your business associate, Fred V. Cole. He was a man of mary 
friends. Everyone liked Fred, and he was always in the limelight 
of all the conventions or whatever jewelry gatherings were held. 
He was indeed an inspiration to everyone who knew him. My 
associates join me in extending our sympathy to you and your 
company, and to his family. 


Norman M. Morris, Norman M. Morris Watch Corp. 
—I was terribly shocked when I read in yesterday’s morning 
paper of the death of Fred. I always admired Fred very much 
and never failed to read his articles in THE JEWELERS’ CiRCULAR- 
KeyYsTONE. I know what a loss he must be to you personally and 
to your organization and | am sure you will miss him very 
much. I wish to extend my deepest sympathy. 


Henry I. Jacobson, Jacobson Bros.—lI felt a real personal 
loss when I read today that Fred Cole had passed away. Fred 
and I had gotten to know each other pretty well in the last few 
years when serving on various committees together and I always 
had the greatest admiration for his intelligence, his good nature 
and his ability. Will you please convey to his wife my deepest 
sympathy, and I want to express my sincere regret to you be- 
cause I know that you, too, have sustained a real loss. 


Ray Noves, Oneida Community, Limited—I heard of Fred 
Cole’s death and I am sure I don’t have to tell you that I was 
greatly shocked. Naturally you will miss him more than any of 
us but he had a great many friends here and we shall miss him too. 


Thomas A. Fernley, Jr., Secretary, The National Whole- 
sale Jewelers’ Association—I was indeed shocked to learn of 
Fred Cole’s passing. Fred, at all times, was most cooperative 
and all of us here in the office had a very deep admiration for 
him. He was indeed possessed of a pleasing personality, marked 
ability and a thorough knowledge of the jewelry industry. His 
host of friends throughout all levels of the industry will indeed 
miss him. On behalf of all of us here in the office and on behalf 
of our Association, I wish to extend to his family and to you and 
his other business associates our sincerest sympathy in the great 
loss you have all sustained. He will be long remembered. 





A. E. Alexander, Ph.D., Director, Gem Trade Labora- 
tory, Inc.—Although I knew Fred Cole was ill, I was shocked 
when told of his death and want to extend to you my deepest 
sympathy in your great loss. His interest in Gem Trade Labora- 
tory was most gratifying and the fine work he carried on for 
many years in behalf of the entire trade certainly will live as a 
monument to him. 





Peter Mennell, H.M. Vice Consul, British Consulate- 
General—lI was very distressed to see the announcement of the 
death of Mr. Cole. I would like to offer you and your organiza- 
tion my sincere sympathy. On the many occasions that I had of 
meeting and working with Mr. Cole, I always admired his 
exceptional knowledge and ability, which he combined so effec- 
tively with his personal modesty and charm. I am indeed sorry 
that I shall not again have the pleasure of meeting and talking 
with Fred Cole, and know that you have lost a most outstanding 
executive as I, amongst many thousands of his business ac- 
quaintances, have lost a valued councillor and friend. 


S. D. Pelz, Frank M. Whiting & Co.—I was away the other 
day and upon my return learned of the passing of Fred Cole. 
Will you please extend to your organization and also to the 
members of his family our sincerest condolences and sympathies. 
We will all miss him. 


(Please turn to page 275) 
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© PLASTIC BEADS 


FOR EVERY PURPOSE! 


TELL Plastic Beads are preferred by 
leading jewelry manufacturers from coast to 
coast. Expertly made from cellulose acetate 
material, TELL Plastic Beads are produced in 
a variety of spheres and shapes. 


TELL Plastic Beads are available in the 
following colors and finishes: 

@ Alabaster base for pearlizing. 

® Chalk white, pink, or blue with waxed finish. 

® Gold, silver or rhodium plated. 

© Manufactured according to specifications. 


Sizes: 214 -3-314-4-412-5-512-6- 
7-8-9-10-12- 14-15 - 18 mms. may be 
ordered with or without holes. Submit your 
specifications or write for samples and prices. 


TELL MANUFACTURING CO., INC. 


33 Fulton Street * Newark 2, N. J. 
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L. H. COOK 


SIX INCH STRAIGHT LINING 
ENGINE TURNING MACHINES 


ENGINE TURNED PRODUCTS ARE 
BECOMING MORE POPULAR DAILY! 


Ask For Specifications and Prices 


LAWRENCE H. COOK, _ INC. 


65 MASSASOIT AVE., EAST PROVIDENCE 14, R. I. 

















Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 
ing material dealers. 
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Sell Locking Ring Sets 
by Using 
C.&G. Dual Ring Clasps 


You can apply the C, & 

| Dual Ring Clasp to “a 
| wedding and engagement 
| rings, locking them to. 
| gether. 


| Easily Applied 
Just Clamps On 
No Soldering 


| © Holds Engagement and 

Wedding Rings Side by 

| Side in Upright Position 

@ Comfortable — No 

| Rough Edges 

@ Prevents Rings From 
Turning on Finger 

@ Prevents Wear Be- 
tween Rings 








Guaranteed against 
Breaking or Cracking 


Patent No. 2281231 RETAIL PRICE 82.75 
(Attractive Dealer 


Newspaper mat of the C. & G. Discounts) 
Dual Ring Clasp (as shown) Order Through Your 


finished free. Material House 


Manufactured by 


CAMPANA & GOETZ 


704 Market Street San‘Francisco 2, Calif, 
Wholesale Distributor: 
M. J. LAMPERT & SONS, INC. 37 Maiden Lane, New York 7, N.Y, 

















DIAMONDS or EXPORT 
BARBER «xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO) | Dl@) \ fame 


CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


me bee ANTWERP ann AMSTERDAM 


————— 








MARCASITE JEWELRY IS FASHION NEWS! 


Our line of ladies' and men's jewelry is styled in keeping with 
fashion trends. Genuine marcasites are hand set in 
sterling silver and rhodium plated. 

Write for our catalogue 


MOHEL-ROSEART INC. 


Manufacturers and creators of marcasite: jewelry for 20 years 


38 WEST 32nd STREET NEW YORK, N. Y. 
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BUYING AGENT In Switzerland, 23 years ex- 
perience, is offering his services to Importers 
of Swiss watches. First class references. Lan- 
guages: English, French, German. 

Offers may be addressed to Box Number “N 10698” 
Publicitas S. A., Bienne. (Switzerland). 
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TRIBUTES TO FRED V. COLE 
(From page 273) 


William W. Rich, President, R. Wallace & Sons Mfg. Co. 
_] was certainly shocked to hear that Fred Cole had passed 
away. 1 know this will be a sad loss to you, that you will miss 
your good friend who has been such a loyal business associate 
and I wish to express my sincere sympathy to you and Fred’s 
family. 


James Schulz, Schulz Watches—I was terribly sorry to 
learn of the death of Fred Cole. The few times that I had the 
privilege of being together with him I learned to respect him 
as a gentleman of fine thoughts and understanding. The entire 
trade will miss him and we shall all mourn his loss. 


John O’Connell, Vice-President in Charge of Sales, Towle 
Manufacturing Co.—It was a great shock to learn of Fred’s 
passing. I couldn’t claim to have known him well, although he 
is the kind of a fellow that you didn’t have to see very often to 
at least feel you knew him well. A grand guy, evidently a very 
able fellow—we will all miss him. 








James R. McCarthy, Baumgold Bros., Ine.—On behalf of 
Baumgold Brothers I want to express our sincere regret at the 
passing of Fred Cole and our sympathies to your organization in 
a great loss. We feel that besides being an admirable human 
being he was a great credit to the jewelry industry. Certainly 
from personal experience we know he was of immense help in 
his readiness and generosity to give advice and constructive sug- 
gestions. 





Sidney Lightstone, Grey Advertising Agency, Inc.—Fred’s 
passing was a great shock. I had no idea that he was that 
seriously ill. Your loss is a great loss to the industry, and to 
those of us who respected his knowledge and his judgment and 
who loved him for the swell guy he was. 


Lester Sternberg, Vice-President, Multi-Facet Diamond 
Corp.—It was with deep regret that I learned of the untimely 


passing of Fred Cole, who was a friend of many years standing. 


It was my privilege and pleasure to have known him and the 
high principles which he stood for, and although your publica- 
tion has lost its editor, the whole jewelry industry has lost a 
friend and conscientious worker. On behalf of my associates and 
myself will you please tender to his family our deepest sympathy. 


Reginald Reichman, New York City—It is with genuine 
sorrow that I learn of the passing of Fred. He was a swell guy 
and I know that you and his many friends, among whom [ in- 
clude myself, will miss him. 


> 
Irving K. Marks, Vice-President, Frank Best & Co., Ine. 


—I read with great sorrow of the untimely death of Fred Cole, 
and want to express my most sincere sympathy. While I only 
had the opportunity of talking to Mr. Cole a few times, I was 
most impressed with his intelligent outlook and warm personality. 
His loss will be a great one to you and to your organization. 


John D. Shaw, Sales Manager, The International Silver 
Co.—I deeply regret the cause for this letter. We in the trade 
will all miss Fred, but I know you have suffered an even greater 
loss, 


Rudolph Samuels, Stein & Ellbogen, Chicago, Ill.—The 
sad news of Mr. Cole’s passing came this morning. We all feel 
that not only the JC-K lost a dynamic force but the jewelry 
industry will miss a true friend in Fred Cole. 





S. Stanley Moser, Vice-President and Treasurer, Louis 
Aisenstein & Bros., Inc..—We were deeply shocked to learn of 
the passing of Mr. Fred V. Cole. We know full well what his 
loss means to you as well as to the entire industry, having had 
the sad experience ourselves so recently of losing an honored 
and needed member of our own firm, as you are aware. Although 
we realize that words are futile at a time like this, we hope that 
you will accept these words as our heartfelt expression of sym- 
pathies in your loss. 


FOR JUNE, 1948 


E. B. Bedford, Publicity Manager, Oneida, Ltd.—{ heard 
the very sad news in regard to Fred Cole. His passing will be a 
great loss to the industry and you can be sure he will be missed 
by his many friends here at Oneida. 


Leonard Shiman, President, Shiman Manufacturing Co., 
Inec.—I have been away for a few days, and on my return, find a 
note of the passing of our friend, Fred Cole. May I extend to 
you and your staff, as well as Fred Cole’s immediate family, my 
profound sympathy. I always found him to be a man of the 
utmost integrity and good humor. It was a pleasure to have 
known him, and his passing will leave a void not easily filled 
in our industry. 


A. W. Lewin, A. W. Lewin Co.—The news of Fred V. Cole’s 
passing came to me as a great shock and it is with profound 
sorrow that I receive this news. I extend to you as his close 
associate my expression of sorrow in his passing and I know it 
will be hard to fill the vacancy which has been made by it. 


Jules Goldsmith, The Goldsmith Co.—I heard this morning 
the terribly sad news about Fred. I know that you have lost a 
very zealous worker for the magazine, and a very good personal 
friend. Since I have never met and do not know Mrs. Cole, I'll 
extend my condolences to you as the person I know who was 
closest to Fred. 


Thomas J. Tierney, President, Jones & Woodland Co. 
—It was with deep regret that I learned of the death of your 
very fine associate Fred Cole, and I know he will be missed by 
his many friends in our business. It was always a pleasure to 
visit with him at meetings and conventions for his smile and 
cordial greetings were such as to make anyone feel they had 
known him a lifetime. May I extend my deepest sympathy to 
you who will miss him most and the rest of your organization. 





Wilber T. Earl, Oneida, Ltd.—I was shocked to hear of the 
death of our good friend, Fred Cole. While I had heard he was 
not feeling well, I had no idea that he was in such serious shape. 
As you know, my acquaintance with him was at conventions, 
where I enjoyed and looked forward to meeting him. I know 
how much he was appreciated by you and what a help he must 
have been. I want to express to you and his family my very 
deep sympathy. 


H. C. Perry, Oneida, Ltd.—As you can well imagine this 
morning when I read in the New York Times that Fred Cole had 
died, it was a severe shock. Somehow I kept thinking that Fred 
was going to get well and that his trouble was not serious. 





David Goldstone, Imperial Pearl Syndicate—My deepest 
sympathy to your organization and the family of Frederick Cole. 


Ollendorf Watch Co., Inc., New York—Deeply shocked 
at the passing of Fred Cole. A genuine loss to the jewelry in- 
dustry. Our sincerest sympathy and heartfelt regrets. 


John T. Montgomery, M. A. Mead & Co.—It is hard to think 
of anyone in the trade that will be more missed than Fred Cole. 
The delightful and charming personality that made you always 
want to see more of him will not easily be replaced. The enjoyable 
times which you and Fred had in which I was included will 
always be cherished by me as occasions outstanding and not 
easily duplicated. 


Robert S. Hulbert, Chicago—We have lost a very good pal 
and friend, and somehow the banquets are not going to be the 
same without Fred. My sincerest sympathy to all. 


Arthur Ohlman, New York—Please accept our sympathy 
in the loss of your editor, Fred V. Cole. As I remember him, he 
was always gracious, genial and kindly and his like will be 


hard to find. We will all miss him. 


William O. Smith, President, Western Pennsylvania 
Horological Institute, Inc.—The entire faculty and officers of 
our school deeply regret the passing of your Editor, Fred V. 
Cole. The watchmaking and jewelry industry has lost a wonderful 
crusader for right who fought every evil in the watchmaking 
industry. “Fred,” as he was affectionately called at all of our 
meetings and conventions, will be mourned across the country. 
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2 Harvel craftsmanship has 


earned a reputation for making re- 




















markably precise watches...watches 
that are right for accuracy . .. right 


' We are affiliated with the 
Henry H. Harteveldt Company. This 
firm, one of the large diamond im- 
porters in the United States, has 
long been noted for the excellence 
and value of its diamond jewelry. 






for beauty . . . right for price! 







Top 3 WATCHES in 14K white gold, 6 
diamonds $225, 14 diamonds $325, 16 
diamonds $375; bottom watch in plati- 
num, 30 diamonds, $465. These retail 
prices include Federal tax. 












HARVEL DIAMOND WATCHES are featured by many of America’s 


outstanding jewelers because of their 
e Unsurpassed values ¢ Distinctive styling ¢ Perfection of finish H y | H V F / 
e Consumer acceptance built by years of consistent national advertising 


Harvel watches are available to RATED jewelers—write us, One of the World's Fine Watches 
we have eight salesmen to serve you. 


HARVEL WATCH COMPANY « ROCKEFELLER CENTER « NEW YORK CITY 20 
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Pennsylvania Sales 
Follow Seasonal Pattern 


Pennsylvania jewelry sales follow a 
sharp seasonal pattern, with a fluctuation 
probably greater than any other major line 
of retailing, according to a study by ihe 
Pennsylvania State College Bureau of Busi- 
ness Research of seasonal changes in re- 
tail sales. 


Using the average month of the year as 
100, it was found that the index of sales 
ranges from a low of 62.4 in February to 
a peak of 327.3 in December. Month-to- 
month changes vary from a drop of 78.8 
per cent from December to January to a 
sharp gain of 182.6 per cent from Novem- 
ber to December. 


Taking a hypothetical jewelry store with 
annual sales of $100,000, it was indicated 
that monthly sales will fluctuate from 
$5,200 in February to $27,275 in Decem- 
ber. February is the low month of the 
year with only 5.2 per cent of the year’s 
total December is by far the _ busiest 
month, when gift buying is at its peak, 
and accountas for 27.3 per cent of the 
year's volume. 


SEASONAL PATTERN VERY SHARP 


“The seasonal patern in this line of 
business is very sharp and probably shows 
greater fluctuations than any other major 
line of retailing,” a bulletin reporting the 
findings of the study observes. “From a 
year’s low in February sales increase until 
June, a month of graduations and mar- 
riages. After a summer low reached in 
July business begins a steady seasonal 
improvement, ending in the very active 
month of December. The fourth quarter 
is by far the best with 44.5 per cent of 
the year’s trade.” 


Findings of the study, which covered 
24 kinds of retailing in Pennsylvania, are 
revealed in a bulletin being distributed by 
the college’s Bureau of Business Research. 
Prepared by Dr. George L. Leffler, the 
bulletin includes detailed charts and tables 
for the various types of business. 


In conducting the study, approximately 
1,750 independent stores were examined 
over an eight-year period. The study was 
prepared from data furnished by the 
Bureau of Census. In determining seasonal 
changes and seasonal indexes of sales, 
the report used the standard “link-rela- 
tive method,” which eliminates unusual 
changes and employs only those facts 
which appear typical over a considerable 
period. 


FOR JUNE, 1948 





Industry's Policy on Tax Remains Firm 


In Face of Withdrawal of NEMJ&SA 


Statement Issued by Jewelry Industry Tax Committee 
Reiterates Necessity for Attacking Excise Tax 
Problem With Industry-Wide Requirements in Mind 


The New England Manufacturing Jewel- 
ers and Silversmiths Association has 
withdrawn from the Jewelry Industry 


Tax Committee. A resolution, unanimously 


voting for the organization’s withdrawal 
from the industry-wide tax committee was 
passed by NEMJ&SA directors at their 
mid-May meeting and announced May 20. 


The resolution was as follows: 


Whereas the policy of the Jewelry 
Industry Tax Committee of the 
Jewelers Vigilance Committee as 
expressed in the brief read by Mr. 
Fred Dreifus before the Ways and 
Means Committee of the House of 
Representatives was that the Con- 
gress should remedy the injustice to 
the jewelry industry by 

(a) repealing the excise tax 
on jewelry, or 


(b) restoring as an interim 
measure of partial relief 
pending complete repeal, 
the 1941 rate of 10 per 
cent and granting an ex- 
emption from tax on the 
first $25 of the selling 
price of any _ jewelry 
item; and 

Whereas the New England Man- 
ufacturing Jewelers’ & Silversmiths’ 
Associatien still believe that such 
policy is for the best interest of the 
industry; and 


Whereas the Jewelry Industry 
Tax Committee over an extended 
period has seemingly not supported 
this full policy; 

It Is Resolved by unanimous vote 
of the Directors that the New Eng- 
land Manufacturing Jewelers’ & 
Silversmithe’ Association withdraw 
from said Jewelry Industry Tax 
Committee and that this is consist- 
ent with the action taken by the 
Board on October 28, 1947 at which 
time due notice was given to the 
Jewelry Industry Tax Committee of 
the Jewelers Vigilance Committee. 


A statement by the Jewelry Industry 
Tax Committee, issned concurrently with 





the announcement of NEMJ&SA’s an- 


nouncement on May 20, read as follows: 


The Jewelry Industry Tax Com- 
mittee is composed of all segments 
of the industry, manufacturers, 
wholesalers and retailers located 
throughout the country, including 
representatives of the leading na- 
tional associations. The object of 
the Jewelry Industry Tax Commit- 
tee is to secure relief from the 
burden of the federal excise tax. 
Toward this end, competent counsel 
was retained to guide the Com- 
mittee. It must of necessity at- 
tack the problem of tax relief from 
the broadest industry standpoint. 

The Committee’s policy was pri- 
marily to secure full repeal of the 
20 per cent tax and, if this was 
found not to be feasible, to direct 
its efforts toward having the tax 
reduced to the 1941 rate of 10 per 


cent. 


In the spring of 1947 it developed 
that the New England Manufactur- 
ing Jewelers’ & Silversmiths’ Asso- 
ciation, even though they were 
members of the Jewelry Industry 
Tax Committee took independent 
steps to secure an exemption from 
the excise tax on the first $25 of 
all retail jewelry sales. In order to 
maintain unity, the Jewelry In- 
dustry Tax Committee endorsed this 
step as an interim measure, and 
the brief presented to the House 
Ways and Means Committee on 
June 11, 1947 so stated. There was 
no action in Congress until the pas- 
sage of H. R. 4259 by the House 
of Representatives on July 22, 1947. 
This was a bill granting relief 
from excise taxes on certain types 
of photographic equipment, etc. 
(not for public sale) to which an 
amendment was attached exempting 
the first $25 of jewelry sales from 
the excise tax. Immediately upon 
passage of H. R. 4259 by the House, 
the Jewelry Industry Tax Commit- 


(Please turn to page 278) 
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New England Manufacturers Supply Information 


On War Production Facilities of Their Plants 


The New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association has em- 
barked upon a program that its leaders 
sincerely hope will be a complete waste 
of time. 

It is the mobilization of data regarding 
war production facilities within the jew- 
elry manufacturing industry in the event 
of another war. 

The program calls for the assembling 
of all information regarding the activities 
of the New England manufacturing jewel- 
ers during the last national emergency. 

Inauguration of the program is not with 
the idea that war is imminent, but rather 
that “it pays to be prepared.” In suggesting 
the compilation of the war production rec- 
ord of the jewelry makers in the last war, 
the board of directors of NEMJ&SA felt 
that too great a delay in getting started 
on the program may result in much of 
the necessary data becoming unavailable. 
They believe in striking while the iron is 
hot, in getting the information while it is 
still available. 

The assocation will be cooperating with 
the National Resources Board and other 
federal agencies in collecting data that it 
is believed will be of great assistance 
should there be another emergency, call- 
ing for all-out production at short notice. 

As part of the program the NEMJ&SA 
will endeavor to find out what was made 
by the jewelry industry during the war; 
how much of its was produced and by 
whom. It is also planned to find out 
whether or not the industry is prepared 
to resume the work it did in World 
War II. 


CAN HANDLE SUB-CONTRACT WORK 


It is well known in the Providence area 
—and also in Washington—that the jew- 
elry industry was very well suited to 
handle sub-contract work. Data on sub- 
contract work is rarely kept after the 
emergency is over. Since much of the 
sub-contract work done by the jewelry 
manufacturers was associated with such 
important projects as radar the NEMJ&SA 
board feels that it would be valuable to 
have all the data on such projects at hand. 

After the information has been gleaned, 
the data will be put in such a form that 
in case an emergency arises the associa- 
tion can be instrumental in getting the 
industry into war production immediately, 
without going through costly delays such 
as occurred at the beginning of the last 
war. It is hoped that through the program 
and the resulting compilation of informa- 
tion it will be possible in case of necessity 
to draw sufficient conclusions regarding 
war work facilities to prevent many of 
the errors that usually result from a trial 
and error procedure. 

The information will be kept current so 
that the association at all times will have 
up-to-date information of the jewelry in- 
dustry’s war production potential. 

While the directors hope the information 
that will be gathered will never have to 
be used, it intends, if possible, to have 
the industry prepared for any eventuality. 
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The New England jewelry manufacturers 
were capable of large scale war produc- 
tion in the recent war, proving themselves 
to be probably the best agency to handle 
work on small, intricate parts because of 
its highly skilled craftsmen and their out- 
standing ability to do delicate work with 
their hands. 


Many of the bomb sights, bomb fuses, 
parts for aerial guns, instruments, radar, 
and radio came from the factories that 
ordinarily produce 85 per cent of the 
costume jewelry made in this country. 


The current program is to alert these 
same manufacturers—together with the 
new ones that have entered the field—to 
the necessity of being in readiness to shift 
to the production of war materiel should 
the need for such a shift ever arise. 





— 


NEMJ&SA WITHRAWAL 
(From page 277) 


tee made every effort to have favor- 
able consideration given to this bill 
by the Senate Finance Committee, 
to which it had been referred. The 
bill has not been reported out, and 
the best advices obtainable indicate 
that no action will be taken upon 
same. What is more, the Jewelery 
Industry Tax Committee is reliably 
informed that excises will not be 
taken up piecemeal but that the 
whole question of excises will be 
considered at one time. 

Subsequently, the Jewelry  In- 
dustry Tax Committee has had a 
number of meetings at each of 
which it was determined that its 
efforts should be directed toward 
securing relief from the excise tax 
by elimination or reduction; that it 
would let the matter of exemption 
take its course. 

Notwithstanding the position es- 
tablished by the Jewelry Industry 
Tax Committee, representatives of 
the New England Manufacturing 
Jewelers’ & Silversmiths’ Associa- 
tion, without even consulting the 
Jewelry Industry Tax Committee or 
its counsel, recently went to Wash- 
ington in an effort to have an ex- 
emption amendment attached to 
an appropriation bill in the Senate. 
At a meeting held last week the 
Jewelry Industry Tax Committee 
decided to take no action for or 
against the New England program, 
since any such action would have 
been inconsistent with the well con- 
sidered plans of the Jewelry In- 
dustry Tax Committee. Even though 
it is not expected that Congress 
will take any action on excise taxes 
in the immediate future, it is inter- 
esting to note that on May 11, 1948, 
the very day of the Tax Committee 
meeting, Congressman Robert A. 
Grant presented a bill (H.R. 6503) 
to reduce the excise taxes on furs, 
jewelry, cosmetics and luggage to 
the prewar 10 per cent level. 





This week the New England 
Manufacturing Jewelers’ & Silveg. 
smiths’ Association saw fit to an- 
nounce its withdrawal from the 
Jewelry Industry Tax Committee, 
It is unfortunate and regretable 
that unity in a matter of such 
broad interest and importance to 
the industry as a whole is disturbed. 
Efforts to secure relief from the 
excise tax will nevertheless be 
actively continued by the Jewelry 
Industry Tax Committee. 


a 


Establish Providence 
Buying Service 


A buyers service, aimed at continuing 
and augmenting the services rendered for 
many years by Barney Simms, has been 
inaugurated by the New England Manu. 
facturing Jewelers’ & Silversmiths’ Assn. 
It will maintain a link between the jew. 
elry producers and the buyers for the re. 
tailing industry. 

The directors of NEMJ&SA decided 
to make this buyers service an_ integral 
part of the association’s program, provid. 
ing facilities for the purpose in the asso- 
ciation offices on the second floor of the 
Sheraton-Biltmore Hotel, Providence, 

Donald Pickup, the new addition to the 
NEMJ&SA staff as assistant to the execu- 
tive secretary, George Richard Franko. 
vich, will head the new service. He will 
contact the buyers as they visit Providence 
and will schedule appointments for them 
with the manufacturers in the New Eng. 
land area who deal in the type of jewelry 
in which they are interested. 

It is planned to make the buyers service 
a central clearing house, just as the par- 
ent association is a clearing house for all 
problems associated with the manufacture 
of jewelry. 

It is proposed to create a listing of all 
jewelry items made in Rhode Island and 
in the Attleboro sections of Massachu- 
setts, so that when a buyer arrives at the 
buyers service office with a desire to see 
specific items it will be a simple matter 
to provide him with a complete listing of 
the firms in the vicinity where such items 
are produced. 

The buyers service is a new departure 
for the New England Manufacturing 
Jewelers’ & Silversmiths’ Assn. For a 
number of years the late Bernard Simms 
served as liaison officer between the buy- 
ers and the producers of jewelry. In 
recent years the NEMJ&SA has assisted 
in supporting the service rendered by him. 

For years the buyers told one another 
that it was a case of “seeing Barney 
Simms first when visiting the Providence 
area.” Mr. Simms was injured last Fall 
when he was struck by an automobile in 
downtown Providence. He died following 
a long hospitalization. 

The new service, under Pickup’s direc- 
tion, started May 13. Following Mr. 
Simms’ accident and until the establish- 
ment of the new service the work of 
scheduling appointments for the visiting 
buyers has been cared for by the NEMJ 
&SA staff. 
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TriState Convention Draws Record Crowd: 
Howard Heiss Succeeds Levitt as President 


A record-breaking crowd of jewelers and 
others interested in the jewelry business 
spent a pleasant and profitable two days 
at the 34th annual convention of the 
Maryland, Delaware, and District of 
Columbia Jewelers’ Association Sunday 
May 9th and Monday the 10th at the 
Hotel du Pont, Wilmington, Delaware. 
Activities began with a tour of beautiful 
Longwood Gardens and Conservatories of 
the P. S. duPont Estate early Sunday 
afternoon. Back at the hotel for dinner 
the group was welcomed officially by Pres- 
ident Melvin M. Levitt. 

Business sessions began at 10 A.M. on 
Monday with an opening address by 
Melvin M. Levitt in which he told of the 
work and progress of this organization 
and other groups such as the American 
Gem Society who cooperated in working 


J. Foster, Special Agent of the Federal 
Bureau of Investigation spoke on the 
subject: “The FBI and the Citizen’. 


Mrs. Gladys Babson Hannaford, noted 
lecturer and authority on diamonds, with 
N. W. Ayer & Son, gave a talk on the 
subject: “Diamonds Mean Romance” 
containing much useful information which 
jewelers could apply to their own busi- 
ness. She mentioned the following out- 
standing selling points for diamonds: (1) 
Because they are the hardest substance 
we know they have a much-sought after 
enduring quality; (2) Fine, gem-quality 
diamonds are anything but common; (3) 
The diamond’s dispersion and diffusion 
of light gives it an unequaled beauty. She 
stressed the fact that this satisfies man’s 
natural desire to own things enduring, 
rare and beautiful. Additional selling 


most constant of all commodities”, \ and 
that it has a romantic history and _at- 
mosphere about it, she explained. Mrs. 
Hannaford believes that describing dia- 
monds as “an investment” is detrimental 
in the long run because the average 
person expects to make a profit on an 
investment and is disillusioned when he 
discovers he cannot sell the diamond for 
more than he paid in real dollars. She 
mentioned several ways of handling the 
inevtitable questions about “investing in 
diamonds” including stressing the idea 
diamonds are an investment in happiness 
and stressing the constant value of this 
gem. Mrs. Hannaford, as a result of 
questions put to her by those in her 
audiences all over the country, feels that 
there is a “great and serious mood for 
advertising of a nature that will give the 
public confidence” in the jeweler, who 
now deserves more confidence than he 
receives, 

Luncheon in the Gold Ballroom was 
heightened by the address of welcome by 





material centers around the facts that 
this gem is negotiable, portable, and “the 


the Honorable Joseph S. Wilson, Mayor 
of the City of Wilmington. During the 
afternoon business session Edward O. Otis, 
Director and former Executive Secretary 
of the New England Manufacturing Jew- 
elers’ and Silversmiths’ Association gave 
an interesting talk on the making of 
jewelry and Cecil D. Kaufmann, Chairman 
of the Jewelry Industry Council gave an 
address showing jewelers what this or- 
ganization is doing and has done for the 
jewelers and their business. 


toward the betterment of the jewelers’ 
interests during the past year. Charles 








Several resolutions were placed into 
effect including one requesting active co- 
operation of the ANRJA in opposing a bill 
coming before the legislature in the Dis- 
trict of Columbia concerning optometrists. 
This bill, which might conceivably be 
used in other places as a pattern, states 
the optometrists are professionals and 
therefore not hirable. This would make 
it illegal for optometrists to be employed 
by jewelry store proprietors. Another 
resolution opposed various cooperatives 
and other methods special groups are 
employing to gain discriminatory dis- 
counts. 


I 


INTRODUCE CLEVER RUSE 


bd 
bw 
; 
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23 > 24 26 When the report of the nominating 

2 committee had been heard, Mel Foer 
introduced a clever ruse by nominating 
a Bill Minton for President with a 
flowery speech. Amidst accusations of 
“crooked politics” the officers of the or- 
ganization stood confused while “Mr. 
Minton”, (played by Art Sheinbaum,) 
the typical comedy politician complete 
with handle-bar mustache and big cigar, 
paraded to the front accompanied by Ed 
Sickles, Ted Grape, Harry Koengsberg, 
Mel Foer, (with Jimmy Theise playing 
an accordian). After Mr. Minton made his 
speech of acceptance the nominators de- 
cided he was not the man for the job 
and withdrew his name as a candidate. 
When order was restored the following 
officers were legitamately elected to serve 
for the coming year: Howard C. Heiss of 
Baltimore, president; Bernard N. Burn- 
stine of Burnstine’s, Inc., Washington, 


(Please turn to page 282) 





The group pictured above, who attended the 34th annual convention of the Maryland, Dela- 
ware, and District of Columbia Jewelers’ Association on May 9 and 10, didn't have to be asked 
to smile when JC-K's roving photographer snapped these photos. Shown in the pictures are, 
left to right: 1. Royal C. Linthicum; Jack Yankee; Irvin Hammen; Robert Culver, Elgin Na- 
tional Watch Co. — 2. Philip R. Kolbe; E. M. Rosenthal, Benrus Watch Co. — 3. Louis 
Haimann; G. Irving Baily; Samuel T. Schwartz — 4. Elwood Davis and daughter, Mrs. H. L. 
Jacobs — 5. Edward Dansziger, Remembrance Ring Co. — 6. Oscar Stradley; Joseph Braiger; 
F, Drofsky — 7. H. E. Baumohl, U. S. Jewelry Co.; Miss M. Sopher; Mr. and Mrs. David Mor- 
stein — 8. Bert L. Kaufman, Bert L. Kaufman Co.; William Chopak, J. J. White Mfg. Co. — 
9. Ed. Sickles, M. Sickles & Sons; Dave Kay, Jacoby-Bender, Inc.; Ed. Bailey, M. Sickles & Sons; 
Morris Astrin, B. Kleitz & Bro. Co. — 9a. Jack R. Storti, Flex-Let Expansion Products — 10. 
Jack Kay, Web Jewelry Mfg. Co.; Dave Weinberg; Arthur Bergman, Mercury Ring Corp. — 
I1. Paul Seibel, Bob Gunder, Al Schacheman, of Hamilton Watch Co. — 12. Howard C. Heiss, 
newly elected president; Melvin M. Levitt, retiring president — 13. Nelson Broms, Larry 
Prigozen, Helbros Watch Co. — 14. Israel Brown; Harold Gardner, Jewelers Security Alli- 
ance; Ben Riseman, Fairfax Distributing Co. — 15. Bernie Burnstine; Ben Rosenthal, Rosenthal 
& Kaplan; Ben Staufenberger, Marvella Pearls; George Reichardt, Fairfax Distributing Co. — 
16.C. M. Rebok, Manchester Silver Co.; Miss Shelburne Kallenbach — 17. Cecil D. Kaufmann, 
Kay Associates — 18. E. D. Challis, Seth Thomas Clocks; Jack Goldstein, U. S. Jewelry Co.; 
J. A. Daley, Seth Thomas Clocks— 19. Howard W. Kleitz, B. Kleitz & Bro.; Howard R. Collins — 
20. Mr. and Mrs. A. C. Mayer — 21. Sol Rothman, Rothman & Schneider — 21a. Philip M. 
Joyce, A. Blustein, Blustein Co. — 22. Louis Sickles, Philadelphia — 23. Henry Groll; Theodore 
S. Grape — 24. James Theise, Acme Ring Co. — 25. Jay Engel, J. Engel & Co. 
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Methods of Fighting House-To-House Selling 
Discussed at Convention of Arkansas RJA 


Methods of combating howse-to-heuse 
selling by itinerant silver salesmen, de- 
olared as becoming serious in Arkansas, 
were discussed by several speakers at the 
Arkansas Retail Jewelers Association’s an- 
nual convention held at the Hotel Marion, 
Little Rock, on April 25 and 26. 

The retail jeweler can win over the 
door-to-door canvassers through an ex- 
tensive public relations program, W. C. 
Whorley of Arkadelphia, whe was elected 
secretary-treasurer of the association, de- 
clared. 

“You have a big advantage over the 
salesmen when you've got over to the 





public that you’re a part of the com- 
munity and here to stay, ever ready to 
render any needed service,” Mr. Whorley 
said. 

“Once you get a prospective customer 
in your store you can show him definitely 
you can give him better wares than the 
house-to-house salesmen, and you can re- 
duee to nothing the attractiveness of the 
so-called “discount” offered as bait by the 
salesmen.” 

In touching on the same subject B. C. 
Clark, Jr., of Oklahoma City, Okla., vice 
president, Southwestern region, American 
National Retail Jewelers Association, said 
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STARLETS 





he had observed many house-to-house sales. 
men were “offering a couple of teaspoons 
for the name of another customer.” 

“At a jewelry display in Oklahoma Cit 

; Fray: y 
where it was visited by thousands of seule 
we found an alarming number of people 
were buying from the door-to-door ped. 
dlers. You’ve got to get over to the Public 
that you can provide a better pattern, and 
that you'll always be available to help a 
couple in completing a pattern, a job that 
often takes several years.” 

Jewelers should emphasize the slogan 
“Something from your jeweler is always 
something special,” in their advertising 
Mr. Clark stated. 

More attention to “building traffic jp 
jewelry stores” was urged by Mr. Clark. 
“A survey shows that the average person 
goes into a jewelry store once a year, 
That is not enough. We should get him 
in four and five times. Once you get people 
in your store, you often can show them 
goods they’ve never seen before.” 

Other speakers included Hoyt T. Pur. 
vis of Jonesboro, treasurer of ANRJA; 
W. H. Snyder of Memphis, Tenn, a 
jeweler and brother of the secretary of 
the Treasury; and Ernest Hesterly of 
Prescott. Films were shown by the Ham. 
ilton Watch Co. and the International 
Silver Co. 

At the convention the association’s board 
of directors was changed to a board of 
regional vice presidents, who will be as. 
signed by Floyd A. Denman, new presi- 
dent of the organization, to direct the 
association’s program in certain areas ef 
the state. 

The regional vice presidents are: Mr. 
Stewart; Tom Cave of Little Rock: Joe 
Fitzpatrick of Blytheville; R. D. Stone of 
McGehee; Lewis Goltz of Hot Springs, 
and R. S. Sheppard of Russellville. 





Floyd A. Denman of Stuttgart Ark., left, 
above, secretary-treasurer of the Arkansas 
RJA for the past year, was elevated to the 
presidency at the association's annual con- 
vention held at the Hotel Marion, Little 
Rock. In the center is W. C. Whorley of 
Arkadelphia, who was named secretary- 
treasurer and on the right is Edwin H. 
Stewart of Hope, retiring as president after 
a four-year term. 


In recognition of 20 vears service to 
the organization, four employees in_ the 
San Francisco executive offices of Gen- 
sler-Lee Jewelers were recently given 
awards by the California jewelry chain. 
Presentations were informally made at the 
Telegraph Hill home of Budd Rosenberg, 
executive vice-president and advertising 
manager of Gensler-Lee. The employees 
feted by the occasion were: Jo Crane, 
Peggy Hulshof, Clark Valentine. and 
Adolph Rose. 
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New Nationally Advertised Emblem 
Now Available to Members of JIC 

In accordance with instructions from 
‘ts board of directors, the Jewelry Indus- 
try Council is making available to mem- 
bers its new nationally advertised emblem 
_in sticker form—for use on inter-indus- 
try correspondence. 

This action has been taken because 
many suppliers have expressed a desire for 
the opportunity, through the use of this 
sticker, to identify themselves to retail 
jewelers as financial supporters of the 
Ceuncil’s national advertising and promo- 
tional activities that are being carried on 
in behalf of the retail jeweler. 

All supplier members of the JIC can 
get a supply of these stickers, at no cost, 
by filling out and returning post card 
order blanks which are available from the 
Council. 

Mats and photographs which can be 
used for the purpose of reproducing the 
Council’s emblem on letterheads, invoices, 
and in trade paper and other advertising, 
are still available to supplier members at 
ne cost. Space to enter orders for mats or 
photographs, or both, is provided for on 
the same card used for ordering “stickers.” 


We are members 





Something prom Ke Goucleri 
uo anys Something Speaal 


The new nationally advertised ''sticker'’ em- 

blem, now available to supplier members 

of the Jewelry Industry Council, is repro- 
duced above. 








Mason City Watchmakers Guild 
Formed Recently At Meeting 

John Neidermeyer was elected president 
of the newly formed Mason City District 
Watchmakers’ Guild at a recent organiza- 
tienal meeting held at the Hotel Hanford, 
Mason City, Iowa. Ben Grismore, Corydon, 
president of the Horological Association of 
Iowa, presided at the meeting. 

Other officers elected were Wendell 
Lotts, vice president and Gordon O’Con- 
nor, secretary-treasurer. Four board mem- 
bers were elected as follows: C. Glenn 
Haney, Hampton; L. T. Dillon, North- 
wood; Arthur Fandel, Mason City, and 
Gilford M. Green, Osage. 

State representatives present to help 
with the organization included George 
Swartaendruber of Cedar Rapids, secre- 
tary-treasurer of the Horological Asso- 
ciation of Iowa, who spoke on the working 
operation of the guild. Also present were 
Ray Wiley, Des Moines; T. O. Dilges, 
Fort Dodge, and H. O. Brightwell, Chari- 
ton. All gave talks on the operation of 
their local watchmaker guilds. 
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Out on 4 limb because of shortages ? 





Call on Air Express. It’s the best—and fastest—way to 
get supplies, parts and equipment. This super-speedy 
service is a round-the-clock proposition, speeding 
your shipment via Scheduled Airlines—offering you 
pick-up and delivery at no extra cost. 

Air Express rates are surprisingly low. Use its speed 
regularly to clip whole days off shipping time, and keep 
your business running in high gear. 


Specify Air Express-Worlds fastest Shipping Service 
eLow rates—special pick-up and delivery in principal U.S, 
towns and cities at no extra cost. 


e Moves on all flights of all Scheduled Airlines. 
e Air-rail between 22,000 off-airline offices. 


True case history: Tulsa, Oklahoma, factory regularly gets ma- 
chine replacement parts by Air Express. Keeps production 
moving. Typical shipment (25 Ibs.) left Milwaukee at 10:10 
A.M., delivered Tulsa 6:40 P.M. same day. 655 miles, Air 
Express charge $5.37. Any distance similarly inexpensive. 
Phone local Air Express Division, Railway Express Agency, 
for fast shipping action. 











Rates include pick-up and delivery door 
to door in all principal towns and cities 





AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Modern originals made in 
14K gold or 10% Iridium 
Platinum jewelry made by 
Masters of the Craft. 
Watch cases, bracelet 
watches, earrings, lapel 
watches, ete., in all price 
ranges. 


PROGRESS 


JEWELRY CO. Ince. 
36 West 47th Street 
New York 19, N. Y. 
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First Visiting Board Makes 
Trip to GIA Headquarters 


The first Board of Visitors to visit the 
Gemological Institute of America for the 
purpose of inspecting the Institute in- 
cluded G. H. Niemeyer, P. M. Fahren- 
dorf, and Dr. Sydney H. Ball of New York 
City, and George Englehard of Chicago, 
who spent from three to five days at the 
Los Angeles Headquarters early in May. 

They were invited by the Board of 
Governors of the G.I.A. to act as the first 
visiting board which is to be selected an- 
nually. The custom was introduced to 
create a more accurate understanding in 
the jewelry industry and educational fra- 
ternities of the Institute’s set-up, functions, 
and activties. The Board of Visitors is 
invited, after inspection of the operations 
of the Institute, to make recommendations 
and criticisms that will suggest a more 
constructive service to the industry. 

Each of the four initial visitors is well 
known throughout the country for out- 
standing service to the jewelry industry. 
G. H. Niemeyer is president of Handy 
and Harman, refiners of precious metals, 
chairman of the Jewelers’ Vigilance Com- 
mittee, past president of the Jewelers 
Board of Trade, chairman of the Jewelers 
24 Karat Club of New York, and very 
active in many other organizations. George 
Engelhard, publisher of National Jeweler, 
is past president of the Chicago Jewelers 
Association, and has many other afhilia- 
tions in the industry. P. M. Fahrendorf, 
president of THE JEWELERS CirCULAR-KEY- 
STONE, with which he has been associated 
for the past 20 years, is also president of 
the Jewelers 24 Karat Club of New York 
and is active in many organizations of 
benefit to the jewelry industry. Dr. Sydney 
H. Ball, consultant geologist and world 
known diamond authority of New York 
City, is with the firm of Rogers, Mayer 
and Ball, Mining Engineers. 

During the Los Angeles visit a- large 
portion of the time at the G.I.A. was spent 
by these men in familiarizing themselves 
with the activities of the Institute. 


—— —-— — 


Announce Plans for Second Annual 
Silversmithing Workshop Conference 


The jury for the second annual national 
Silversmithing Workshop Conference for 
teachers has selected the 1948 members 
representing 12 universities, teachers co)- 
leges and art schools in twelve towns and 
cities in nine states, Margret Craver, con- 
sulting silversmith to Handy and Harman 
and director of their Craft Service De- 
partment announced recently. 


The conference will be held in August 
at the Rhode Island School of Design 
under the sponsorship of Handy and 
Harman, refiners and dealers in precious 
metals. 

Baron Erik Fleming, Court Silversmith 
to His Majesty, the King of Sweden is 
coming to the United States to conduct the 
conference which will extend from August 
2 through August 27. Baron Fleming’s 
work is represented in museums through- 
out the world including the Metropolitan 
Museum of Art and his professional honors 
include the order of the Vasa Royal Medal 








' of Prince Eugen, the highest honor given 


for artistic activity in Sweden. 


Because of the intensive nature of the 
work and so that each conferee may bene. 
fit from a maximum of individual help and 
instruction, the attendance at the cop. 
ference is limited to 12 carefully selected 
teachers who competed for places by gyb. 
mitting application forms accompanied by 
photographs or samples of their work and 
letters of reference. Twelve is the ideal 
classroom set-up. 


The jury agreed that the teacher whose 
work was most outstanding in last year’s 
conference be invited back to the ‘49 
conference. Raoul Delmare, Emporia State 
Teachers College, Emporia, Kan., won this 
place. 


TRI-STATE JEWELERS HOLD 
CONVENTION 


(From page 279) 


D. C., Ist vice president; Samuel T. 
Schwartz, of Charles Schwartz & Co, 
Washington, 2nd vice president; Frank 
Geraci of R. Harris & Co., Washington, 
treasurer, and Harry Groll of Harris & 
Groll Inc., Wilmington, secretary. 


The board of governors was also elected 
consisting of: Jay Engel; Sidney Ross; 
James Levi; Judson Mealey; David 
Lakein; A. C. Mayer; Arthur Sundlun; 
Julius T. Peyser; Elwood Davis; Howard 
Collins; Melvin’ Levin, and Howard 
Kleitz. 

The Honorable Walter W. Bacon, Gov. 
ernor of the State of Delaware, spoke at 
the convention banquet of Monday which 
was followed by a floor show and dancing. 
The 1949 ‘Tri-State convention will be 
held in May at Baltimore, Md. 


Special Department at WPHI 
Working On Chronograph Course 

Speaking before the annual convention 
of the West Virginia Retail Jewelers As- 
sociation, William O. Smith, president of 
Western Pennsylvania Horological _Insti- 
tute, revealed that his school set up a 
special department eleven months ago to 
build up a completely illustrated chrono- 
graph and complicated watch course that 
would cover every kind of chronograph 
on the market, with a special text book 
fully illustrated, explaining all details for 
each individual watch. 


“Coming next to the atomic bomb and 
the ships to carry them, our country must 
have accurate time, not ordinary time, 
but split-second interval time; not just 
stop watch time, but chronograph time, 
where the speed of light, sound and move- 
ment can be caluculated automatically, 
instantly, on the spot,” Mr. Smith stated. 

For this reason he has a staff of drafts- 
men, artists, photographers, and a printer 
making large illustrated text books and 
enlarged colored plastic models. They 
are trying to explain over 115 American 
and Swiss timepieces so that graduates, 
jewelers and watchmakers may understand 
timesaving and life-saving chronographs in 
order that they may help defend their 
country in a possible new precision i- 
strument atomic warfare, or for industry 
and scientists in peacetime. 
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New Jersey Retail Jewelers Meet in Atlantic City- 
louis Haimann Is Unanimously Re-elected President 


That perennial president of the New 
Jersey Retail Jewelers Association, Louis 
Haimann, Morristown, was again drafted 
and unanimously re-elected as president of 
that organization for the ensuing year at 
the annual convention of the association 
held at the Ritz Carlton Hotel, Atlantic 
City, N. J., on May 2 and 3. Also re- 
elected for another term were Joseph Im- 
belloni, West New York, who continues as 
Ist vice president; Henry C. Gelula, At- 
lantic City, secretary, and Ralph M. Fava, 
Paterson, treasurer. 

Chosen as 2nd vice president was David 
Lebson of Englewood. Elected to the board 
of trustees were Bertrond A. Weber, Ridge- 
wood; William Schoppy, Atlantic City; 
L. J. Rad, West New York; Louis Rosen- 
stein, Summit; H. L. Lund, East Orange, 
and Mr. Dorn of Camden. 

In his president’s address, which opened 
the business session of the convention, Mr. 
Haimann recommended that the legisla- 
tion committee be empowered to engage a 
competent representative to check on all 
impending legislation that concerns the 
trade. He specifically mentioned the new 
proposed state luxury tax, the optical bill 
and Senate Bill No. 292, pertaining to 
restriction of all forms of credit buying. 
Mr. Haimann also took up various prob- 
lems facing the retail jewelers, such as 
the question of avoiding excessive inven- 
tory in some lines while maintaining in- 
adequate stocks in others; the burdensome 
excise tax; the tendency toward the elimi- 
nation of the cash discount on the part of 
some suppliers; and the listing of prices 
and net cost quotations by manufacturers 
and suppliers in their advertisements and 
open mail. 

First guest speaker on the program was 
Charles T. Evans, ANRJA secretary, who 
outlined the program of activities which 
ANRJA has scheduled for the coming 
year. Henry W. Taves, sales manager of 
the New Haven Clock Co., discussed his 
company’s method of distributing character 
watches and clocks. In his talk he stressed 
the need for greater discrimination in 
ordering merchandise which might pos- 
sibly be scarce in the future. 


Sam Mintz, editor of The Jewelers Out- 
look, dealt with the business prospect for 
the jeweler in 1948, pointing out that the 
lag in jewelry sales that started in 1946 
has not run the full gamut of its course. 
He said that jewelry sales have been 
steadily declining even though the amount 
of disposable income in the hands of the 
public is higher. Mr. Mintz was reluctant 
to forecast the outlook for the jewelry 
business for the second half of 1948 be- 
cause of the uncertainty of world condi- 
tions at the present time. 


Jerome J. Hochberg of the Shiman 
Manufacturing Co., discussed the Jewelry 
Industry Council and explained the pro- 
gram of the Council describing in detail 
services which have been planned and 
which will be sent to jewelers for their 
use. He discussed the many services per- 
formed by the JIC, such as the year 
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round promotion of gift buying; preparing 
speeches for the retail jeweler; conducting 
special drives and publicitly campaigns 
to help the jeweler sell more jewelry; and 
promoting fixed gift occasions, i.e. Valen- 
tine’s Day, Mother’s Day, Father’s Day, 
etc. 

Harold Rosenthal of the Jelenko School 
of Precision Casting, New York, delivered 
an interesting address on precision cast- 
ing as a jewelry manufacturing process 
illustration his talk with slides. He said 
that casting is one of the most versatile 
methods of jewelry manufacture and 
stated that the net result of the process 





was a good product produced at a lower 
cost. 

Featured speaker on Monday was Ward 
Cook of the Gemological Institute of 
America who gave some helpful hints on 
grading diamonds and illustrated his talk 
with slides showing imperfections in vari- 
ous gemstones. He devoted the second half 
of his address to synthetic gemstones that 
are currently being produced. 

In resolutions adopted at the close of 
the convention, the New Jersey Retail 
Jewelers Association: 

Endorsed the distribution of merchan- 
dise under Fair Trade Contracts and rec- 
ommended its wider adoption by more 
manufacturers; 

Condemned the operation of post ex- 
changes and ships stores on their present 


(Please turn to page 289) 
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DRESENTS 


NEW IDEA- 


OF PERSONALIZED 


WEDDINGRING 
BRIDE «xo GROOM 


GIVEN NAMES 








PAT- PEND 


California has already 
adopted this ring as its own 


Keystone Fair Traded 


Prices Prices—F.T.!. 
No. 1 $34.00 $49.50 
No. 2 36.00 55.00 
No. 3 38.00 59.50 


These 14K Wedding Rings are 
obtainable in any combination 
of color gold. 


Memeo selection sent for inspection 


GET YOUR FRANCHISE NOW 


CALIFORNIA HOUSE 
OF SCHRAGER 


213 SO. BROADWAY 
Los Angeles 12, Calif. 
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Resolution Adopted At Washington Conference 
Favors Joint Conclave For 4 Western States 


Registration was close to 300 for the 
three-day 3lst annual convention of the 
Washington Retail Jewelers’ association 
at the Davenport Hotel in Spokane, May 
2, 3 and 4. In addition to members from 
the state of Washington, jewelers from 
Idaho, western Montana and_ eastern 
Oregon attended. 


This crossing of state lines prompted a 
resolution which was passed favoring 
holding a joint convention in 1949 for 
Washington, Oregon, Idaho and Mon- 
tana. The resolution included a _ clause 
asking the incoming board of directors to 
meet very soon to determine whether or 
not such a joint meeting is feasible, and 
if it is to put such a plan into action. 

One hundred per cent support of the 
program of the American National Re- 
tail Jewelers’ Association was voted, and 
it was recommended that both member- 
ship and local use be made of all materials 
furnished by the Jewelry Industry 
Council. Richard N. Talcott of Olympia, 
president of the association, presided; 
with D. D. Stewart, Seattle, present as 
executive secretary, and Dave L. Allan, 
Jr., Seattle, assistant secretary in charge 
of all convention arrangements. 


The first night was an informal festive 
occasion sponsored by the “Evergreen 
Ducks” or the Pacific Northwest Jewelry 
Travelers, under their president Roger 


Fliesbach of Salem, Ore. 


The travelers’ group also set up 46 dis- 
plays in sample rooms of the _ hotel, 
making one of the largest showing of 
jewelry lines ever held in this city. 


The “Report from the National Asso- 
ciation” was presented by Al W. Molin, 
regional vice president, ANRJA, Portland, 
Ore. Al Sartori, Spokane outlined the 
Jewelry Industry Council’s program. 


Stanley Golub, Simon Golub & Sons, 
Seattle, spoke on what fair trade means. 

“Sell jewelry not credit”’;—“it is of 
paramount importance that a good jeweler 
be a good gemologist”;—‘“design your 
store to dramatize and glamorize your 
merchandise” ;—“business of the jewelry 
stores could be double by convincing the 
public that the jewelry store is the place 
to buy jewelry”—were messages brought 





to the meeting by those on the Program 

It was also emphasized that costume 
jewelry has become accepted as a definite 
part of a woman’s wardrobe, not just an 
accessory and that in this line the demand 
for necklaces is and will continue to he 
stronger during the fall season. 

Naming of a convention city for the 
next meeting was deferred until after 
a decision has been reached on whether 
a four-state convention is held. Accord. 
ing to plans tentatively advanced such a 
convention would rotate between Port. 
land, Seattle, Spokane and Boise and 
would be held early each year—perhaps 
in February. 


Officers elected at the 3!st annual con- 
vention of the Washington Retail Jewelers 
Association in Spokane were left to right: 
D. D. Stewart, Seattle, reelected secretary. 
treasurer; Horace Raphael, Seattle, 2nd vice 
president; lan Laing-Malcolmson, Seattle, Ist 
vice president, and Ben Brice, Spokane, 
president. 





At the closing session officers and di- 
rectors were elected as follows: 

Ben Brice, manager of Ben Cohn & 
Brothers, Spokane was chosen president; 
Ian Laing-Malcolmson, Seattle, advanced 
from second to first vice president, and 
Horace Raphael, Seattle, was named 
second vice president. D. D. Stewart, 
Seattle, was reelected secretary-treasurer. 

Richard Weisfield, Seattle, was named 
to the board of directors, as was Mr. Tal- 
cott, the retiring president. 

Directors who were reelected include 
B. J. Burnett, Seattle; J. L. Cundiff, 
Walla Walla; A. N. Gunderson, Tacoma; 
Howard Kennedy, Spokane, and Al J. 
Sartori, Spokane. 
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The new board of directors of the Washington RJA, chosen at the organization's 3st annual 
convention are, seated, left to right: lan Laing-Malcolmson; Richard N. Talcott; Ben Brice; 
Al Sartori, and J. L. Cundiff. Standing, left to right, are: Ben Bridge; B. J. Burnett; Horace 
Raphael; D. D. Stewart, and Howard Kennedy. 
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Jewelry Producing Industry in New England 
Reports Current Business Slump is Waning 


Since Easter the jewelry producing in- 
dustry in Rhode Island and the Attleboro 
sections of Massachusetts has been _ be- 
calmed, but with the advent of May there 
have been signs that the business slump 
is waning. 

May not only brought May flowers. It also 
brought the buyers of the jewelry whole- 
calers and distributors to the jewelry 
plants. 

Some of them didn’t expect to do much 
buying but were so impressed with the 
merchandise offered by the manufactur- 
ers that they have been placing orders. 

Reports are that the orders have been 
sizable and that much of the “better 
grade” of jewelry has been included. 


This does not mean that the storm the 
industry has been weathering is over and 
that there is nothing but sunny skies and 
smooth sailing ahead. It does mean that 
patches of blue are showing through the 
storm clouds, giving promise of better 
going ahead. 

The dearth of business took serious pro- 
portions in the last weeks of April. Buyers 
were staying away from Providence and 
the Attleboros unanimously. The severe 
winter and its impact on shopping were 
blamed for the disinterest of the whole- 
salers. It was believed that the retailers 
had been left with a good deal of mer- 
chandise on their hands that they had ex- 
pected Mr. and Mrs. America to wear in 
the Easter parade. 

The jewelry manufacturer had, in many 
instances, been forced to trim his em- 
ployment rolls because cf the business 
slump. Designing crews were kept intact, 
however, and during the dull period there 
has been particular emphasis on design- 
ing and styling. Some manufacturers 
have been able to come out with their 
new lines a month or more in advance of 
their usual time. 

Those who have been thus prepared 
fer the return of the buyers to the Rhode 
Island-Attleboro area report that they were 
able to interest them and have orders to 
prove it. 

They see in this early placing of orders 
a new departure for the wholesalers and 
distributors. There is hope in the manu- 
facturers’ camp that the retailers learned 
a valuable lesson last fall and that they 
do not want to again run the risk of be- 
ing left without much-wanted merchandise 
when the holiday season starts rolling 
around. 

While it is generally conceded that busi- 
ness has taken a definite turn for the 
better, it is still true that the situation is 
spotty. It was spotty during the _post- 
Easter slump. There have been a good 
many plants that have been unaffected. 
Others have been hard hit. Layoffs have 
ranged up and down the scale with some 
paring off as much as 30 per cent of their 
help. 

There is one great difference between 
this year and a year ago. The decline 
was still in progress last year this time 
and didn’t reach bottom until late in 
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June. Spokesmen for the industry are con- 
fident that the bottom has been reached 
this year and that an upturn is certain. 

There is no feeling of pessimism in 
the manufacturers’ camp. They have been 
stiff upper lipped during the past several 
weeks, crediting the slump to the season 
and a return of the industry to normal 
conditions. They realize that there is al- 
ways a chance of slumps following Christ- 
mas and Easter. They also expect the 
rushes prior to those holidays. 

Many are looking about for a means 
of getting by these seasonal slumps with- 
out the necessity of curtailing on employ- 
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ment. When sufficient postwar years have 
gone by to definitely establish Mr. and 
Mrs. America’s jewelry buying habits 
there will be a better guide for the in- 
dustry to use in relation to inventory 
production as a seasonal slump stopgap, 
but until these buying habits are well 
known such a procedure would be too 
risky, one manufacturer pointed out. 


What has taken place in the early part 
of May in the form of wholesalers’ buying 
is being felt mostly by the producers of 
the more expensive lines of jewelry. The 
activity has been in items ranging in price 
up to $15, it is reported. 


Generally speaking, it is confidently ex- 
pected that the industry will be in high 
gear early in June, practically a month 
earlier than expected. 
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20° West 47th St., New York 19, N. Y. 











Max Stern & Co. Inc. 


HAS “EVERYTHING” 


IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


© Diamonds, melee 





® Genuine whole pearls 


® Genuine rubies and 
sapphires 


® Tigereye cameos 
@ Amethysts 
® Topaz 


@ Black onyx—plain or 


drilled 
@ Synthetic birthstones 
@® GENUINE ZIRCONS 


WHITES OR BLUES 


FOR OVER 3 DECADES 


... we have given prompt and 
efficient service to the DRILL- 
ING, CUTTING, and JOB- 
BING of stones. 


Max Stern & Co. Inc. 


IMPORTERS 
17-23 John St., New York 7, N. Y. 
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~WATCHMAKING INSTITUTE AWARDS DIPLOMAS 





The first graduation exercises of the Chicago Institute of Watchmaking, Chicago, Ill., were 

held on April 30th in the auditorium of the Delano School in Chicago. Pictured above, left 

to right, are: Paul Leeds, director of the Institute and Harold Herron, assistant director, 
awarding diplomas to graduates N. Solare and Bernard Grain. 


Many honored guests and speakers were 
present at the first graduation exercises of 
the Chicago Institute of Watchmaking, 
Inc., Chicago, Ill., held on April 30th. 
Sixty students graduated and many of 
them are returning to the Institute to pur- 
sue a six month advanced course. 

In an inspiring address delivered at the 
exercises, Alfred S. Rowe, executive vice 
president of the Horological Institute of 
America and a member of the Indiana 
Watchmakers Board of Examiners, ex- 
plained the purposes of licensing and ex- 
amining watchmakers and its benefits to 
the public as well as the conscientious 
watchmaker. 

Colonel John J. Breen, Chief of Ord- 
nance of the Fifth Army, explained the 
invaluable work done by watchmakers 


and instrument workers during World 
War II. 

The valedictory address was delivered 
by Fred M. Padgett, Jr., president of 
the Student Alumni Association, who 
stated that one of the main purposes of 
this association of students and former 
students of the Institute would be to do 
all in their power to secure licensing and 
registration laws for watchmakers in the 
State of Illinois. 

On the night following the graduation, 
a gala commencement ball was held at the 
Midland Hotel, in Chicago, which was at- 
tended by over 500 students and their 
guests. The dance was such a great suc 
cess that the association was immediately 
requested to plan a picnic and outing 
during the summer months. 





Title of Registered Jeweler 
Awarded by American Gem Society 


The American Gem Society (United 
States and Canada) has just announced 
the awarding of its title, Registered 
Jeweler American Gem Society, to the 
following qualified members: Gilbert B. 
Oakes of the firm of E. J. Scheer, Inc., 
Rochester, N. Y.; Ben Benton, Benton’s 
Jewelry Store, Seattle, Wash.; Miss C!zsire 
Miller, Honnet 1867 Co., Wilmington, 
N. C.; R. H. Niemann, Niemann’s, Marcus, 
Iowa; N. C. McCoy, N. C. McCoy Jewelry 
Store, Cushing, Okla.; B. H. Shields, Jr., 
Jewel Box, Fresno, Calif.; Frank J. 
Holmes, E. J. Holmes, Lumberton, N. C.; 
J. A. Buchroeder, of the firm of J. A. 
Buchroeder, Columbia, Mo.; Edward F. 
Hunn, of Alva Hunn, Detroit, Mich.; 
Howard C. Rhea of George J. Sloan, 
Tulsa, Okla.; Robert K. Jeffery, Henry C. 
Reid & Son, Bridgeport, Conn.; Wallace 
J. Diehl, Jones & Frasier Co., Durham, 
N. C.; Louis E. Albert, Geo. T. Springer 
Co., Portland, Maine; Stephen A. Kasel- 
nak, Kaselnak’s Jewelry, Bozeman, Mont.; 
Gordon L. Uhl, Dormont, Pittsburgh, Pa.; 
Walter Flora, Jr., Walter Flora & Son, 
Decatur, Ill.; Florian D. Smith, J. Kent 
Smith, Jewelers, Ada, Okla.; James Fd- 





gar Jordan, LeGrand Jewelry Co., Jack- 
son, Miss.; Raymond Hales, Grape & Co., 
Washington, D. C.; R. Gordon Dono- 
shue, Henry Birks & Sons, Ltd., Ottawa, 
Ont.; Gupton Vogt, Hess & Culbertson, St. 
Louis, Mo; Roland A. Cadoret, Cadoret 
Bros., Woonsocket, R. I.; Miss Agnes F. 
Davis, Philip Rose, Jeweler, Salina, Kan.; 
Elvin I. Resmondo, Elebash Jewelry Co., 
Pensacola, Fla.; Howard F. McCoy, 
McCoy’s Jewelry Store, Carlsbad, New 
Mexico; Joseph L. Desjardins of Desjar- 
dins, Manchester, N. H.; John W. Bul- 
tinick, of the firm Harry E. Berg, South 
Bend, Ind.; and Wilford Sharp, Sharps 
Jewelry, Algona, Iowa. 

The award of this Registered Jeweler 
title to these individuals and firms is @ 
declaration that the firms mentioned are 
complying with the business standards as 
advocated by the Society, that the in- 
dividuals have completed certain gemo- 
logical studies and have successfully passed 
several extensive examinations on the sub- 
ject of gemstones and jewelry. 





Formally Open New Store 

The formal opening of E. C. Meyer’s 
jewelry store, located at 106 North Main 
St., Butler, Pa., was held on Thursday, 
May 6th. 
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John D. Thomas, formerly a partner in 
the firm of Durland & Thomas, One 
Maiden Lane, New York, announced the 
formation of the firm of John D. Thomas 
Co., at the above address. 


Andrew B. Heinzmann, of H. R. Bene- 
dict & Sons, Inc., importers of precious 
stones, 62 West 47th St., New York, left 
on May 17th on a trip through the Middle 


West. 

Saul Blitz, president of the firm of 
Kittay & Blitz, Inc., importers of precious, 
semi-precious, synthetic and _ imitation 
stones, 22 West 48th St., New York, sailed 
for Europe on the S. S. Queen Mary on 
May 8th. He will visit all of the stone 
markets in Czechoslovakia, Austria, Ger- 
many, Italy, France, Holland, and Bel- 
gium. Mr. Blitz is expected to return 
about the middle of July. 


q The partnership of the firm of R. 
Klockgiesser, jeweler at, One Madison 
Ave., New York, was dissolved recently 
when Mrs. Martha Herp withdrew from 
the firm. The remaining partners will 
continue this business under the name of 
Pultz & Siemssen at the above address. 


4 The New York Gem _ Corporation, 
importers of precious and semi-precious 
stones, formerly located at 48 West 48th 
St., New York, recently moved to new and 
larger quarters at 574 Fifth Ave. 

q David Dab, president of the Metro Jew- 
elry Corp., 21 West 46th St., New York, 
left on June 2nd on an extended trip to 
the Middlewest to show a new Fall line 
of merchandise and visit his various sales 
representatives. 


q The Berman Watch Co., Inc., 587 Fifth 
Ave., New York, announced the appoint- 
ment of Sam Farkas as sales representa- 
tive. He will cover the states of New 
York, Pennsylvania, Ohio, Michigan, and 
Indiana. 


q Earle C. Luscomb, with Walter Lampl 
for the past 11 years, is now in business 
for himself with a line of jewelry, charms 
and novelties, with offices at 475 Fifth 
Ave. Mr. Luscomb was formerly with C. 
D. Peacock, Chicago, Ill., from 1923 to 
1937. 


q Dr. A. E. Alexander, director of the 
Gem Trade Laboratory, Inc., gave a talk 
before the Industrial Research Institute, 
Inc., meeting in annual session at the 
Greenbrier, White Sulphur Springs, W. 
Va., May 13th. His talk on precious stones 
and pearls was illustrated with moving 
pictures taken in the Persian Gulf, Cey- 
lon, and Burma. The Industrial Research 
Institute, Inc., is composed of executives 
of the largest industrial firms in the 
country, who meet to discuss plant and 
management problems as well as to hear 
speakers discuss the latest developments 
in the field of industrial research. 


q Twenty-five persons attended the May 
meeting of the Mohawk Valley Watch- 
makers Guild at the Imperial Club Room, 
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Utica, N. Y. Charles Wirth presided. 
Technical films were shown and a general 
trade discussion followed. 

q George’s jewelry store, which has been 
engaged in business in Watertown, N. Y., 
for 68 years, recently moved to a new 
location at 102 Court St. 

q A new jewelry store, Alfred Baldwin, 
Inc., has been opened at Seven East Third 
St., Jamestown, N. Y. Although the store 
occupies the site of the former Baldwin’s 
Jewelry Shop, it is not under the same 
management. Members of the firm include 
Howard D. Wellman, Alfred Baldwin and 
Rollin A. Fancher. 

q Rudolph Bros., Inc., have opened their 
enlarged and remodeled store at the corner 
of S. Salina and E. Jefferson Sts., Syra- 
cuse, N. Y. The store has been completely 
redecorated in soft pastel shades and an 
additional 400 square feet of space has 
been acquired. The Syracuse unit has a 
complete appliance department and the 
appliance window, facing Jefferson St., 
is one of the largest in the city, covering 
120 square feet of window space. A more 
complete silverware department and a 
photography section are other features of 
the new unit. 





N. Y. Couples Married 50 Years Ago 
To Get Golden Anniversary Rings 


Couples married in New York City 50 
years ago will receive a “golden wedding 
anniversary” ring at a party to be given 
for them during the Golden Anniversary of 
New York. 

One requirement is necessary. There 
must be documentary proof of marriage 
in 1898 in New York City. 

The date of the event and the details 
have not been completed, said Grover A. 
Whalen, chairman of the Mayor’s Commit- 
tee for the Golden Anniversary commem- 
oration. 

Jewelry companies are eager to furnish 
the rings as a method of cooperating with 
the civic undertaking. One company will 
be chosen. 

“We must depend upon newspapers 
and the radio to carry the information to 
qualifying couples,” said Mr. Whalen. 
“Records were incomplete in 1898 and of 
course we cannot know of the eligible 
ones unless they come forward or their 
friends or relatives let us know.’ 

The city health department said 28,000 
couples were married in New York City 
in 1898 and actuary figures indicate that 
750 couples could be alive. There are no 
statistical guide posts showing how many 
still live together. 





Wiss Sons to Open in Montclair 


Wiss Sons, Inc., jewelers, now operating 
stores in Newark and East Orange, N. J., 
will soon open a shop in Montclair, N. J. 
A lease has been taken for a term of 
years covering the premises at 28 Church 
St., Montclair. 
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DEAN WATCH COMPANY 
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WATCH MATERIALS — 


The forty second annual convention of 
the Texas Retail Jewelers Association was 
called to order by President M. L. Bar- 
nett at the Plaza Hotel, San Antonio, 
Texas, the morning of May 10. Preceding 
the opening of the business session an 
informal “get-together” was held the eve- 
ning of May 9, and the evening of May 
10, following the close of the afternoon 
business session, a dinner dance honoring 
the past presidents of the association was 


held. 


In his annual report President Barnett 
stated that the association now numbers 
approximately 400 paid members and said 
that credit is due his predecessors for the 
excellent financial condition of the as- 
sociation. He spoke of the importance of a 
continuous campaign against burdensome 
taxation, and called attention to the ef- 
forts in Texas to provide for the appro- 
priation of money which will possibly 
bring a state income and a sales tax. 


B. C. Clark, Jr., of Oklahoma City, 
regional vice president of ANRJA, brought 
greetings from the national organization 
and told of the work being done to secure 
a 90-day guarantee on all watches and 
restoration of the manufacturers gross 
discount. He stated that there is no hope 
for relief from the burden of excise taxes 
because of increased governmental ex- 
penditures which would make the loss 
of the revenue unwise at this time. 


C. E. Mulholland, president of the 
Texas Watchmakers Association, pointed 
out that the program of the organization 
is for improvement in technical methods 
and for more thorough education of the 
watchmakers. He said the ultimate aim 
of the association would be passage of a 
watchmakers registration law but this 
would not be presented to the general 
assembly until the organization could show 
a more. representative membership. of 
watchmakers in the state. 


Howard Schaeffer, of the Elgin Watch 


Co., pointed out that even though business 
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is falling off a little, it is still very much 





Texas Jewelers and Watchmakers Convene; 
Eminent Speakers Address Business Sessions 





Officers of the Texas Retail Jewelers Association, elected on May !0th at the annual con. 

vention of the organization, are, left to right: M. L. Barnett, retiring president; Chas. Holland, 

Jr., director; B. O. Purdue, president elect; Albert Sidoti, director; 1. Gattegno, first vice 
president, and Pleas McNell, second vice president. 


better than it was during the pre-war 
period. 

Jack Keenan, of the Hamilton Watch 
Co., reviewed briefly the achievement of 
a ten-year goal and stated that his factery 
is making the basic parts of the watch 
uniform to make the work of the repair- 
man easier. 

At the noon luncheon, the Hon. Maury 
Maverick, former member of Congress, 
outlined the practices of the post ex- 
changes in selling tax free merchandise 
to Army personnel and civilian employees. 
He stated that post exchanges operate in 
one situation as a government military 
agency and again under another as a 
private business. 

After the luncheon, Tim Welch, of 
Arthur A. Everts Co., Dallas, discussed 
the Jewelry Industry Council and ex- 
plained the program of the Council de- 
scribing in detail services which have 
been planned and which will be sent to 
jewelers for their use. 

A. Hamilton Chute, Professor of Re- 
tailing, University of Texas, Austin, 
pointed out that trends in business in 
1947 indicated that demand was reaching 
its peak and that greater sales efforts 
would now be required. He spoke of the 
importance of recognizing the various fac- 
tors affecting the jewelry business. Among 
these he listed the fact that some goods 
are seasonal, that jewelry is a_ personal 
purchase, and that more women are now 
working and consequently in the market. 

The report of the resolutions committee 
called for a 90-day guarantee on watches; 
urged the national association to continue 
efforts to secure an increase of the dis- 
count of manufacturers from one per cent 
to two per cent, and asked the ANRJA 
to take action to secure the assessment of 
a special tax on jewelry sold through post 
exchanges. 

The report of the nominating committee 
was received and the following officers 
elected by unanimous vote: B. O. Purdue, 
Crockett, president; I. Gattegno, El Paso, 
first vice president; Pleas McNeel, second 
vice president; and directors, Albert Si- 
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doti, Dallas; Chas. Holland, Jr., San 
Angelo; M. T. Blackwell, McAllen, and 
C. E. Mulholland, Austin. _ 
The Texas Watchmakers Association, 
meeting in San Antonio at the Gunter 
Hotel, the same days the jewelers met, 
elected the following officers: C. E. Mul- 
holland, Austin, president (re-elected) ; 
Joe R. Brown, Houston, first vice presi- 
dent; W. E. Altfather, Dallas, second vice 
president ; R. J. Crutchfield, Dallas, sec- 
retary, and Charles G. Riggins, Sanderson, 
treasurer. Approximately 350 watchmakers 
registered and attended one or more ses- 
sions of the convention. Galveston was 
selected as the meeting place for 1949. 


NEW JERSEY RJA CONVENTION 
(From page 283) 


basis and urged that these establishments 
be restored to their original status of 
providing only the day-to-day conveniences 
and necessities for service men; 

Condemned the practice of quoting re- 
tailers net prices on postcards or other 
open advertising and urged instead the 
use of the Keystone system; 

Asked New Jersey Jewelers to give 
unanimous and whole-hearted support to 
the Jewelry Industry Council, Jewelers 
Security Alliance, and the Jewelers Vigi- 
lance Committee. 

Fun reigned supreme at the annual din- 
ner held on Sunday evening. The banquet 
was featured by an entertaining floor show 
and the distribution of a large number 
of exceptionally attractive door prizes plus 
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dancing at the close of the dinner. Sou- 
venirs of the event were an A.S.R. lighter 
for the ladies and a tie clasp, donated by 
the Bert L. Kaufman Co., for the men. 


Kraus is Re-elected President, 
Juergens Chairman of the GIA 


At a meeting of the Board of Governors 
of the Gemological Institute of America 
held in Chicago, April 30, H. Paul Juer- 
gens, Certified Gemologist, Juergens & 
Andersen Co., Chicago, was elected chair- 
man of the board. Other Board officers 
elected were J. Lovell Baker, C. G., Henry 
Birks & Sons, Ltd., Montreal as vice-chair- 
man, and Dorothy M. Jasper as secretary. 
Geo. Carter Jessop, C. G., J. Jessop & 
Sons, San Diego, Calif., was appointed by 
the Board Chairman to act as Chairman 
of the Operating Committee which super- 
vises the activities of the Institute. 


The Board of Governors at this meeting 
secured from Robert M. Shipley a con- 
tract as the Institute’s Executive Director 
until 1951, providing that he be allowed 
to retire at the expiration of that period. 
This was deemed sufficient time to explore 
possible changes of policy; to complete 
the integration of the various activities of 
the Institute; and to house the Los 
Angeles headquarters in a _ permanent 
home. 


Edward H. Kraus, Ph. D., Dean Emeri- 
tus, College of Literature, Science and 
Arts, University of Michigan, was _re- 
elected for the third year as president of 
the Institute. C. I. Josephson, C. G., C. I. 
Josephson Jewelers, Moline, Ill., former 
president of the A.N.R.J.A., was elected 
secretary-treasurer. 


Present members of the Board of Gov- 
ernors of the G.I.A. are: 


Lovell Baker, Henry Birks & Sons, Ltd., 
Montreal; Charles H. Church, Church & 
Co., Newark; Myron Everts, A. A. Everts 
Co., Dallas; Paul S. Hardy, Hardy & 
Hayes Co., Pittsburgh; Edward F. Her- 
schede, Frank Herschede Co., Cincinnati; 
Oscar C. Homann, C. B. Brown Co., 
Omaha; Geo. Carter Jessop, J. Jessop & 
Sons, San Diego; Burton Joseph, S. 
Joseph & Sons, Des Moines; C. I. Joseph- 
son, C. I. Josephson Jewelers, Moline; H. 
Paul Juergens, Juergens & Andersen, 
Chicago; Lazare Kaplan, Lazare Kaplan 
& Sons, New York; John S. Kennard, 
Kennard & Co., Boston; E. A. Kiger, C. A. 
Kiger & Co., Kansas City; P. K. Loud, 
Wright, Kay & Co., Detroit; Charles D. 
Peacock, III, C. D. Peacock, Inc., Chicago; 
F,. B. Thurber, Tilden-Thurber Corp., 
Providence; Leo J. Vogt, Hess & Culbert- 
son Jewelry Co., St. Louis, and Jerome B. 
Wiss, Wiss Sons, Inc., Newark. 


All members of the Board were in at- 
tendance at the Chicago meeting except 
Charles H. Church and John S. Kennard. 

The retiring officers, Leo J. Vogt, C. G., 
Hess & Culbertson Jewelry Co., St. Louis, 
chairman; Paul S. Hardy, Hardy & Hayes 
Co., Pittsburgh, vice-chairman; Oscar C. 
Homann, C. B. Brown Co., Omaha, secre- 
tary; and P. K. Loud, Wright, Kay & 
Co., Detroit, secretary-treasurer of the 
corporation, were commended upon _ the 
manner in which they have served without 
recompense. 
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New Officers of California RJA 








Officers elected at the recent California Retail Jewelers Association annual convention jn 

Los Angeles are, reading left to right: Max Strasburg, Hollywood, Ist vice president: 

H. W. Ostermier, Huntington Park, retiring president; Maurice Enguehard, Stockton, presi- 

dent; Mark Rice, Oakland, secretary-treasurer;; William M. Erb, executive secretary, and 
N. F. Baranov, San Diego, past president. 


To head the largest retail organization 
in the country, the California Retail 
Jewelers Association chose the following 
members for the ensuing year at their an- 
nual convention held in Los Angeles 
April 25 to 28: Maurice Enguehard, 
Stockton, president; Max Strasburg, Hol- 
lywood, Ist vice president; Bud Rosen- 
berg, San Francisco, 2nd vice president, 
and Mark Rice, Oakland, secretary-treas- 
urer. 


Newly elected directors are: Gordon C. 
Gillies, Van Nuys; Ted Brown, Long 
Beach; Taylor Jacobson, Fullerton; Har- 
ley Wade, Fresno; Earl Wilkinson, Po- 
mona; Jesse C. Bledsoe, El Centro, and 
A. R. Berquist, Monterey. This board of 
directors consists of 25 members divided 
between the northern and southern parts 
of California. Nate Baranov, San Diego, 
acted as installing officer and presénted 
retiring president Jerry Ostermier with 
a desk set. 


The convention was crammed full of 
factual information for the retail jeweler, 
with a sufficient amount of time alloted 
for entertainment. Heading the general 
committee was Robert Thorne, assisted 
by H. W. Ostermier, Frank Stirling, Wal- 
ter Dorrer, and Max Strasbrug. Mrs. 
George Ensminger had charge of the 
Women’s Entertainment Committee. 


At the golf tournament held at the 
Riviera Country Club, the scorers were 
as follows: Ist low net, R. J. McCarthy; 
2nd low net, Wm. Stromberg; Ist low 
gross, T. Baldry; 2nd low gross, Dick 
Ewert; Ist blind bogie, W. Barner; 2nd 
blind bogie, Leo Green. The annual stag 
party was held after the tournament with 
James A. Apffel as toastmaster and chair- 
man of the day’s events. 

A tribute was paid to Burr Freer for 
the 50 years of service he has given to 
jewelers on the West Coast as sales rep- 
resentative of the Hamilton Watch Co. 

All living past presidents of the Cali- 
fornia RJA were awarded a sterling gavel 
at the past presidents’ luncheon held on 
Wednesday. Those attending who received 
this token of appreciation for their con- 





tinuous efforts in association work were, 
in order of their presidential succession: 
Clarence Runyon, Durward Howes, Carl 
E. Schultz, George R. Finley, P. H. Boy- 
son, Julius Loeb, Nate Baranov, Walter 
P. Shoemake, and H. W. Ostermier. 

Approximately 850 members and guests 
completely filled the Biltmore Bowl for 
the 15th annual banquet of the associa- 
tion which officially closed the convention. 
The success of the banquet was due to 
the hard work on the part of Herman 
Siegel, chairman of the party. 





Name Secretary of Minnesota RJA 
"Polisher of the Crown Jewels” 
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William C. Walsh, executive secretary 
of the Minnesota Retail Jeweler’s Asso- 
ciation, is now Sir William Walsh, 
“Polisher of the Crown Jewels”, by order 
of Queen Maxine Emerson, St. Paul 
Winter Carnival Queen. Walsh was in- 
vested with Knighthood recently for his 
selvices in promoting this year’s North- 
west Jewelry Trade Show. Prime Minister 
Allen Lindgren is shown reading Walsh’s 
citation while Walsh kneels expectantly 
and somewhat uncomfortably to receive 
Queen Maxine’s regal blessing. 





Kirschbaum's Open Another Store 

Kirschbaum’s, jewelers of Duquesne, 
Pa., announced the opening of another 
new and modern store at Kittanning, Pa. 
The new business will be conducted under 
the firm name of Kent’s Jewelers. 
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California 24-K Club Installs Officers 
REPAIRS and PLATING 
in GOLD and SILVER 
29 Years of Continuous 
Service to the Trade 
from 
Coast 
to 
Coast 
(Before) 
“ (After) 
Highest 
Members and guests of the 24 Karat Club of Southern California pause momentarily during Quality 
the May installation dinner of that organization to have their photo snapped. Workmanship 7 
“What is being done by alert retail of THe JEWELERS CIRCULAR-KEYSTONE, in | 
jewelers here on the West Coast and in the course of his talk to the club. HOLLOW WARE—FLATWARE 
other parts of the country can be done in George Engelhard, publisher of National EPAIRE UAL TO NEW 
any other jewelry store line, if the proper Jeweler, and Robert M. Shipley, executive " deed 
sales thought and endeavor be brought to director of the Gemological Institute of NEW PARTS SUPPLIED 
bear,’ declared G. H. Niemeyer, presi- America, were among the other guests ENGRAVING REMOVED—REFINISHED 
dent of Handy & Harman, speaking before introduced. A sincere tribute was paid to 
the 24 Karat Club of Southern California the memory of the late Fred V. Cole, edi- REPLATED—LACQUERED 
at its May installation of officers in Los tor of THE JEWELERS CincULAR-KEYSTONE, Special Order Work 
Angeles. “Take our business, we only sell by retiring president Max Strasburg. 
our products after the fiinished goods have Past officers were mustered out of serv- WILLIAM HERTEL & C0 INC. 
been moved from the retailer’s stocks. We ice by P. M. Fahrendorf, who then in- ™ 
had the biggest April in our history, with stalled the new officers in due pomp and Mastere 
all indications that the month of May will ceremony. Sterling gavels were presented 17 West 45th St. New York 19, N. Y. 
exceed that—and all because the retail to retiring president Max Strasburg and Est. since 1918 
jewelers started to fight the house-to-house to the new president, Walter Dorrer, by AT THE SAME ADDRESS 
peddlers with weapons the peddlers could Mr. Fahrendorf. 





not combat, namely the reputation and 














service which reputable jewelers can and 
do give their customers. 
“All this sudden spurt in sterling sell- CRUCIBLES for JEWELRY CASTING 
ing has proven that the public is silver . 
conscious when once the merchandise is for all makes of casting machines 
presented to them in a manner which 
appeals to them. Other things can also Gold and Silver Casting Crucibles 
be promoted in the right manner right 
from the ample stocks of almost any Crucible Capacity Casting Machine 
retail jeweler.” Mr. Niemeyer then made Saunders #3 2 oz. gold Kerr Centrifico 
an impassionate plea to all jewelers to Saunders #5 4 oz. gold Kerr Centrifico 
support the activities of the Jewelry In- Saunders #75 6 oz. gold Kerr Centrifico 
dustry Council. Dee Carborundum 14 oz. gold Dee Ecco Kerr 
Proof of the influence of the JIC’s ad- Dee Graphite Small 14 oz. gold Dee Ecco _ 
bl Ri : Dee Graphite Large 50 oz. gold Dee Ecco Kerr 
ope — ' as shown , by reported Dee quate ie Large 100 oz. coal Dee Ecco Kerr 
es for last Mother’s day which }-100 Carb 4) 7 
6 arbon Ye oz. gold J-100 Thermotrol 
were larger than ever before. “Jewelers trem 20 oz. gold 1-3 Thermotrol 
are merchants apart from other merchants. Ecco P64 (unlined) 10 oz. gold Ecco M34B 
They must be an authority in their com- 
munities and be respected in their com- Platinum Casting Crucibles 
munities,” the speaker stated. Crucible Capacity Casting Machine 
Mr. Niemeyer can see no immediate Ww . Kerr Centrifi 
ho f having the excise tax on jewel mas . ae 
pe of having the J id Wesgo B 1 oz. platinum Perfection 
removed due to two reasons: first, the Wesgo C 3 oz. platinum Torit #34 Kerr 
reduction of income taxes which reduces Wesgo D 10 oz. platinum Torit #34 Kerr 
the amount of governmental revenue, and Ecco P64 (lined) 6 oz. platinum Ecco M34B 
secondly, and most important, the con- 
siderable amount of taxes now being Immediate Delivery — Prices upon request 
collected from the jewelry industry. He ‘ ‘ , 
also detailed the good work being done Related casting equipment and supplies 
in Washington and elsewhere by the joint 
efforts of all national organizations within ALEXANDER SAUNDERS & C0 
the jewelry industry who are working to- . 
gether in harmony to strengthen the posi- Successor to J. Goebel & Co. Est. 1865 
ga the trade. PRECISION CASTING EQUIPMENT AND SUPPLIES 
“Many people buy jewelry out of their ° 
current dividends. All indications point 95 Bedford Street New York City 14 
out that 1948 will be a good dividend WaAtkins 4-8880 Cable Address: HOWDAH 
year,” stated P. M. Fahrendorf, president 
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The SUN SHADE COMPANY 
Furnishes PERMA-SHADES™ 


i 





TO FRUSTRATE 


SHIFTING SUNLIGHT 
“cial 


There is no extra charge to Sun Shade users 
fer Perma-Shades—the safety strips that assure 
positive protection against sun-ray fading of 
merchandise. 
As you know, sunlight shifts during the day to 
shine around edges of window shades, no 
matter how carefully they're fitted and hung. 
Perma-Shades—narrow strips of the same trans- 
parent plastic of which Sun Shades are made— 
can now be installed permanently on window 
edges to block every possible entry of sun- 
beams without filtration. 
Send today for your samples of Sun Shade 
and Perma-Shade protective film, as well as 
your copy of our new folder, “HOW TO WIN 
YOUR DUEL WITH THE SUN.” 
*NOTE: All present users of Sun Shades 
may secure Perma-Shades without 
cost, upon request. 


NEW COLOR — CLEAR (Chemically-treated to 
give you effective sun 
protection) 


Gold, Amber, Blue and Green also available. 








Please send sample of Sun Shade and 
Perma-Shade protective film, and also 

| copy of “HOW TO WIN YOUR DUEL 
WITH THE SUN"; | 





| ee 
Per 


| Address 

















City iti... 
nail 


WY 











THE SUN-SHADE CO. 


781-83-85 Chancellor Ave. 
Irvington 11,New Jersey 





Manufacturers of the Original Transparent Sun-Shade 
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History Repeats Itself 


An interesting 30-year contrast in air 
transportation and the importance of ac- 
curate timing in connection with it was 
spotlighted in a ceremony at the National 
Airport, Washington, D. C., on May 15, 
1948. The event was a special 30th anni- 
versary celebration to commemorate the 
first air mail shuttle flight between N. Y. 
and Washington, D. C., on May 15, 1918. 

The 1918 flights were made in Curtis 
JN-4’s (“Jennies”). These old open-cock- 
pit bi-planes made the trip in two hops— 
stopping at Philadelphia to change planes 
and pilots. The Jennies covered the 218 
mile distance in three hours and 20 min- 
utes at an average speed of 70 miles per 
hour. 


In cooperation with the U. S. Army 
which helped the Post Office department 
establish its air mail deliveries, the Ham- 
ilton Watch Co. presented watches of 
railroad accuracy to the pilots, who took 
off simultaneously from New York and 
Washington in 1918. Charles F. Miller, 
then president of the Hamilton Watch Co., 
presented watches to the pilots at the 
Washington field. Frank C. Beckwith, 
Hamilton’s sales manager, made similar 
presentations at the Belmont Park field on 
Long Island. 





This was May 15, 1918. F. C. Beckwith, then 


a Hamilton sales manager, is shown pre- 
senting Hamilton watches to Army pilots 


Torrey H. Webb and H. Paul Culver, who 


flew the first air mail plane from New York 


to Washington, D. C. on Hamilton time. 


During the intervening 30 years Mr. 
Beckwith, air mail and aviation advanced 
together. Mr. Beckwith became vice-presi- 
dent, president, and chairman of the 
board at Hamilton. Air Mail rates dropped 
from 24 cents an ounce in 1918 to five 
cents an ounce in 1948. The ancient flying 
Jenny gave way first, to multi-motored 
sky giants and, at present, jet propelled 
planes capable of attaining speeds well 
over 600 miles per hour. 


So, when the invitation came to Ham- 
ilton to help time the 30th anniversary 
flight over the same course, Mr. Beckwith 
journeyed to the nation’s capital to re- 
enact his role. This time he presented a 
Hamilton Kirk model to Lt. Col. J. W. 
Dixen who piloted a P-80 Shooting Star 





jet plane to N. Y. John Hail, Hamilton’ 
New York district sales manager st 
sented a Kirk to Capt. Garrison the 
pilot, who took off simultaneously from 
Idlewild Airport on Long Island. 





With a P-80 jet fighter plane for a back. 

ground, Mr. Beckwith presents a Hamilton 

to Lt. Col. J. W. Dixon to time the Thirtieth 

Anniversary Air Mail flight from Washing- 

ton's National Airport to New York, May 
15, 1948. 


Compared with the 1918 flights, the jet 
planes covered the same 218 miles dis- 
tance, non-stop, in 27 minutes—averaging 
nearly 600 miles per hour. The P-80’s 
landed at each end of the course almost 
before brief commemorative exercises were 
finished at the two fields. 


Messrs. Beckwith and Hall each greeted 
the pilots of the landing jets well within 
a half-hour of their take-offs. The pilots 
expressed their thanks for the fine gold 
watces they had received. Said Col. Dixon, 
“This Hamilton will be a cherished re- 
minder to me of my part in the country’s 
first jet plane air mail flight.” 


Watchmakers of New York State 
Gather for Inter-City Meeting 


Three hundred watchmakers from all 
sections of upstate New York gathered in 
Morrisville (N. Y.) for the annual inter- 
city watchmakers’ meeting sponsored by 
the Student Watchmakers’ Guild of Mor- 
risville Agricultural and Technical Insti- 
tute. 

The schedule tor the day included tours 
through laboratories used by _ student 
watchmakers at the school. These included 
visits to an aircraft instruments labora- 
tory and jewelers, engraver and _ watch- 
making laboratories. 

Motion pictures were shown in Madi- 
son Hall throughout the afternoon. The 
titles and donors were: “What Makes a 
Fine Watch Fine,’ Hamilton Watch Co.; 
“Dura-Power Mainspring,” Elgin Watch 
Co., and “The Telling of Time Through 
the Ages,” U. S. Time Corp. 

Local watchmakers’ guilds were repre- 
sented from New York, Buffalo, Elmira, 
Binghamton and Utica. Twenty watch- 
makers attended from Rome. 

The meeting ended with a banquet in 
Morrisville Central School. Prof. George 
Schlehr of the Institute faculty was toast- 
master. 

Speakers included Senator Wheeler Mil- 
moe, Canastota; Dr. Lewis Wilson, deputy 
state commissioner of education, and Rob- 
ert Taylor, president of the New York 
State Watchmakers’ Association. 
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COMING EVENTS 
June 

34—National Wholesale Jewelers’ As- 
sociation, lst Annual Convention, 
Ambassador Hotel, Atlantic City, N. J. 

10-11—Watch Material Distributors 
Association of America, June Confer- 
ence, Drake Hotel, Chicago, Il. 

12—Maiden Lane Outing Club of 
New York, Annual Outing, Pine Grove, 
Amityville, N. X. 

13-14—Indiana Jewelers 24 Karat 
Club, Annual Summer Outing, Lake 
Wawasee, Ind. 

13-15—Virginia-North Carolina Retail 
Jewelers Associations, Annual Conven- 
tion, Mayview Manor, Bowling Rock, 
= Twenty-Four Karat Club of 
the City of New York, Spring Gambol, 
Travers Island, Pelham, N. Y. 

18-20—United Horological Associa- 
tion of America, Annual Convention, 
‘ord Baltimore Hotel, Baltimore, Md. 
27-28—Alabama Retail Jewelers As- 
sociation, Annual Convention, Birming- 
ham, Ala. 

9;-28—New Hampshire Retail Jew- 
elers Association, Annual Convention, 
Hotel Wentworth-By-the-Sea, Portsmouth, 


N. H. 
July 


95-29—Kansas City Gift Show, Muni- 
cipal Auditorium, Hotels Muehlebach 
and Phillips, Kansas City, Mo. 

96-29—National Association of Credit 
Jewelers, National Jewelry Fair, Hotel 
Stevens, Chicago, II. 








‘‘COINCIDENCE"' 


WATCH 
OBSERVATION 
AND RATING 
UNIT 


Results are indicated automati- 
cally — directly in minutes and 
seconds per day. Observation 
time: 15 or 30 seconds. Watch 
noises audible in loud-speaker. 
An instrument of utmost simplic- 
ity and low cost. Swiss made. 


DESIGNED BY 


JEAN L'EPLATTENIER 


LA CHAUX-DE-FONDS 
(SWITZERLAND) 


U. S. A. agent or license-holding 
manufacturer wanted. 
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August 

2—13—Chicago Gift Show, Palmer 
House, Chicago, III. 

2—14—-Merchandise Mart Gift Show, 
China, Glass and Pottery Market, Mer- 
chandise Mart, Chicago, IIl. 

9—-12—-American National Retail Jew- 
elers Association, Convention and Trade 
Show, The Waldorf-Astoria, New York 
City. 

23—-27—New York Gift Show, Hotels 
New Yorker and Pennsylvania, New 
York. 

29-September 2—Mid-South Gift & 
Jewelry and Variety Show, Hotel King 


Cotton, Memphis, Tenn. 
September 


9—-10—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

3—-10—Dallas Gift Show, Hotel Baker 
and Santa Fe Building, Dallas, Texas. 

12—14—-New Mexico Retail Jewelers 
Association, Annual Convention, Hotel 
Hilton, Albuquerque, N. M. 

13-17—Boston Gift Show, Hotel Stat- 
ler, Boston, Mass. 

19—-22—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 

27—28—Iowa Retail Jewelers Associa- 
tion, Annual Convention, Mason City, 
lowa. 

27—October 1—Philadelphia Gift Show, 
Hotel Benjamin Franklin, Philadelphia, 
Pa. 





Massachusetts Horological Ass'n. 
To Hold Convention in Worcester 

The Horological Association of Massa- 
chusetts has selected Worcester as the 
host city for the New England convention 
of watchmakers. The cenvention will be 
held on Sunday, June 13, at the Aurora 
Hotel in Worcester. 


Orville R. Hagans, executive secretary- 


treasurer of the United Horological Asso- 
ciation of America, will be an honored 
guest. Registration will commence on 
Sunday, June 13th at 12 noon and the 
convention itself will open at 2:00 p.m. 
Delegate’s wives will be guests at a 
fashion show in the afternoon. The eve- 
ning will be given over to a banquet, 
featured by an entertaining floor show 
and the distribution of a large number of 
attractive door prizes. 

William R. E. Hebert, president of the 
Worcester County Horological Association, 
is chairman of the general committee for 
this event. His aides, all from the host 
city guild, are: Paul C. Tasse, Raymond 
Perreault, Victor J. Seskevich, Joseph 
Beauregard, and Roy W. Conner. 


Indiana Jewelers 24-K Club 
Plan Annual Summer Outing 

The traditional summer outing of the 
Indiana Jewelers 24 Karat Club will be 
held this year on June 13 and 14 at the 
South Shore Inn at Lake Wawasee, Ind. 
Golf, horseshoes, bridge, and other amuse- 
ments—complete with scores and prizes— 
will be features of the two day outing. 

Every effort is being made to make the 
outing a successful and pleasant get-to- 
gether. All facilities of the hotel will be 
available for the pleasure of the jewelers 
and their friends. 

This is an opportune time for Indiana 
jewelers and their families to take a few 
days’ rest and recreation. 











state bureau 
sets your fire 
insurance rate 





@® ... you can save 30% on 
your fire insurance premiums! 

How? 

By insuring in the Jewelers 
Mutual—the “Jewelers’ Own 
Company.” You save by par- 
ticipating in the earnings of 
this sound mutual company 
writing preferred risks. 

We will be glad to send you 
full information. No salesman 


will call. 


National Jewelers Mutual 
Fire Insurance Company 


104 Wisconsin Ave. Neenah, Wis. 


saad 
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... THIS 


RACINE- 


UNIVERSAL MOTOR 
FOR JEWELERS’ LATHES 


For long, trouble-free, wholly dependable lathe 
power service, specify this newest model RACINE- 
Universal Fractional Horsepower Reversible Motor. 
Designed with a dynamically balanced armature, 
it develops 1/12 H.P. Housing has a sturdy, 
attractive crackle finish, and the base pedestal is 
substantially wide. Equipped with Allen-Bradley 
Foot Rheostat that provides speeds from zero, 
gradually increasing to maximum. Turns up 
13,000 R.P.M. without load — 6000 R.P.M. with 
full load. 


Canadian Representative Chas. A. Branston, Ltd. 
2508 Youge St., Toronto, Ontario, Canada 


RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. JCK-6, Racine, Wisconsin 








FINE STERUNG 


PZ 
WS )\) C)Z HOLLOWWARE 
* A) 3 ot and 

) ¥ SO 04 AUTHENTIC ANTIQUE 


a eae REPRODUCTIONS 
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Sold only direct to Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


<FYMOUR, CONN, 
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q Following a brilliant social whirl, Bos- 
ton jewelry circles rounded out the spring 
season of 1948 with the 25th anniversary 
dinner of the Boston Jewelers Bowling 
League at the Hotel Gardner. Heads of the 
various firms represented on the teams 
were guests, and head-table guests in- 
cluded a number of past presidents, with 
George E. Fletcher, first president of 
the League back in 1921. Cheers mingled 
with boos as prizes were announced for 
the various winning teams and individuals 
by Everett Hardy of the D. C. Percival 
Co. This firm led the list again this year, 
followed by Mahar & Engstrom Co. 
Henry McGrath of the latter firm became 
an able (?) coach as members made 
their selections from the bountiful array 
of gifts donated for the occasion. 


q No sooner had the bowling season 
closed, however, than a new league of 
“sportsmen jewelers” was under way. 
Carl Ferrara of the Bigelow-Kennard Co. 
was instrumental in stirring up interest 
for a Jewelers Soft Ball League. So far, 
only four teams are signed up, and have 
played games on Boston Common, but en- 
thusiasm is running high, and there are 
hopes of a full quota of eight teams in 
the League before very long. Two “prac- 
tice” games were staged between the 
Bigelow-Kennard team and one _ from 
Smith Patterson’s, with the former win- 
ning in both cases, 7-3 and 9-2. Then 
came the first real game of the season with 
the Thomas Long Co. on May 5. Long’s 
won, 10-8. But, there were reverberations 
from the Bigelow-Kennard camp of a 
team packed with “ringers” from Long’s. 
As one put it, “by the third inning, Long’s 
had an entirely new team. But—just wait. 
We’re not used up yet! We won the first 
two trials, and we've still got Willis 
Currier!” John VanTassle heads the 
Thomas Long Co. team; Edmund Galla- 
gher, the Smith Patterson team; Robert 
Schwinn, the Shreve, Crump & Low out. 
fit; and Carl Ferrara the Bigelow-Ken- 
nard Co. team. 


q Despite the soft-ball enthusiasm, the 
jewelry circle bowlers in Boston just 
couldn’t resist one last fling after the 
season closed officially. Old-timers from 
the Bigelow-Kennard Co. rolled it out with 
the newer bowlers, and might have gone 
down to ignominious defeat, since one of 
their members was on the sick list, had 
it not been for the timely offer of Miss 
Kathleen Martin to pinchhit in the com- 
petition. She had an average of around 80, 
she said, but her scores ran up above a 
hundred and enabled the old-timers to win 
over the young fellows. 


q The public was invited, through news- 
paper columns and personal invitations, 
to attend an exhibit of diamonds and pre- 
cious stones, during the week of May 10 to 
15 at the Thomas Long Co. The Pieter 
deWitt collection included a gem color 























YEW ENGLAND 


flawless emerald cut diamond valued at 
$75,000; a five and one-half carat blue 
marquise diamond valued at $25,000; 4 
bracelet with 465 diamonds valued a 
$45,000; and an emerald and diamond 
bracelet at $25,000. In addition, there was 
a miniature of Franz the first, King of 
Sicily and Naples, 1777-1830, set with 
more than 70 carats of diamonds; a hand. 
painted miniature of Mary, Queen of 
Scots, 1553-1558; a carved moonstone 
pendant of Queen Elizabeth, 1558-1603 
both surrounded by diamonds; and an 
exquisite tiger lily made by Tiffany for 
the Paris Exhibition. 


q Louis LeMay of LeMay Brothers jewel. 
ry store, Manchester, N. H., recently 
opened a fine restaurant in the same build. 
ing as that occupied by the new store. 
Taking ‘Andy” Anderson as a partner in 
this new business, Mr. LeMay has in. 
cluded a lunch bar on the street floor 
and an attractive dining room in the base. 
ment. 

q Fred Brown of Scott Jewelry Co., Man. 
chester, N. H., recently was elected to 
the Board of Directors of the Manchester 
Chamber of Commerce. 


q As this issue went to press, work on 
complete renovation and _ restoration of 
the Nathaniel I. Goodman place, 1006 
Jewelers Building, was nearing comple- 
tion. Invitations to the “grand opening” 
were all addressed—needing only the in- 
sertion of the date. 


q George Salisbury, 907 Jewelers Build- 
ing, left for England on April 27 with his 
wife and son George, Jr., for a_ three 
months’ vacation. Henry Arnold, next 
door in 905, is looking after George's 
work in his absence. 

q Joseph Guinta, son of the Jewelers 
Building barber, has just finished a course 
in watchmaking at the Massachusetts 
Trade School and has joined the Bella 
A. Glass Co., successors to Paul Fried- 
man Co., 609 Jewelers Building. 


q Daniel Coll of the Mahar & Engstrom 
Co., 401 Jewelers Building. will be mar- 
ried on June 26. 

q Arthur Wright of the Mautner Co. is 
back in his beautiful new suite of of- 
fices, 411-12 Jewelers Building, after a 
four weeks’ trip through New York State. 
Edward MacCourt, who shares the same 
suite, and who represents Louis Man- 
heimer & Brothers Co., is off for a similar 
tour of Vermont. 

q Widely separated, geographically, but 
on the sick list this last month were Victor 
R. O’Connell, jeweler of Greenfield, Mass., 
and Majoric A. Noury, of Manchester, 
N. H. 

q Announcement from __ the Waltham 
Watch Co., Waitham, Mass., tells of the 
moving of its New York offices to 689 Fifth 
Ave. 

q 1. Alberts’ Sons, Inc., 8th floor, Jewelers 
Building, has started issuing a new 
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WINNERS IN BOSTON JEWELERS BOWLING LEAGUE 





This team of bowlers from the D. C. Percival Co., Boston, won top place for the 1947-48 
season. Left to right: William Rushton; Harry Sederquist; Everett Hardy; Warren Donnelly, 
president, holding the Gorham trophy; Lorenz Ernst, Walter "Scotty" Bain. 





Three top individual winners in the 1947-48 
season were, left to right: Roy Clark of 
Thomas Long Co.; Harry Solomon, Wash- 
ington Building; and Robert Schwinn, of 
Shreve, Crump & Low. On the right, 
Everett Hardy, of D. C. Percival Co., 


chairman of the prize committee. 


Boston 


of the 
Jewelers Bowling League were honored at 


Several past presidents 
the 25th annual banquet in the Hotel 
Gardner on April 24th. Here, George E. 
Fletcher, first president of the League, 
back in 1921-22, says a few words as cur- 
rent president Arthur Bleckstein stands by. 





monthly news bulletin called “Tips”— 
Timely Ideas for Profitable Sales. Items 
that click are included along with sea- 
sonal merchandise, suggestions for sales 
prometion stunts, price-change announce- 
ments, et cetera. The company also is 
preparing an illustrated brochure cover- 
ing its 50 years of progress. 

q Miss Eunice Alberts, daughter of Em- 
manuel Alberts of the I. Alberts’ Sons, Inc., 
was featured recently as a soloist with 
the Boston Symphony Orchestra, and also 
at the Music Festival in Columbia, S. C. 
She has starred with the Radcliffe College 
Alumni Glee Club. 

q Miss Evelyn Denno, daughter of the 
owner, and clerk in Denno’s Jewelry Store, 
Pittsfield, Mass., was married on May 8 
to Robert Busch. Wedding guests included 
many from Boston jewelry circles. 

q James T. Hossley, head of the watch 
department with the D. C. Percival Co., 
Jewelers Building, since 1935, left that 
frm on May 7 to become a salesman for 
the Jabel Ring Mfg. Co., Newark, N. J. 
He will travel New England and New 
York State. He was succeeded at the 
Percival Co. by Robert Parker of the 
watch department. 

q Daniel Curran, who sold out his busi- 
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ness to Smith & Zaff, 309 Jewelers Build- 
ing on March 1, and went with Mrs. 
Curran on a visit to their son in Texas, 
is now visiting another son in Indianapo- 
lis. On his retirement, Mr. Curran was 
given a surprise party at the home of Mr. 
and Mrs. Arthur Wright, Needham, Mass. 
He was presented with a novelty leather 
case, a gift arranged for by Catherine 
Egan of the Edmund W. Kirby Co. 

q A. U. “Gus” Burque of Nashua, N. H., 
driving home recently from Boston, met 
with an accident when his car hit a tree 
causing injury to his leg, and wrecking 
the car. Gus’ son Robert was married on 
May 11. 

q Mr. and Mrs. Earle Moody of Water- 
ville, Me., are back from a winter in St. 
Petersburg, Fla. 

q James Alterian, a partner in Perrone’s 
Jewelry Store, Amesbury, Mass., was mar- 
ried early in May to a sister of Richard 
Perrone. 

q Oscar Zaff of Smith & Zaff, Jewelers 
Building, spent a weekend in May with 
his daughter Suzanne on a trip to Wash- 
ington, D. C. 

q Joseph Gordon Ritchie of Andy’s Jew- 


elry Store, Norwood, was married on May 
(Please turn to page 296) 











eELENKO ScHoor 


OF PRECISION CASTING, INc. 


JEWELRY 
MANUFACTURING 
CASTING TECHNIQUES 


Gold ... Platinum. . Silver 
Palladium .... White Metal 


Rubber and Metal! Molds 


COMPLETE 
INSTRUCTION 
JEWELRY MAKING 


Soldering ... Assembling 
Filing . . Polishing . . Plating 


Short, intensive courses start fre- 
quently. Small classes insure 
individual instruction. Approved 
for veterans. State licensed. 
Send for Booklet C. 


136 West 52nd St., 
New York 19, New York 
Circle 7-2139 





H. Rosenthal, 
Direcror 














Why Don't You 
Do Watch Repairs 
The NATIONAL Way... 


Making repairs on modern watches today is 
a job for a specialist . . . a specialist who 
really keeps up with new design and manu- 


facturing methods and in testing equipment. 
NATIONAL WATCH REPAIR 
SERVICE ARE SPECIALISTS 


Specializing on watch repairs for the trade 
for over 26 years. You can use the NATIONAL 
WAY and eliminate the mess of_spare parts 
headaches and untidy equipment. When 
NATIONAL does your watch repairs YOU 
make more PROFIT. 


All repairs unconditionally guaranteed and 


returned in 10 days to 2 weeks. 


Every watch electronically tested 
to |/1,000th of a second on the 


WESTERN ELECTRIC 
WATCH MASTER 


Send a Trial Package and Be Convinced 


NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 


150 Nassau St. Chae Ole ae en, ee © 
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AN é- yvtha. SALESMAN 


JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 
offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. Your 
customers will thank you for sug- 
gesting JEWEL-RE-CLEAN ... they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 






ONE DOZEN 
WITHOUT 
CHARGE 

With Each Gross 


Of Jewel-Re-Clean — 
és 
18Z503 ag” 
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ee TE? $ 2.75 
III 1 scscesineasiaisisiaiaanimianiall $33.00 
CLEANS IN TWO QUICK 
OPERATIONS 
IMMERSE AND WIPE DRY 
That's all there is to it. Dip and dry to a 


beautiful lasting glow. Use brush if espe- 
cially dirty. 
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Box 7737, Chicago 80 
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Plus 15¢ For The In- 
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Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT iS 
RECEIVED 


ANTIN’S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA 
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NEW ENGLAND 
(From page 295) 

8 to Miss Mary McCarty, and they are 
planning a honeymoon trip to Canada this 
summer. 
q Leo Satz, jeweler of Ware, Mass., at- 
tended a doubleheader in Boston recently 
with his family. 
q The W. L. Fickett Jewelry Co. of Con- 
cord, N. H., recently purchased the Nelson 
store in Concord and have transferred 
stock to the latter place. 
q Mr. Bystrom of the Taft Jewelry store, 
Campello, Mass., who made a trip to 
Sweden recently, has arranged for his 
childhood sweetheart to come to the 
United States, and, following their wed- 
ding, plan a honeymoon to Chicago. 
q Arthur S. Kelley, Treasurer of Norling 
& Bloom Co., Washington Bldg., who took 
Mrs. Kelley with him recently to the 
summer camp of Sexton E. Norden, Som- 
erville jeweler, in Westford, Mass., reports 
the fishing as “mighty good”— a 19” pick- 
erel and a 10” rainbow trout being among 
the catch. 


q With most of the moves and expansions 
completed now in the Washington Build- 
ing, only the Barry & Epstein firm re- 
mains to make a transfer and expansion 
to double-size quarters in rooms 400 and 
401. Plans are under way, and work is to 
start most any time. 


q Courses in gemstone appreciation were 
held in Boston during May, presented by 
the Gemological Institute of America, un- 
der the auspices of the American National 
Retail Jewelers Association. Ward H. 
Cook, graduate of the G.I.A., taught the 
courses which included one for the ap- 
preciation and one for gem students, both 


held at the Boston City Club. 


q Russell Bray of the gold department of 
the Smith Patterson Co. was married on 
May 2. 


q Mrs. Ella J. Bird, registered jeweler 
with the Smith Patterson Co., was elected 
Grand Chief of the Grand Temple, Pythian 


Sisters of Massachusetts recently. 


q Members of the Thomas Long Com- 
pany’s employees association held a din- 
ner dance at the Fox & Hounds Club on 
May 13 for Mary Walsh of the purchasing 
department who is to be married soon. 


q The New England Guild of the Ameri- 
can Gem Society held its regular monthly 
meeting on May 26. 


q Freer and Grandmont, formerly located 
at 55 Avon St., Taunton, Mass., are now 
located at 22 Russell St., that city. The 
firm, which was recently incorporated, 
will continue to specialize in hand 
wrought, sterling silver ware. 


q In the early part of April Fred Rose- 
man purchased Gleasons Jewelers, Inc., 
983 Main St., Bridgeport, Conn. The busi- 
ness will continue to be operated under 
the same firm name. Mr. Roseman’s son, 
Harvey, is associated with his father in 
the new enterprise. 


q The New Hampshire Retail Jewelers 
Association will hold its annual summer 
outing at the Hotel Wentworth-by-the-Sea, 
Portsmouth, N. H., on Sunday and Mon- 
day, June 27 and 28. Details, next issue. 


q Many Boston jewelry stores joined the 
Silver Parade from April 19 to May l, 





wtih newspaper ahd radio advertising cal} 
ing attention to the various plans : 
ing away place settings in numer 
terns. 

q The Boston Jewelers Club wil] hold its 
annual sports outing at the New Oce 
House, Swampscott, Mass., on les 
Details will be given in the next issue. 
The usual sports program under the = 
chairmanship of Albert S. Munnis “af 
Herbert L. Thomae will be followed } 
a shore dinner and entertainment. : 
q A correction of an item in the April 
issue, which classed Frank DiVita, new 
proprietor of the Boston Jewelry Many. 
facturing Co., as a diamond-setter, now 
records him as a platinum jeweler. Zalkind 
Anshen, former proprietor, is convalescing 
from an illness in the Baker Memoria} 
Hospital. 

q Joseph F. Audano, proprietor of Ar 
Jewelry Store, with places of business jg 
Beverly, Newburyport, and Gloucester, 
Mass., died late in April. 

q Daniel W. Brennan, proprietor of 
jewelry store at Scollay Square, Boston, 
for 40 years, died late in April. 

q Fred Hamilton, watchmaker with Charles 
P. Miller, Quincy, Mass., for years, died 
on May 2. 


for lay. 
Ous pat. 


q Jacob H. Hirshon, watchmaker in the 
Washington Building for years, and who 
retired recently, died on April 21. 

q John Moore, engraver with Sherburne 
Miller, Jewelers Building, for the past 30 
years, died on April 30. 

q H. S. Robbins, jeweler of Natick, Mass, 
injured recently in an automobile acci- 
dent, died late in April. 





THE PREXY GETS A POSY 





Maurice 


Adelsheim Jr., 
elected president of the Minnesota Retail 


newly re 


Jeweler’s Association, was “decorated” 
with a St. Paul carnation by Jane Bird 
at the Northwest Trade Show, while Allen 
Ruvelson, president of the St. Paul As 
sociation of Wholesale and Manufactur- 
ing Jewelers gave the ceremony a glance 
of official approval. The St. Paul group 
distributed 1,000 roses and carnations to 
jewelers at the Trade Show. Each flower 
bore a card describing it as from “Saint 
Paul — fastest growing, best bloomin’ 
jewelry market in the Northwest.” 


Announce New Store Opening 

Fred L. Etheridge, formerly with 
Schmidt’s Jewelers of Braddock, Pa., has 
opened his own store in Wilmerding, Pa. 
The new firm will be conducted under the 
business name of Fredericks Jewelers. 
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y. Y. State Jewelers 
Re-elect C. P. Coster 


A request for the Secretary of Defense 
to take active and constructive steps to- 
wards eliminating the several abuses of 
the Post Exchanges and Ships Stores faci- 
lities was asked for in a resolution adopted 
at the convention of the New York State 
Retail Jewelers Association at the Hotel 
Utica on May 18th. 

Stating that the diversion of trade from 
regularly established and recognized retail 
eutlets is becoming seriously and increas- 
ingly damaging to normal retail businesses, 
the resolution requested the Secretary of 
Defense to review the items offered for 
sale from stock or through special order, 
with the view of eliminating those items 
of consumer goods which are not neces- 
sities to Army and naval personnel in the 
pursuit of their military career. 

A resolution was adopted urging mem- 
bers not only to abide with the provi- 
sions of the Code of Ethics of the Ameri- 
can National Retail Jewelers Association, 
but also to obtain a lithographed copy 
of the Code and display it in a prominent 
place in their store. 

Action for the early modification of the 
excise tax on jewelry, and the restoration 
of the traditional gross and cash discounts 
by manufacturers was also demanded. 

Charles P. Coster of Rochester was re- 
elected president for the coming year. 
Also re-elected were: Vice Presidents, 
Henry J. Wilson, Syracuse, Charles B. 
Heisler, Albany, and Alfred A. Smith, 











All the ten lines 
Will be Represented 


Mid - South Gift 
& Jewelry Show 








and 


Mid - South 
Variety Fair 
Aug. 29 through Sept. 2, '48 


Hotel King Cotton 
100% Air Conditioned 
Memphis, Tennessee 


Plan to attend. For details, room reser- 
vations, or Exhibit Space, write 
A. J. Cory, Director, 
Shrine Bldg., Memphis, Tenn. 
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Black Starr & Gorham, New York; and 
Secretary, FE. Lathrop Sunderlin, 
Rochester. Henry Pedroni of Saranac Lake 
was elected a vice president to succeed 
W. C. Morgan of Watertown, and Boyd 
Evans, assistant secretary of ANRJA was 
elected treasurer to succeed Russell E. 
Brigham of Oneonta, who retired after 26 
years service. 

Hamilton wrist watches, suitably en- 
graved, were presented to President 
Coster, (past president L. M. Campbell of 
Canandaigua making the presentation 
speech), and Treasurer Brigham, (past 
president Frederic W. Roedel of Utica 
making the presentation). 





WatchMaster Lecture-Demonstration 
Main Feature of Horologists Meeting 





How many ticks in a watch tock? 

J. N. Heed, vice president and chief 
engineer of American Time Products, 
Inc., (manufacturers of the WatchMaster), 
answered that question in a lecture-dem- 
onstration before a meeting of the Horo- 
logical Society of New York on May 3rd. 

Mr. Heed, surrounded by a Watch- 
Master, a watch-tick analyzer and an os- 
cilloscope and armed with photographs 
of a watch-tick, emphasized the point that 
a single watch tick is composed of several 
sounds resulting from as many impacts 
within the watch. 

The ability of the WatchMaster to 
segregate these sounds though adjustment 
of its sensitivity was graphically demon- 
strated with the aid of the oscilloscope. 

Mr. Heed pointed out that the analysis 
of various phases of watch action (using 
this new technique) is still in the experi- 
mental stage but when fully developed 
will greatly enhance the value of the 
WatchMaster as an analyzer of watch 
condition. 

For studying the finer points of watch- 
making, Henry B. Fried, executive secre- 
tary of the Horological Society of New 
York, has assembled a number of movie 
reels and slides for use by the organiza- 
tion, but the repeated rental of a proj- 
ector has been unnecessarily costly. 

To eliminate this recurring expense it 
was decided to collect donations for the 
purchase of a_ projector. 

C. H. Fetter, president of American 
Time Products, offered to match the 
amount collected. As a result, the $350 
goal was reached and the projector was 
purchased immediately for use at meet- 
ings. 

Herman N. Ellman, owner of Allen 
Jewelers in Torrance, Calif., has opened 
his second unit at 8512% South Vermont 
Ave., Los Angeles. 








Knights of Columbus 
EMBLEMS 








No. 1721 Ring, No.714 Button 4th Degree K. of C. 


The Emblems on these K. of C. buttons 
and rings are carefully designed to meet 
exact fraternal requirements, and are 
made with backgrounds of polished 
enamel in correct colors. Furnished in 
either 10K or 14K white and yellow 
gold, they are of the usual heavy 
“GRAN” construction — with hand en- 
graved or chased finish. 

In these K. of C. Emblems there is ‘no 
compromise with the well-known “fine 
finish” so truly representative of all 
Gran Emblem Jewelry. —the finish that 
gives it strong sales appeal and quick 
profitable turnover. 


GIR BIN 


AND COMPANY INCORPORATED 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. - Indianapolis 4, Ind. 




















TRAVELING CLOCK CASES 
CIGARETTE CASES 





Genuine 
Alligator 


High- 
Polished 


For Wholesalers . . . Jobbers 
Exceptionally low price 


New Yoru NY. SUINE scrtmorey's.5928 























PINS $ PINS 


Club and Emblem Jewelry 
with that new “Hollywood Look” — for that new 
“profit look.” Your club pin customers today are 


your diamond customers tomorrow! Don't overlook 
this important market. Send for illustrated folders, 
price lists, discount information, etc. 


Write today to Department J-C 


Since 1912 
1031 West 7th Street 
Los Angeles 14 Calif 


J. A. MEYERS & CO. INC. 
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¢ Louis SIcKLES 
1015 Chestnut St. 


22 West 48th St. New York 
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WRITE FOR 


Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 








TILLMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 





Wholesale Jewels rs 


134 So. 8th St. Phila. 7, Pa. 








Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South 8th Street, Philadelphia 7, Pa. 
Has been appointed authorized 
distributors of genuine 


BENRUS WATCH MATERIALS 


in conjunction 
with our regular lines of 
Swiss & American 
Tools & Materials 








Complete Line Dennison Goods, Boxes & Tags 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Groad and Somerset Streets 
PHILADELPHIA PA, 
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BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


#05 Sansom Street Philadelphia 











BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 


inp Engravers, Jewelers 
| Write for free booklet, 
‘‘Help Yourself to a Better 
Future’’ , 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 





60 Years’ Service 
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q S. Kind & Sons of Chestnut and Broad 
Sts. celebrated their 76th anniversary on 
May 6th in a quiet manner which was 
quite a contrast to the gay and gorgeous 
exhibit of priceless diamonds which 
brought customers from every state of 
the nation and some foreign countries to 
their store last year when their 75th 
anniversary was celebrated. 

q The Eastern Pennsylvania Guild of the 
American Gem Society met Thursday eve- 
ning May 20th at the Academy of Natural 
Sciences to hear another in the series of 
instructional lectures by Nicola D’Aszenzo 
and continue with the laboratory work 
on gem stones. Lester Sauter reports that 
attendance is gradually increasing. Over 
20 members now attend these regular 
meetings with enthusiasm which is grow- 
ing. He was glad but not surprised to 
hear the work of the Delaware, Maryland 
and District of Columbia Guild in the 
past year was commended at the Tri-State 
convention of retail jewelers held May 
9th and 10th. 


q Bond Jewelers of 736 Market St. and 
Greys of 3609 Germantown Ave. are listed 
for sale through the Keystone Real Estate 
Co. at 117 S. Broad St., according to the 
owner of the real estate company, Mr. 
Duban. 


q The new Diamond Exchange known as 
the “Diamond Center of Philadelphia” at 
110 S. 8th St., opened officially May 25th. 
Twenty-two tenants now occupy this build- 
ing. The list of names did not reach us in 
time to make this issue but will appear 
next month. 


q J. Davis, President of the Lean & Jones 
Inc. Jewelers of 6 N. 13th St. informed 
us that this company has now added new 
lines of watches and refrigerators of na- 
tionally advertised brands to their stock. 
No corresponding increase in floor space 
or layout of the store has been necessary, 
since their facilities have been adequate 
to display and sell this additional mer- 
chandise. 

q Charles T. Rogers who was an em- 
ployee of Walter S. Hansen at 39 S. 18th 
St. for 27 years, recently bought the store 
from Mr. Hansen and changed the name. 
He is now doing business at this address 
under his own name. The store is now in 
the midst of being completely redecorated 
in preparation for more aggressive and 
modern methods of display and _ selling 
technique, explained Charles Rogers. 
Jewelry, which was a_ secondary line 
added during the war to compensate for 
shortages in watches, clocks and _ time- 
piece accessories, is being cleared out 
through special sales, and the store will 
then return to a watch and clock shop 
exclusively. 


q Guerry & Riester, 44 S. 16th St. and 
many other centrally located jewelers are 
following the lead of the department stores 
in closing on Saturdays during June, 
July and August to allow themselves and 


* PHILADELPHIA 


their employees a vacation on this day 
which has become a dull business 
during the 
Philadelphia. 
q Flinchbaugh’s Jewelry Store in Nor. 
wood, Pa. was robbed of over $70 worth 
of merchandise by two boys about 15 and 
16 years of age recently. One boy 
dared another to break through the dis. 
play window at night and steal a watch— 
he did and they took along several items 
which they stored in the garage in the 
rear of one of the boys’ homes. However, 
a girl who knew them, saw it happen, and 
helped local police apprehend them. Mr. 
Flinchbaugh has recovered all of his 
property and therefore has not pressed 
charges against the young thieves, 

q Peter’s Jewelry Store at Upper Darby, 
Pa. held a “selling out” sale which had 
the public jamming the main street in 
this busy shopping center from May 5th 
through the entire month of May. A 
spokesman for the store explained that 
they could not obtain a satisfactory lease 
and therefore vacated these premises at 
6934 Market St.; executives of the store 
are now negotiating for a new location. 
q Edwin S. Malmed, general counsel for 
the Retail Jewelers’ Association of Phila. 
delphia and Eastern Pennsylvania returned 
May 10th from an extensive trip which 
kept him away from local association ac- 
tivities for over a month. 

q Arthur S. Weisman was employed by 
Herman C. Sonnheim of Chestnut St., 
Phila., May 10th as installment salesman 
and credit collector. This is part of Her- 
man Sonnheim’s program expanding and 
developing the installment business, 
qS. Kind & Sons have renewed their con- 
tract with the Philadelphia Philharmonic 
Orchestra for another year, said a spokes- 
man for the store, and will continue the 
radio programs centered around it which 
have won such wide and favorable acclaim. 
4q Philip Marenstein of Aisenstein and 
Gordon, Phila., has returned to his ter- 
ritory of South Jersey, Baltimore and 
Washington after an extended leave of 
absence. 

q The Chestnut Street Business Men’s 
Association have agreed to decorate Chest: 
nut Street from Eighth to 18th for the 


day 
summer season in greater 














FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 

Watch Maker’s G Jeweler’s tools and materials 
«LGR Products * K G D Tools 
¢ Levin Tools ¢ Bestfit Assortments 
*« Cases G Dials « American Perfit 

¢ Fulton G B.B. Glass Crystals 

° G.S. G §.U.C. Unbreakable Crystals 

¢ }.B. Watch Attachments 

« NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 
DEPT. 2 
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convention in June. The decora- 


itical ora 
- will follow the pattern set by simi- 
” Christmas decorating in the same 
: h appropriate red, white and 


area, wit 
blue lights, 
jewelers, in 
whether membe 
not, have agreed to cooperate. — 

The regular monthly meeting of the 
Horological Guild of Philadelphia was 
held May llth at the Franklin Institute. 
Election of officers, which was scheduled 
for this meeting, was postponed until the 
June meeting. The next meeting will be 
held Tuesday, June 8th, at the same 
place. Plans for next year’s program in- 
cluding horological lectures and demon- 
strations to interest members and recent 
oraduates of trade schools will be dis- 
cussed again. Plans to attend in a body 
the national convention of the United 
Horological Association of America in 
Baltimore June 17th to 20th, will be com- 
pleted at this meeting. . 

A spokesman for the Retail Jewelers 
Association which met April 20th and 
May 18th informed us that the credit 
husiness was discussed at both meetings. 
The resolution and agreement not to 
advertise specific credit terms-——-a move to 
help keep credit economy stable and to 
maintain jeweler’s prestige—was modified 
to make electrical appliances an _ excep- 
tion. This exception was deemed expedi- 
ent to meet department store competition 
in this line, since most leading depart- 
ment stores in this area are now adver- 
tising exact credit terms for this merchan- 


flags, bunting, ete. Individual 
cluding Herman C. Sonnheim, 
rs of this organization or 


dise. Several leading jewelers such as 
Barr’s have already advertised appliances 
stating specific credit terms. Unfortu- 


nateley, your correspondent was not able 
to attend this meeting to report on more 
details, due to a necessary trip to New 
England. 
Sansom Street Business Men's Ass'n 
Enjoy Gala Evening at 37th Banquet 

Over three hundred members and guests 
attended the 37th annual banquet of the 
Sansom Street Business Men’s Association 
held Tuesday evening, May llth, at the 
Warwick Hotel, Philadelphia. Herbert Du- 
brow acted as toastmaster and proved a 
very able master of ceremonies. President 
Mickey Orloff made a short address of 
welcome and complimented Josef S. Mil- 
ner for his splendid work in the re-organi- 
zation of the association. 

He followed his remarks with the pre- 


f 


sentation of beautifully engraved plaques 
in recognition of 50 years of business 
service to the community to members of 
the following firms: 
Joseph B. Bechtel & Co., Inc.; John M. 
J. Costello; August C. Frank Co.; T. B. 


D. Atlas & Co.; 


Hagstoz & Son; George Mayer Co., and 


Wm. J. McMenomay. 


Ca 





The plaque Joseph B. Bechtel & Co. received 

at the banquet in recognition of 50 years 

business service to the community, one of 

the seven presented at the affair, is pic- 
tured above. 


First guest speaker of the evening was 
Earl K. Mueller, vice president of the 
Central-Penn National Bank who delivered 
a very interesting address on_ business 
economics stressing the value of intangi- 
bles and tactfulness. 


The Honorable James P. McGranery, 
judge of the United States District Court, 
made a stirring address on the foreign 
policy of our government emphasizing the 
importance of President Truman’s recent 
statement concerning the Russian situa- 
tion. He also urged that we share our 
bread with the hungry people of Europe. 


Josef S. Milner, one of the association’s 
directors, paid high tribute to the various 
officers of the organization for their un- 
tiring efforts on behalf of the group. 

Banquet arrangements had been made 


by a committee headed by Jerome Atlas, 
assisted by Harry Paul, Samuel Cohan, 


Herbert Dubrow, Philip Fox, Sidney 
Lopatin, Maurice Nemirofsky, William 
Packman, Marcus Rosnov, John M. J. 


Costello, Herman Dubrow, Samuel Lashof, 
Josef S. Milner, Louis Neff, John Porter, 
Jules Schwartz, and Edward Tinkleman. 


Following the usual sumptuous dinner, 
an entertaining floor show of five acts was 
presented and a large number of excep- 
tionally attractive door prizes were 
awarded to holders of the lucky numbers. 





New Certified Gemologists of AGS 

Award of the title of Certified Gemo- 
logist American Gem Society has recently 
been made by the American Gem Society 
to the following Registered Jewelers: 
Richard Talcott, of Talcott Bros., Olym- 
pia, Wash., and Gilbert B. Oakes of the 
firm of E. J. Scheer, Inc., Rochester, N. Y. 

The prestige of this title, representing 
standards of membership and advanced 
study beyond that of the Registered Jew- 
eler, makes the title one that is much 
sought after in the jewelry industry. The 
examinations, however, which are required 
to become a Certified Gemologist are diffi- 
cult, comprising one written with refer- 
ence to texts, one written from memory, 
and one on the correct identification of 
20 unknown gemstones, 


FOR JUNE, 1948 





NACJ Collecting Statistical Data 
On Credit Jewelry Store Operations 

In an effort to supply members with 
vital information that they can use as 
yardsticks in measuring their own business 
performance, the National Association of 
Credit Jewelers is collecting statistical 
data on credit jewelry store operations. 

In a letter to members of the association, 
to which survey questionnaires were at- 
tached, Bill Wagner, executive secretary, 
asked members to cooperate by filling out 
the forms with percentage figures and re- 
turn their reports as soon as possible. Re- 
sults of the survey will be issued when 
reported figures are analyzed to get general 
averages and interpretations are made 
thereof. 


— 
| NOW- 














MORE THAN EVER 
AMERICA’S 
FAVORITE CLEANERS 
FOR 
PRECIOUS ARTICLES 


ELLANAR SILVER GLEAM 


Argenium Processed 
for Quicker Polishing 
Longer-lasting Luster 


“The Cream of Silver Polishes" 
Gentle, scratch-free cream that never 


settles out of the bottle. Keeps silver 
bright and shining. 


8 oz. 65¢ * 16 02. $1 
32 oz. $1.75 


ELLANAB 
Pevelay SQ Ws i 
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"SES @ mK 
© 
> 


ELLANAR 


JEWELRY CLEANER 
8 oz. jar with brush 50¢ 


“Cleans a Million Dollars’ Worth 

of Jewelry" 
Keeps precious jewelry, diamonds, and 
other valuables sparkling clean. More 
than a million jars already sold. 
ELLANAR SILVER GLEAM and ELLANAR 
JEWELRY CLEANER are nationally adver- 
tised. Order and display them promi- 
mently. Free window and counter dis- 
plays. Free mat service. Free store name 
imprints on gross orders. 


JOS. B. BECHTEL & CO., INC. 


Established 1894 


729 Sansom St., Phila. 6, Pa. 
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FOR THAT 


EXTRA Sales Punch 


SEE OUR 
HOLIDAY GOODS LINE 


Bigger and better than ever before. 
New "on the road" with complete 
lines of LUGGAGE, DRESSER and 
MANICURE SETS, TRAVEL KITS 
and NOVELTIES. 


PT WELPY 2° WILE, 





Baltimore 1, Md. 
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CONVENIENT “POST CARD™ 








ORDER BOOK— 


10 SELF-ADDRESSED 


POST CARDS—NO POSTAGE NEEDED 


Kohner offers you the “‘who’s who’’ in 
quality merchandise—and an easy 
smart way to order it! Every card you 
send gets “rush service.”’ Just list your 
wants and mail. There’s a carbon for 
your records. Write Kohner now for 
your Free Order Book. 


BALTIMORE ST. 
MARYLAND 


21 W. 
BALTIMORE 1, 














q Danbros Jewelers, formerly retailers lo- 
cated at 3530 S. Hanover St., Baltimore, 
Md., have announced that they are now 
in the wholesale business under a new 
name, the Danbros Watch Co., at a new 
address, 205 W. Lombard St., Baltimore. 
q E. H. Jones, prominent jeweler of Gaff- 
ney, S. C., has been named president of 
the Junior Chamber of Commerce there. 
q After 72 years in business in Jackson- 
ville, Fla., Meyerson’s Jewelry, corner 
Forsyth and Laura, is closing its store. 
Entire stock is being disposed of at a 
special sale. Prices have been reduced 
25 to 50 per cent, according to the man- 
agement. 


q Raymond C. Huss has joined the staff 
of Edwards & LeBron, jewelers, of Chat- 
tanooga, Tenn. Mr. Huss, a graduate of 
the Hamilton School of Watchmaking, is 
a veteran of World War II. 


q Rogers, Inc., of North Little Rock, Ark., 
has been organized with capital stock of 
$16,000 to engage in the jewelry business. 
Incorporators: Robert B. Warmouth, 
Dorothy Warmouth, Elizabeth Daugherty 
Bush and James Bush. 


q Saluda Jewelry Co., of Saluda, S. C., 
has obtained a charter from the Secretary 
ef State, listing authorized capital stock at 
$5,000. W. E. Turner is president. 


q W. F. McKinley, jeweler and watch- 
maker, formerly located in the Donaghey 
building, Little Rock, Ark., has occupied 
new and larger quarters at 204 Louisiana 


St. 


q The Office of the Secretary of State in 
Austin, Texas, recently approved an 
amendment to the Charter of the Kruger 
Jewelry Co. of Austin which permits the 
company to increase its capital stock to 
$163,000. 

q Leo Muffley has sold the Muffley Jewel- 
ry Store at Palmyra, Mo., to Deane Gibbs, 
president of the Central Missouri Watch- 
makers Association. The Muffley store was 
established in 1924 by G. L. Muffley, 
father of Leo Muffley. Upon the death of 
the elder Muffley in 1932, his widow and 
son continued its operation and for the 
last six years the son has been the sole 
owner. 


q Alexander Jewelers, Inc., of Whitmire, 
S. C., were granted articles of incorpora- 
tion by secretary of state W. P. Black- 
well at Columbia, S. C., in April. The 
capital stock is $15,000 and A. D. Alex- 
ander is_ president. 


q Kenneth M. Coleman, who has been 
watchmaker at the Fitzpatrick Jewelry 
Store in Silkeston, Mo., has been ap- 
pointed manager of the store, replacing 
Harold Thompson, who now is in charge 
of the Fitzpatrick store at Blytheville, 
Ark. 


q E. E. Roberts and Paul Roberts, 
brothers, have purchased the A. A. Tay- 
lor jewelry store at Deniphan, Mo. Paul 
Roberts is now taking a course in watch- 
making at a school in Poplar Bluff, Mo. 
q Miller’s, Inc., retail jewelry chain with 
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stores in Fort Smith, Ark.. and Henryet 
Okla., will open a modern store ip Fa 
etteville, Ark., after the first of the vail 
The lower floor of a building in Fayette. 
ville has been leased to Miller’s for ‘os 
years. A. E. Miller, president of the firm 
said the building will be remodeled and 
completely modernized. 

q Pike and Kramer, Inc., formerly located 
in the Kirby Building, Dallas, Texas, 
have moved into their new store at 0g 
South Ervay St., that city. The formal 
opening was held on Monday, May 3rq 
q The Schrieber Jewelry Co., owned and 
managed by Morris Schrieber, has moved 
from 409—22nd St., Galveston, Texas, to 
new and larger quarters at 518-20—91,y 
St., that city. 

q The Kay Jewelry Co. at Charleston, 
W. Va., has been authorized by the city 
building inspector to make repairs and 
alterations to its building at an estimated 
cost of $30,000. 

q Ted Gray of Poplar Bluff, Me., has 
taken a position as watchmaker with the 
Roberts Jewelry store in Doniphan, Mo, 
Mr. Gray is a disabled war veteran and 
a recent graduate of the Montgomery. 
Taylor School of Watchmaking at Poplar 
Bluff. 





H. S. Knapp Appointed President 


Of Teeters & Co., Wholesalers 
The appointment of H. S. Knapp as 


president and manager of J. L. Teeters & 
Co., wholesale jewelers of Lincoln, Nebr., 
was recently announced. Mr. Knapp, for. 
merly vice president and treasurer, suc- 
ceeds the late H. B. Hallett. 

Other changes in the firm include the 
appointment of E. S. Hallett as vice presi- 
dent and treasurer, and the electien of 
John Hallett as treasurer. The new board 
of directors for the company consists, in 
addition to the three officers mentioned 
above, of Mrs. Hugh B. Hallett and Hugh 
S. Hallett. 








EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 

















ALBERT S. SMYTH C0. 


WHOLESALE 
DIAMONDS - WATCHES 


®@ JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 
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OLD TIMERS GET TOGETHER 





One of the honored guests at a recent "Old Timers" party for firms which have been in 
business in Los Angeles, Calif., over 50 years was John C. Donovan, 83, one of the founders 
of the Donovan & Seaman Jewelry Co., established in 1894. Front row shows Joseph Scott, 
94, attorney and civic leader; John C. Austin, 84, architect; Mr. Donovan, and P. G. Winnett, 
president of a department store. Back row: Rufus Hepburn, 85, first salesman to travel out 
of Los Angeles; Karl Weber, the host of the party and president of Weber Showcase & 
Fixture Co. which is celebrating its golden anniversary, and Marco Newmark, 86, president 
of a wholesale grocery company. The car, owner by the Weber Co., is a 1902 Pierce Arrow. 








Lambert Brothers Display 
World’s Largest Sapphire 


The world’s largest known sapphire— 
the Black Star Sapphire of Queensland 
weighing 733 carats—was displayed for 
the first time recently at a press preview 
at Lambert Brothers jewelry store, Lex- 
ington Ave. at 60th St., New York. 

A fascinating velvety black stone larger 
than an egg, it is regarded as one of the 
most exciting discoveries in modern gemo- 
logical history, according to the Lamberts. 
The public showing continued for a week. 

The new gem, which came into per- 
fection after cutting and polishing only a 
month ago, is valued at $300,000 and is 
not for sale. A perfect oval shape it has a 
pronounced and brilliant six-pointed star 
perfectly centered. It measures two and 
three-quarters by two inches and weighs 
more than half a pound. 

Up to the time of discovery of the 
Black Star, the largest known stone of its 
kind was the Star of India sapphire 
weighing 563 carats, a part of the J. P. 
Morgan collection in the American Mu- 
seum of Natural History. Next in size is 
the Star of Artaban weighing 316 carats 
now in the Smithsonian Institution in 
Washington, D. C. 

In its original state the stone weighed 
1156 carats. It was found in Queensland, 
Australia, where it had been washed away 
into the river beds millions of years ago. 
lt was imported by James and Harry 
Kazanjian, Los Angeles importers and 
cutters of precious stones. They worked 
carefully for two months with specially 
= tools before completing the cutting 
task, 

Besides the great Black Star, Lambert 
Brothers received from the Kazanjian firm 
for display purposes an exquisite star sap- 
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phire weighing 227 carats. It is considered 
by gemologists as ‘exceptionally clean with 
a perfect black background and a beauti- 
ful clear star.” The display collection also 
includes other “small” star sapphires, one 
of them weighing about 100 carats. 





The Black Star Sapphire of Queensland, the 
worlds largest known sapphire, sparkles be- 
comingly in the hand of Lisa _ Prokoff, 
Powers model, at a special press showing 
held recently at the Lambert Brothers 
jewelry store, New York. It is bigger than 
the average egg, weighs 733 carats and is 
valued at $300,000. 


q A. C. Musch has been appointed watch 
and clock buyer for Granat Bros., San 
Francisco and Oakland jewelers, the firm 
recently announced. Mr. Musch comes to 
Granat Bros. from Marshall Field & Co. 
where he served for 15 years, several of 
which were spent as watch and clock 


buyer. 








BACKGROUND 


Is often the unknown quan- 
tity—Ours is one of associa- 
tion with some of the finest 
names in the business. We 
have earned their confidence 
thru dependable service—it 
costs you no more 


building good-will 


with good work” 
SILVERSMITHS 
AND 


SILVERPLATERS 
$$$$ write for price list $$$$ 





| LOUIS J. MEYER, INC. | 


Sénce 1892 





JEWELRY REPAIRING AND ENGRAVING 
The house of mastercraftsmen 


205 So. 9th St., Philadelphia 7, Pa. 




















For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 




















*"NORTH-LITE” SHADES 
Shuts out the sun but lets in the much 
needed North Light required in your work. 
Call or write for samples and prices 


SOLARPRUF SHADE CO. 


CHelsea 3-598 1 
228 Seventh Ave. New York 11, N. Y. 




















HONIG WATCH CO. IMPORTERS 


Suppliers of low-priced 
Swiss Watches and Movements 


Special discount for wholesalers and jobbers 
323 W. 5th St., Los Angeles 13, Calif. 
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- Gold-Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 




















10 S. Wabash Ave., Chicago 3 CENtral 6089 











MASTER Watchmaking 


“Famed the World Over 
as the School of Quality” 


CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1908 by Thomas B. Sweazey. 


1608 N. Milwaukee Ave., Dept. 228 


Chicago 47, Ill. 








ALWAYS USE 
THE NEWALL 
“Finger Print" System 
aoe WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 























WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 




















MAYNARD LEVY 


Leading Jewelry Auctioneer for le- 
gitimate jewelers. Write for: date and 
information. 

' PHONE BUTTERFIELD 1100 
5200 BLACKSTONE + “CHICAGO 15 
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q The monthly dinner meeting of the 
Jewelers Association of Greater Chicago 
at the Standard Club on May Sth was a 
most interesting one. After a brief business 
session during which the annual dinner 
dance, the Year Book and delinquent dues 
and auctions were discussed, and Execu- 
tive Secretary Ben Sacks reported on his 
efforts to forestall the increasing activity 
of bad check artists and received hearty 
approval for his work along this line, 
President Jos. Hirtenstein introduced Fran- 
cis V. Healy, of Goldman, Allshouse & 
Healy, Secretary of the Chicago Jewelers 
Association. Mr. Healy, who was At- 
torney for the C. J. A. Good & Welfare 
Committee during the years when the 
trade in Chicago was harassed by fake 
auctions, diamond robberies ran into the 
millions annually and questionable cases 
of bankruptcy were frequent. The speaker 
described the fight waged by the C. J. A. 
Good & Welfare Committee, with full co- 
operation of prosecuting officers and police, 
through the years from 1925 until late 
1933 when the trade was practically free 
of organized crime conditions. He com- 
pared conditions in these years with those 
of present days and pointed out that the 
problems confronting the jewelers today, 
whether it be unethical auctions or other 
unethical business practices, can be solved 
only by strong, united association efforts 
and constant vigilance. 

q Ed Cain & Co., wholesale jewelers 
located at 31 North State St., Chicago 
for the past several years, are now es- 
tablished in larger and finer quarters on 
the 10th floor of the Heyworth Building, 
29 East Madison St. 

q Charles T. Ross, age 76, who was 
Chicago Manager of the Waterbury Clock 
Co. for many years and an active worker 
in all trade affairs and association work 
in the industry, died suddenly on April 
8th at his farm home in Michigan, to which 
he retired a few years ago. Mr. Ross was 
President of the Chicago Jewelers Asso- 
ciation in 1921 and 1922 and one of three 
honorary members at the time of his death. 








Members of CJA Attend Meeting, 
Elect John M. Biggins President 

The annual meeting and election of 
officers held in the Illinois Room of the 
reconstructed LaSalle Hotel on the eve- 
ning of May 20th, was one of the most 
colorful and enjoyable sessions in the 74 
year history of the Chicago Jewelers As- 
sociation. Cocktails were served from six 
to seven o’clock and during the dinner 
hour those present enjoyed songs by 
C.J.A.’s own, quartette, R. Schell Hulbert, 
Nate Blank, Francis V. Healy and Ben 
Teitleman and soloists, Tom O’Connell 
and Al Green. Following the _ business 
session, several excellent vaudeville acts 
selected from top night clubs were pre- 
sented. 

President Charles G. Brown opened the 
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business session with expression of ap. 
preciation for the wonderful CO-Operation 
he had received from officers and mem. 
bers during his two years as president 
He then introduced those at the head 
table and a tremendous ovation greeted 
Guy V. Dickinson, honorary member and 
president in 1923-25. After routine busi. 
ness, President Brown asked John ¢ 
Leiner, Chairman, to present the report 
of the nominating committee. 








Newly elected president of the Chicago 
Jewelers Association, John M. Biggins, of 
the Elgin National Watch Co., is shown 
at the annual meeting of that organiza. 
tion with Charles G. Brown, Stein & Ell. 
bogen Co., retiring president, center, and 
Guy V. Dickinson, retired past president 
(1923-25) and honorary member of the 


CJA, right. 

The following officers were unanimously 
elected: President, John M. Biggins, Elgin 
National Watch Co., Vice President, Mead 
Montgomery, M. A. Mead & Co., Treas 
urer, Charles D. Ellbogen. Francis YV, 
Healy continues as Secretary. Directors 
elected to serve two years are: Warren 
K. Hendriks, Evans Case Company; James 
Swartchild, Swartchild & Co., Marshall 
Spies, Spies Bros., Inc., and Claud 
Wheeler, JEWELER’s CiRCULAR-KEYSTONE. 

In accepting the Presidency. Mr. Big- 
gins, who for years has served the organ 
ization actively and efficiently. expressed 
his appreciation of the honor and his 
realization of the great responsibility as- 
sumed as president of the oldest success 
ful business organization in the country. 





Allen & Co. Team Are Victors 
In Annual Chicago Bowling Meet 
It required the last evening of play on 
April 30th, to decide the winning team in 
the 37th season of bowling by the Chicago 
Jewelers Bowling League. The Benj. Allen 
& Co. team with 49 won and 35 lost re 
gained first place after surrendering tempo- 
rarily last year to M. F. Lenz Co., with 47 
won and 35 lost this year. Other teams fin- 
ished in order: Olsen & Ebann, 45-39; 
Newall Mfg. Co., 45-39: J. Milhening Inc. 
44-40; Jos. Hagn Co., 40-44; Swartchild & 
Co., 34-50 and The Ball Co., 32-52. The 
Newall team, with 2910, won the high three 
games and Olsen & Ebann high single 
game with 1025. Individual high three 
honors went to Bob Krumske, first with 69/ 
and Henry Barg seiond with 636. Ralph 
Milhening with 266 and Joe Kammerlander 


THE JEWELERS’ CIRCULAR-KEYSTORE 
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with 246, won high single games. R. 
Krischke, who rolled the full schedule of 
94 games had high average, 181. 

Qn the evening of May 5th, the several 
teams were given a dinner at the Illinois 
Athletic Club by their sponsors, at which 
time loving cups and trophies donated by 
F. H. Noble & Co., Williams Jewelry & 
Mfg. Co., and Martin Lenz were awarded 
the winners. Representing the sponsors at 
the dinner were John G. Leiner, Allen Co.; 
Webb Ball, Ball Co.; George Cureton, 
Newall; James Swartchild, Swartchild Co.; 
Clarence Olsen, Olsen & Ebann; Williard 
Hagn, Hagn Co.; Martin Lenz, Lenz Co., 
and Al Kolker, J. Milhening. 





FTC Changes Watch Case Rules 
In Regard to Abbreviations 

The Federal Trade Commission has 
modified the trade practice rules for the 
watch case industry in regard to abbre- 
viation of the terms “Gold Filled” and 
“Rolled Gold Plate”. 

The Commission has ruled that “in 
respect to “Gold Filled’ and ‘Rolled Gold 
Plate’ watch cases which are of such 
small and unusual type as to render it 
impossible to set forth on the outside of 
the case the mark specified in the trade 
practice rules, without completely abbre- 
viating the terms ‘Gold Filled’ and ‘Rolled 
Gold Plate, it will be regarded accept- 
able to use the abbreviations ‘G.F.’ for 
‘Gold Filled’ and ‘R.G.P.” for ‘Rolled Gold 
Plate,’ provided the mark is engraved, 
stamped, or embossed in clearly legible 
form on the outside of the case and in all 
other respects is in accord with the pro- 
visions of such trade practice rules; and 
provided further, that no confusion, mis- 
representation, or deception is promoted 
or practiced, directly or indirectly, in 
connection with the marketing of such 
watchcases. Under this provision the word 
‘Filled’ and the word ‘Plate’ shall not be 
abbreviated unless the accompanying 
word ‘Gold’ is also abbreviated by use of 
the letter ‘“G’ as stated above.” 





Silverware Division of the UJA 


Honors G. H. Niemeyer at Dinner 

G. H. Niemeyer, president of Handy 
& Harman, was honored by his colleagues 
for his outstanding services to the indus- 
try at a dinner tendered to him by the 
Silverware Division of the United Jewish 
Appeal of Greater New York. A record- 
breaking crowd attended the dinner, which 
took place on Thursday evening, June 10th, 
at the Hotel Commodore. 

Long actively interested in the United 
Jewish Appeal, Mr. Niemeyer has been 
identified with many other philanthropic 
causes, including the Greater New York 
Fund, Red Cross, Young Men’s Christian 
Association and Police Athletic League. 
During the recent war he had charge of 
the jewelry division of the National War 
Fund. He is a director of the Beekman 
Downtown Hosptal. 








ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 20 


ears 
6956 North Ashland Ave., Chicago 26 
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Mr. Niemeyer has consistently demon- 
strated a deep and abiding concern for the 
prestige and prosperity of his profession. 
At this writing he is chairman of the 
Jewelers Vigilance Committee and a direc- 
tor of the Jewelry Industry Council. He 
is a director and past president of the 
24 Karat Club. Likewise he is past presi- 
dent of several other organizations, in- 
cluding the Jewelers Security Alliance, the 
Brotherhood of Traveling Jewelers, and 
the Jewelers Board of Trade. 

Louis Farber, of the firm of Farber 
Bros., general chairman of the current 
UJA drive in the industry, pointed out 
that the June 10th testimonial dinner was 
held in behalf of the United Jewish Appeal 
of Greater New York. He said that the 
organization was the sole _ fund-raising 
agency in the metropolitan area for the 
United Palestine Appeal; the Joint Dis- 
tribution Committee (including ORT); 
the United Service for New Americans; 
the Joint Defense Appeal of the American 
Jewish Committee and the Anti-Defama- 
tion League of B’nai B’rith; the American 
Jewish Congress; the National Jewish 
Welfare Board, and the Jewish Tele- 
graphic Agency. 


Name Dale Ernsberger 
Florida RJA President 


Lester W. Moon, of Tallahassee, presi- 
dent of the Florida Retail Jewelers Asso- 
ciation, relinquished the gavel to Dale 
D. Ernsberger, of Palatka, at the close of 
the 28th annual convention, May 9, 10 
and 11], in the Tampa Terrace Hotel, 
Tampa. 

Other officers elected are: John Fannin 
of Tampa, vice president; George Gaines 
of Lakeland, treasurer, and W. W. Put- 
nam, Tallahassee, secretary. Named to the 
board of directors were Frank Angle, 
Haines City; William H. Deuber, Tampa; 
G. W. Lawton, Orlando; Alvin Magnon, 
Tampa; H. L. Nickell, Fort Myers; Karl 
F. Shrode, Sarasota; Fred Slater, Miami; 
Sterling Smith, Jacksonville; Leslie Sold- 
well, Lake City; Reade Tilley, Clearwater; 
Bruce W. Watters, St. Petersburg, and 
Charles L. Wells, Jacksonville. 

Included on the advisory committee, 
composed of three immediate past presi- 
dents of the association, are Lester W. 
Moon, Tallahassee; Eugene Mumpower, 
Coral Gables, and H. F. Underwood, 
Jacksonville. 

The convention featured addresses by 
James A. Moran of the Jewelry Industry 
Council; Arnold Schiffman, vice president, 
Southeastern Region, ANRJA, and F. S. 
Franklin, assistant sales manager of the 
Hamilton Watch Co. 

The association adopted a resolution at 
the close of the convention urging manu- 
facturers and distributors to attach to all 
watches a 90-day factory gurantee. 

Social events in connection with the 
convention included a bridge luncheon 
for the ladies at the Tampa Yacht and 
Country Club and a golf tournament at 
the Palma Ceia Golf Club. 


The convention was brought to a con-: 


clusion with a reception, banquet, floor 


show, dancing and the distribution of. 


numerous valuable door prizes. 








24 Hour Service | 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS” 





ere 


WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 























STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


—: I) WELMAID MANUFACTURING Corp. 
1737 N. Campbell, Dept 26, Chicago 47 




















Our work costs no more 
¢ 


than ordinary work 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 











fice WATCH CO. 


3S S.WABASH AVE. CHICAGOILL. 


USED WATCH = 














18 Size Hunting, 
Eigin, Waltham 
7J, $:60—I54, $3.00 
18 Size O.F 


Eigin, Waltham 
7J, ¥s0—154, $3.50 
6 Size Elgin, Wal- 


MATERIALS 2 


NEW MATERIALS 


Wheels, pinions, “ 
pallet forks, etc. 
for all watches. 
Send sample of 
what you wanfl All 
Guoranteed! Remit 
only If satisfactory. 





6J, $2.50—18J, $3.50 
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Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 

Lines of quality and style that give you pro- 

tected profit. You can recommend these iines 
to your customers with confidence. 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














We SPECIALIZE... 


in special order u“ sols. Sad us your 
specifications. W. Ld sallentl a design 


with oul | liga lion. 





SCHUMER BROTHERS CO. 


Wha n MP clurin gG Jewelers 


5 EAST THIRD STREET + CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 


BY My 4.0 414 4 


LITWIN & SONS 
114 West 6th Street. Cincinnal:. Ohic 

















DISTINCTIVE 
JEWELRY 


WATCHES 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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q Ken Matsumato, of Ken Displays, Inc., 
1109 Main St., Cincinnati, has announced 
that as of May Ist, the business will be 
operated as Ken Matsumato Co. at the 
same address. The company specializes in 
designing and manufacturing display 
pieces and display fixtures for jewelry 
stores and windows. 


q Edward F. Herschede, of Frank Her- 
schede Co., 8 W. 4th St., was recently 
elected chairman of the Board of the 
Credit Bureau of Cincinnati, unit of the 
Cincinnati Retail Merchants’ Association. 


q Ben L. Henry has resigned from D. 
Jacobs Sons Co. due to ill health. His 
territory will be taken over by Abe Chap- 
man. 


q Maury Solomon recently returned from 
a business trip in Indiana. 


q Pat Patterson of Harry Greenwold Co., 
attended the annual convention of the 
West Virginia Retail Jewelers Association 
held on May 2 and 3 at Clarksburg, W. 
Va. Mr. Perry, of the same firm, attended 
the annual convention of the Florida RJA 
held on May 9 to 11 at Tampa. 


q Gus Kuhnheim of D. Jacobs Sons Co. 
has broken his leg and will be convalescing 
for approximately four or five weeks. 


q Mr. Flanagan of Flanagan-Kovac Co. re- 
cently returned from a business trip at 
Providence, R. I. 


q After breaking a display window of 
the Esberger Bros. jewelry store, 1133 
Vine St., with a rock, a thief took six 
wrist watches valued at $140. 


q Julius D. Jacobs of D. Jacobs Sons Co., 
recently returned from a pleasure trip at 
French Lick Springs, Ind. 


q Fred Lounsbury, associated with Oneida, 
Ltd., attended the recent dog show given 
by the Cincinnati Kennel Club. His air- 
dale named “Morning Star” took third 
prize. 

q The new flood wall that has been 
erected in previously flooded areas proved 
its worth during the recent inundation. 
Jewelry firms previously affected by past 
floods were: E. Wagner & Son, 4005 Ham- 
ilton Ave.; Al Schneider, 3936 Spring 
Grove Ave., and Beck & Dolf, 2851 Cole- 
rain Ave. All were deeply grateful for this 
new flood wall. 


q Roy Koehne of Albert & Seifert Co., 
recently returned from a successful busi- 
ness trip. 

q@ Emmett Fitzpatrick and Jack Gerwe of 
Gerwe-Brown Co., have returned from a 
sales trip. They report that this trip was 
a very successful one. 

q Carl Wagner of E. Wagner & Sons, 
4005 Hamilton Ave., ran for director in 
the recent election of the Walnut Hills 
Business Men’s Club. 

q Adolph Wiebell, 1730 Vine St., an- 
nounced the completion of his new store. 
The formal opening will be held the latter 
part of this month. 

q The J. C. Hockett jewelry store in 
Erlanger, Ky., was recently sold to Charles 





Huber. Mr. Huber was formerly a watch. 
maker with Mecklenborg & Gerhard 81] 
Race St., Cincinnati. 


q George Emmett Brown of Gerwe-Brown 
Co., went on a buying trip to the East 
during May. Before he left he attended 
the Kentucky Derby on May lst. 

q The Northern Ohio Guild of the Ameri. 
can Gem Society elected the following 
officers at its meeting on May 11, 1949. 
President, Harold D. Myers, Fred H. 
Myers Co., Warren, Ohio; Vice President 
Harold H. Hubbard, Cowell and Hubbard 
Co., Cleveland, Ohio, and Secretary-Tyeas. 
urer, Elspeth Mackintosh, N. A. Petrone 
Co., Inc., Cleveland, Ohio. Dr. Glenn ¢ 
Tague gave as his final lecture, “Organic 
Gem Materials: Pearl, Coral, Amber, and 
Jet,” which he illustrated with many un. 
usual specimens from the Department of 
Geology, Western Reserve University. 


Re-organize Greater Cincinnati RJA; 
Tudor Newstedt Elected President 


After a period of five years inactivity 
because of the war, the Greater Cincin. 
nati Retail Jewelers Association have re. 
organized in a big way. 

Plans were made for the official re-or. 
ganization meeting that was held at the 
Hotel Sinton on May 5th after a 
preliminary meeting of some 12 retailers 
in April. 

The big meeting was attended by nearly 
100 retailers and their wives and was ably 
directed by Carroll Seghers of Carroll's 
Jewelers, who proved himself to be quite 
a ‘political manager’, not only in getting 
a good crowd out but also in conducting 
the meeting. Mr. Seghers refused to be 
considered for any office claiming he 
could do the group a better service in an 
advisory capacity. 

The meeting proved to be a lively one 
with all present discussing plans for the 
betterment of the local retailers. Plans 
considered at the meeting included adop- 
tion of a program of cooperative advertis- 
ing and the distribution of a_ suitable 
emblem to members for identification 
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purposes for use on stationery and door 
Carl Leser, Northside jeweler, took 
yite an active part in “rounding up” for 
the organization in spite of having a vol- 


ume of work on hand at his store. 


TUDOR NEWSTEDT 





Meetings are scheduled to be held the 
frst Wednesday evening of each month. 
Tudor Newstedt, of Geo. H. Newstedt & 
Co, was elected president of the associa- 
tion at an election of officers held at the 
meeting. Mark Herschede, Frank Her- 
schede Co., was elected first vice presi- 
dent; Charles Richter, Richter Jewelry 
Co. second vice president; Hobart Weh- 
king, Wehking Jewelers, treasurer, and 
Jane Kampf, Kampf Jewelry Co., secre- 
tary. 

Directors also elected at the meeting 
were: Jack A. Getz, Getz Jewelry Co.; 
Louis Grassmuck, Grassmuck Jewelers; 





Elmer T. Herzog, Covington, Ky.; E. A. 
Oberrecht, Betty Kay Jewelry & Gift 
Shop; H. S. Riefkin, Mayor Jewelry Co.; 
Adolph Simon, 3624 Harrison Ave., Chev- 
iot, and Karl Wagner, E. Wagner & Son. 





Hutchinson Succeeds Dinsmore 
As President of Canadian Assn. 


D. E. Hutchinson, of Vancouver, B. C., 
was elected president of the Canadian 
Jewelers Association at the 30th annual 
convention of that organization held in 
the Hotel Vancouver, Vancouver, B. C., 
and the Empress Hotel, Victoria, B. C. He 
succeeds G. “Dinny” Dinsmore as presi- 
dent. Mr. Hutchinson, who served as first 
vice president of the association during 
the past year, recently purchased the busi- 
ness of Tod & Manning at 574 Granville 
St., Vancouver. 

Other officers elected were: G. “Dinny” 
Dinsmore, Toronto, honorary president; 
F. B. McFarren, Toronto, first vice presi- 
dent; T. H. Gallagher, Toronto, second 
vice president; J. S. Bliss, Toronto, hon- 
orary treasurer, and Norman J. Leach, 
Toronto, secretary-treasurer. 





Sells Jewelry Store and Property 
Charles G. Magoon of Pittsfield, Mass., 


has purchased the jewelry business and 
real estate of Harold L. Belknap of Stam- 
ford, N. Y. Mr. and Mrs. Belknap plan to 
settle in Florida. 
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VETERAN EMPLOYEES HONORED AT BANQUET 
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Employees of the Duval Jewelry Co., Jacksonville, Fla., were honored by officers of the 
firm at a banquet held recently at the Windsor Hotel. In the above picture seated left to 
right are: Julia Walker, Odell Ryals, Helen Scotten, Geraldine Doty, Adetha Scarboro, Edna 
White, Cleora Fortner, Betty Ashmead, all have five years service, and Lucy Maxwell, 30 
years. Second row: Charles Terrell, with the firm over 25 years; Amanda Nobles, five 
years; Eloise Renaud, five years; Mamie Lampkin, 10 years; Alma Mitchell, 20 years; 
J.R. West, 20 years; C. D. Hubert, 15 years, and Gertrude Matthews, five years. Standing 
in the rear are: W. A. Russell, H. A. Sims, and Claude Smith, all with ten years service; 
Oliver A. Jenkins, 15 years; P. F. Nursey, 10 years; L. C. Starke, five years; J. T. Rouse, 
five years, and French Williams, 10 years. 


Charles Terrell, veteran jeweler with the 
firm for more than 25 years, by A. O. 
Jenkins, founder and chairman of the 
board of directors of the company. After 
the award was made Mr. Jenkins intro- 
duced his wife and co-founder of the firm, 
Mrs. A. O. Jenkins, who, after paying 
tribute to her son’s progress in the com- 
pany, presented Oliver Jenkins with his 15- 
year pin. 

The Duval Jewelry Co., who operate 
stores all over Florida, hold these meet- 
ings frequently to award service pins when 
they come due. These meetings definitely 
bring about a better association between 
the employes and the employer. 


Service pins were awarded to employees 
who have been with the Duval Jewelry Co. 
five years or more at a recent banquet and 
special meeting held in the Oriental Room 
of the Hotel Windsor, Jacksonville, Fla. 

For the first time, Oliver Jenkins, new 
president of the firm, was privileged to 
award these pins. Employees who had 
been with the company for five years re- 
ceived 14-karat gold pins and_ black 
enamel centers. Pins denoting service of 
ten years or more were ornamented with a 
diamond for each year of the employe’s 
service. 


The main event of the evening was the 
Presentation of a gold wrist watch to 
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The house of fine watches since 1895 
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“New Look” 


For Your Customers Jewelry—after 
we have Repaired it. 
RINGS OUR SPECIALTY 


* NEW BEZELS & SHANKS 

* SIZINGS 

* STONES & DIAMONDS SET 
* RINGS POLISHED LIKE NEW 


Fine Repairs for Less—48 Hour Shop Service 
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PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts marke 
ing and Aircraft Wire terminal identification. 
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JEWELERS’ LATHES 


REPAIRED AND REBUILT 
Used Lathes bought and sold 


E.W. KOCH MACHINE WORKS 
220 Arch St. Cumberland, Md. 
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PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 





162 Fifth Avenue, New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC- 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bene China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 











JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 














TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 

















>». importers of 
o7 ENGLISH CHINA 

and 
EARTHENWARE 
Stoek and Import 


FONDEVILLE & €O., INC. 
9 Ave. New York 10, N. Y. 
AL. 4-0104 

















e193 Fifth Ave 


ROYAL DOULTON 


Emaglisk Bone China and Barthenware 


DOULTON and CO., Ine. 
wm. 6. PITCAIRN CORPORATION 
New York, N. Y. 
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OBITUARIES 


JoserH F. AupANo, 41, proprietor of the 
Art Jewelry stores of Gloucester, Beverly 
and Newburyport in Massachusetts, died 
April 19th at Ipswich, Mass. He is sur- 
vived by his widow and a son. 


Mervin E. BANKs, proprietor of the 
N. C. Nelson Co., Concord, N. H., and 
past president of the New Hampshire Re- 
tail Jewelers Association, died recently. 


W. B. “Britt” BrasFietp, 53, widely 
known jeweler and watchmaker of Wichita, 
Kan., died on April 27th as a result of a 
car accident which occurred less than 24 
hours earlier. From 1941 until the time of 
his death, Mr. Brasfield held the office of 
secretary-treasurer of the Kansas Retail 
Jewelers Association. He was an active 
member of the Kansas State Horological 
Association. After learning watchmaking 
in a jewelry store and serving an appren- 


W. B. “BILL” 
BRASFIELD 





ticeship with a watch company, Mr. Bras- 
field went to Switzerland to study watch- 
making. Upon his return to the United 
States, he worked for a time in New York, 
then went to Wichita, about 1925. Shortly 
thereafter, Mr. Brasfield set up his own 
watchmaking service shop and later estab- 
lished the Superior Watch Co. Bill Bras- 
field will long be remembered in- the 
jewelry industry for his friendliness and 
generosity. 


THOMAS FAIRBROTHER, 86, proprietor of 
a watch repair and jewelry store at 1081 
Treat Ave., San Francisco, Calif., died 
May 11th of a heart attack. 


ELMER B. FRANKLIN, 40, associated with 
the Bennett Jewelry & Optical Co. at 
Kansas City, Mo., died of a heart attack 
May 14th. 


IsADORE Frep, 47, retired jeweler of 
Fort Worth, Texas, died recently. He is 
survived by his widow and a cousin, Isa- 
dore Fred, of L. Fred & Son, Waco, Texas. 


Rosert H. Kutz, 76, a wholesaler of 
precious stones in New York for 55 years, 
died April 26th. Born in Birmingham, 
England, Mr. Klitz was brought to this 
country at an early age. He began his 
career with the jewelry firm of Jung, 
Steiger and Klitz at One Maiden Lane. 
Later, Mr. Klitz went in business for him- 
self and at his death his office was at 608 
Fifth Ave., New York. Surviving are his 
widow and a daughter. 


WitiiaM F. LALLy, proprietor of Lally’s 


| Jewelry Store, Inc., 63 W. Main St., Meri- 


den, Conn., until his recent retirement 
died April 20th after a brief illness. He 
was first employed as a superintendent for 
the E. A. Bliss Co. and later went into 
the manufacturing business and established 
the Meriden Jewelry Manufacturing Co. 
which he maintained until opening his 
store. Survivors include his widow, a son 
and a daughter. 


Cuartes FE. MasKAtt, Sr., 67, pioneer 
jeweler, watchmaker and _ engraver of 
Knoxville, Tenn., died April 28th of 
heart ailment. He was head of the jewelry 
store founded hy his father 71 years ago. 
His father died in 1920 and then the sop 
became head of the firm. Mr. Maskall was 
recently elected a vice-president of the 
Tennessee Watchmakers and Jewelers As. 
sociation at the annual meeting in Chat. 
tanooga. He is survived by his widow, a 
son and a daughter. 


James H. Noyes, 94, for 42 years secre. 
tary of the Jewelers Security Alliance of 
the United States, until his retirement in 
1941, died May 21st after an illness of sey. 
eral months. He resided at 29 Rollinson 
St., West Orange, N. J. Mr. Noyes, who 


JAMES H. NOYES 





had been in the jewelry business in New 
York for 69 years, lived in the Oranges 
for 60 years. He established a record of 
52 years as a commuter from the Lacka- 
wanna Railroad’s Highland Avenue Sta- 
tion to New York. Surviving are a daugh- 
ter, two sons, a brother and a sister. 


Henry A. Peers, 70, owner of J. C. 
Peers and Son jewelry store, 204 West 
State St., Rockford, Ill., died April 19th. 
In 1897 he began operating the jewelry 
store founded by his father in 1867. He is 
survived by his widow and a daughter. 


ALBERT SAUER, SR., 82, prominent jew- 
eler of Greater Cincinnati, who operated 
a store at 625 Monmouth St., Newport for 
59 years, died April 22nd. Since his retire- 
ment two years ago, the jewelry store has 
been under the management of one of his 
sons, Clarence Sauer. Another son, Al- 
bert Sauer, Jr., Watch Hill, Cincinnati, 
is president of A. Sauer & Co., jewelry 
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manufacturers. Also surviving are his 
widow, two other sons, and three daugh- 
ters. 


DonaALD STEELE, for 26 years a sales rep- 
resentative for the Jabel Ring Manufac- 
turing Co., of Newark, N. J., died May 
‘0th. Mr. Steele was not only well ac- 
quainted in the Midwest which he served, 
but throughout the country. He was one of 
the first salesmen ever to travel for Jabel 
and as a missionary, he trained a num- 
ber of salesmen who have become asso- 
ciated with the company since. In addi- 
tion to his widow, he is survived by his 
mother and father. His uncle, John Steele, 
represents the Jabel Ring Mfg. Co., in 


the South. 

Record Sum of $175,000 Pledged 
At Costume Jewelry Dinner 

For United Jewish Appeal 


More than half of the total 1948 quota 
set by the Costume Jewelry Division of the 
United Jewish Appeal was raised at the 
division’s UJA dinner in the Essex House, 
on May 18th. 

Responding to the appeal of Ernest 
Heller, chairman, for “immediate assist- 
ance to our people overseas in this glori- 
ous and critical hour,” the audience of 175 
pledged the record sum of $175,000. The 
campaign quota is $250,000, double the 
1947 goal. 

Hailing the size of the contributions, 
Heller declared: “It is indicative both of 
the situation of the Jewish people abroad 
and of the generosity of our citizens that 
in a single evening we should have been 
able to raise a gift of such magnitude. 


“Never before in history have the Jews 
attained the heroic stature they have to- 
day. Never before has their courage, de- 
termination, unyielding resistance aroused 
the admiration of the entire civilized world 
as it has today. But by the same token, 
our obligation to them in this glorious and 
critical hour is infinitely greater than it 
has ever been. Tonight’s generous response 
is an augury of the fulfillment of our 
hopes.” 


Dr. Frank Kingdon, noted columnist and 
radio commentator, was the guest speaker. 


The United Jewish Appeal of Greater 
New York is the sole fund-raising agency 
in the metropolitan area for the United 
Palestine Appeal; the Joint Distribution 
Committee (including ORT); the United 
Service for New Americans the Joint De- 
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fense Appeal of the American Jewish Com- 
mitte and the Anti-Defamation League of 
B’nai B'rith; the American Jewish Con- 
gress; the National Jewish Welfare Board 
and the Jewish Telegraphic Agency. 





Engel Holiday Line Back on Road 


Among the welcome signs of Spring and 
indications of full reconversion in the 
jewelry industry, there is an interesting 
news item from J. Engel & Co., Inc. of 
Baltimore, Md. “We are resuming our spe- 
cial holiday goods trip,” writes Jay G. 
Engel, president of this wholesaling or- 
ganization, “with a line that entirely fills 
the truck we’ve. purchased for this pur- 
pose. Many jewelers will recall the pre- 
war visits we made with car and trailer to 
key-points in the South.” 


The trip that Mr. Engel mentions con- 
sists of displays that fill the hotel ball 
rooms or banquet halls of the various 
cities visited. Large items such as lug- 
gage, dresser sets, travel kits, manicure 
sets and novelties are shown so that buyers 
can advantageously view the offerings. 
“Many of our customers have told us they 
prefer buying this way to a trip to the 
market,” Mr. Engel continued, “because 
it saves ‘running around’ and lets them 
compare the products on a side by side 
basis.” 





Jeweler Heads Business Ass‘n. 


George H. Rady, jeweler of South River, | 


N. J., was recently elected president of the 
South River Business Men’s Association. 
Mr. Rady, who founded the association 
two years ago, turned down a_ proposed 
bid for re-election last year because of his 
health and the pressure of business. The 
group had gone through an inactive period, 
however, and he agreed to take over its 
leadership once again. 

Mr. Rady will undertake an aggressive 
campaign for the association, inaugurating 
ideas which have already been tried in 
other municipalities and found successful. 





Tennessee Watchmakers, Jewelers 
Elect W. R. Kingston President 


The Tennessee Watchmakers and Jewel- 
ers Association closed a two-day conven- 
tion at Hotel Gayoso in Memphis, Tenn., 
May 2 and 3, with the election of new 
officers for the ensuing year. 

W. R. Kingston, of Chattanooga, was 
named president; A. M. Lunamand and 
Max Sandler, both of Memphis; E. F. 
Cochron, Nashville; I. A. Brown, Jr.; Chat- 


tanooga, and J. E. Jones, Knoxville, vice- 


presidents; H. C. Johnson, of Chattanooga, | 


secretary-treasurer. O. H. Harding, of 
Chattanooga, the retiring president, is 
educational director. 

The convention went on record as favor- 
ing proposed Better Business Bureaus in 
Memphis and other cities. About 300 at- 
tended. The speakers included John Mor- 
ris of the Helbros Watch Co., New York; 
Daniel Geeding of the Gruen Watch Co., 
Cincinnati, and W. A. Samelius, director 
of the Elgin Watch Company’s College at 
Elgin. 
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American China 


| CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 
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Vibrating A Hairspring 


Seeond in a series of articles explaining, in detail. 


the operation in which a hairspring is fitted to a balance so that 


it oscillates a required number of times an hour. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the Author) 


 egrengevengges or trials with a few balances of vari- 


ous sizes already fitted with springs (for 18,000 
beat trains) will generally indicate the suspension dis- 
tance to be between %s to 14 inch as shown in Fig. 6. 
While this is true of balances requiring 5 beats a second 
or the 18,000 an hour, it is not a hard and fast rule. 
However, its observance helps in the initial selection of 
the spring. 

To further understand the idea of the suspension dis- 
tance being fairly equal for all size balances requiring 
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Fig. 6. Suspension distance is generally between 
5/16 and 12 inch as shown at “A.” 


the standard beat, an example will be given. Let us sup- 
pose that we fit a weak hairspring to a large heavy 
balance. Naturally, the balance will drop a considerable 
distance before it comes to rest—let us say about one 
inch. Realizing that the spring is too weak and the 
vibrations slow, a stronger spring is fitted. This will 
resist the weight of the balance and also provide faster 
vibrations. This is continued until a spring is fitted 
wherein the weight of the balance and the resistance of 
the spring are equalized, say at a suspended distance of 


about 3% inch. 
Now let us try the opposite effect, placing a strong 
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spring upon a small, light balance. This balance will 
hardly hang at all, only about 14 inch and its vibra. 
tions will be too fast. A weaker spring with the same 
number of coils is substituted. This allows the balance 
to hang lower and of course, the balance being com- 
paratively heavier, now oscillates a little slower. 


The lower a balance hangs suspended from the spring, 
the more it resists the spring and the slower it will 
vibrate. Therefore, balances that hang suspended from 
a hairspring a like distance from the point of suspen- 
sion have something in common. That is, they resist the 
tension of their springs an equal amount and will vibrate 
at similar speeds. 


THE SIZE OF A HAIRSPRING 


So far, the strength of a hairspring has been illus- 
trated. However, while a spring’s strength may be suited 
for a balance, its size must permit it to be fitted to the 
balance and the balance bridge. 





Fig. 7. A hairspring that is too large in diameter 
may not fit the balance bridge. 


New uncolleted and unstudded hairsprings generally 
have about 18 coils. Hairsprings, factory fitted to bal- 
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ON A “PAY-AS-YOU-GO”" PLAN 


It seems that a lot of folks don’t know 
that the WatchMaster is obtainable on 
monthly payments and so, can pay for 
itself quickly out of a part of the 


EXTRA profits it can make. 
| AND 

all WatchMasters are delivered per- 
sonally by representatives who install 
them and instruct in their use so that 
they may be utilized to the greatest 
time-saving, labor-saving, money-mak- 
ing advantage. 

Better write for the “2-way Profit Plan.” 


The WatchMaster produces a chart record 
indicating the 24-hour rate of any watch 
of any beat in any position, indicating the 
cause of any irregularity,—all in 30 seconds. 


Product of 


AMERICAN TIME PRODUCTS 


580 FIFTH AVE. EN@. NEW YORK 19. 


Distributing Points throughout the U. S. A., 
Canada, South America and Abroad. 
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ances and vibrated have an average of 12 to 15 coils. 
The uncolleted spring with its extra coils give it a 
greater latitude of use. To fit certain balances a few 
coils may have to be removed and the spring would still 
have close to the average number of coils. 


The diameter of the average hairspring already fitted 

















Fig. 8. Two hairsprings of equal diameter but with 
a difference in number of coils. 


is slightly larger than half the diameter of the balance 
wheel. This means if a hairspring already vibrated was 
removed from the balance and placed with one of its 
outer coils touching the balance staff, the extreme op- 
posite part of that hairspring would just overlap the 
edge of the balance. Sometimes, an exception will be 
noticed in the case of a hairspring which exceeds these 
proportions. A hairspring that is too large in diameter 
may not fit the balance bridge. This is shown in 
Figure 7. 


In an overcoil spring where it is less confined, a 
larger spring may be found. If it could be adapted it 
would have many advantages. A larger spring with 
many coils would not wind and unwind violently. This 
would prevent balance torque and aid in position tim- 
ing. Also, regulation might more easily be obtained 
with the regulator since any movement of the regulator 
would not change the active length of such a spring to 
any appreciable extent. 


On the other hand, hairsprings of comparatively large 
diameters have weight of their own and may “sag”’ in 


Fig. 9. Many hair- 
spring assortments 
are made without 
the collet attached 
in view of the wide 
variation in the size 
of collet holes. 
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any position, creating errors. Large springs may also 
encroach upon the diameters of other parts and get 
caught or oiled. Oil on one coil would quickly transfer 
part of this liquid to a close neighboring coil. Also, 
some operators find them difficult to adjust since they 
require extra fine handling. Figure 8 shows two hair- 
springs of equal diameter but with a difference in num- 
ber of coils. Notice the spacing of the coils in the two 
springs. 

A short hairspring with few coils may be desirable 
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because the coils are not close to one another and thus 
will not likely become stuck should oil catch one of the 
coils. It also would permit easier manipulation and be 
less susceptible to damage. On the other hand, a short 
hairspring is more violent in its unwinding and Winding 
action. This might create a torque upon the balance 
staff and upset position adjustments as well as make 
adjustments for isochronism difficult. Also any move. 
ment of the regulator would create a great change in 
the general length of the spring and close regulation 
might be difficult. 


In most cases, a medium is struck between the two 
extremes so that most balances have springs whose dia. 
meter is slightly more than half the balance and contain 
about 13 coils. 


SELECTING A HAIRSPRING 


The hairspring shoulders of balance staffs do not have 
a uniform thickness. Therefore, hairspring collet holes 
are not of uniform size. Because of this great variation 
in collet hole sizes many hairspring assortments do not 
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Fig. 10. If preliminary manipulations do not shorten 
diameter of spring to much less than half that of 
balance, the spring may be used. 


come with attached collets. The uncolleted spring is 
shown in Figure 9. Since we know the required diameter 
and the general number of coils it needs, there still 
remains the problem of discovering the approximate 
strength of the spring. We can test this by the method 
of suspending the balance from it and noting the height 
of the suspension. 


To attach these uncolleted springs to the balance for 
a trial fit, a small bit of soft beeswax about the size of 
a pinhead is placed at the base of the balance staff. The 
inner coil of the hairspring is pressed into this tem- 
porary adhesive. This will hold the spring long enough 
to perform all preliminary observations. 


Grasp the hairspring at a point one half a coil or 
more from the outer end and permit the balance to 
hang so that the lower pivot barely touches the bench- 
plate. Observe the distance from the point where the 
spring is grasped by the tweezer and to the point where 
the inner coil is attached to the balance. If this distance 
is more than one half inch, grasp the spring closer to 
its center or further from the outer end, measuring the 
suspension and continuing to change the grasping point 
until this distance is just about one half inch, as shown 
in illustration No. 10. If these manipulations do not 
shorten the spring so that its diameter becomes much 
less than half that of the balance, the spring may be 


used. 
(To be continued) 
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Once won't do! 


YOU HAVE TO LOOK TWICE To TELL THIS IS A 


STEAM !RON! 
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@ The General Electric Combination Dry and 
Steam Iron, we think y ‘} 
: ~ unk you will agree, has 
no competition when it comes to beauty! 


—Just read the advertisement shown below 


| Then order some of these irons from your 
distributor —today—and he'll ship all he 


Reason for its streamlined beauty is— 
it has no bulky boiler! 


For reasons why women are so enthu- 


siastic about this new General Electric Iron 


can even though we still are unable to pro- 


duce enough to supply all of the demand. 


General Electric Co. Appliance and Mer- 
chandise Dept., Bridgeport 2, Conn 








Glide through your ironing with the new 
G-E Combination Dry and Steam Iron | 


Iron right off the clothesline! 


You can iron half of your clothes with- 
out dampening! You steam out wrinkles 
as you glide this new General Electric 
Iron over spun rayons, cotton seersuck- 
ers, and other lightweight fabrics. 

This new iron has no bulky boiler. 
Instead, water—ore drop at a time— 
turns into steam as you iron. 


@ \RONS 





A tailor-like job—every time! 


No longer do you need a blinding press- 
ing cloth between your iron and the 
fabric. With this iron you can do a 
tailor-like job—no shine—on suits, 
trousers, skirts! 

This new G-E Iron also has built-in 
double thumb rests and special button 
nooks for easier handling. 





You can sit and work in comfort! 


This new General Electric Combination 
Dry and Steam Iron is so light you'll 
wonder how you ever managed with an 
old heavyweight! This streamlined 
beauty weighs only 4 lbs. 

Yet, it has an extra-large working 
surface—a full 2714 square inches—to 
help you iron quickly, easily, efficiently. 





Remarkable “Dialthe Fabric’ control! 


This is the famous Control that selects 
the right heat for every fabric when 
ironing dry! 

Besides, you switch from steam iron- 
ing to dry ironing and back again by 
turning a knob. 

See your G-E retailer. General Elec- 
tric Co., Bridgeport 2, Conn. 


GENERAL @ ELECTRIC 








Tuts ADVE 

/ RTISE) i ] 

pi | MENT appeared in American Weekly. Full- 

page Genera Electric Combination Dry & Steam Iron ad 

Vertising also ; ; in Th } 

: e een appears regularly in The Saturday Evenine 
ost, ‘MicCall’s, Woman's » C niin ; 

ve a * van’s Home Companion, Country Gen- 
eman. Circulation: Over 22 million!! 
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restoration, the spring should be made of brass, which 
was practically always the metal used originally in 
these clocks. Sufficient resiliency can be given brass 
by any treatment that will compress the metal—by ham. 
mering it with a round-faced hammer, or rolling it in a 
jeweler’s rolling mill. After hammering, the surface 
usually needs flattening to remove the slight dents made 
by the hammer which may be done by draw-filing or 
stroking with an emery-cloth covered block of wood. 
The quickest-cutting abrasive cloth is sold under the 


trade-mark “Metalite.”’ 


AILROAD WATCHES—Are dials with all the min- 
utes numbered compulsory on all railroads? 
(Question No. 6044) A. R. 


Answer—No. The design of dial referred to was in- 
troduced for use on the Atchison, Topeka & Santa Fe 


R. R. in 1895, by the then Chief Time Inspector of that 
railroad, M. Montgomery. It developed later, that many 
railroaders preferred the old type design of dial, and 
use of the Montgomery dial was not made compulsory 


on railroads generally. 
HEEL CHUCKS—Are two wheel chucks enough 
foraset? (Question No. 6045) R.F. 


Answer—Two wheel chucks cannot be considered 
sufficient for a set since there would be too many diam- 
eters of work that couldn’t be held in the limited num- 


EGULATING CLOCK—How far should we go 

in promising good timekeeping from a 400-day 
clock? This is one we had in stock for some years, and 
a customer wants to buy it because it runs quietly 
without rewinding for a long time, but he wants closer 
time out of it than we have so far gotten out of it. 
Would anything improve its regulation? (Question 
No. 6041) I. V. 

Answer—Better not sell the clock as an accurate 
timekeeper. The principle of the torsion (“twisting”) 
pendulum, on which the long-running capacity of these 
clocks is based, is greatly inferior to that of the swing- 
ing pendulum, and nothing that can be done about 
the other parts of the mechanism of 400-day clocks. 
can offset the erratic performance of this torsion pen- 
dulum. In buying the clock, one should realize that 
for the benefits of freedom from weekly winding, and 
quiet running, he must sacrifice really accurate time- 


keeping. 


UO-DECIMAL TIME — What is meant by duo- 


decimal time, or dials? Or, if this is ordinary 
time, what other systems are there? (Question No. 


6042) A. R. 


Answer—‘Duodecimal” signifies a system of count 
ing by twelves, hence, in horology, this refers to time- 





piece dials marked with twelve hours. This is differ 

entiated from decimal time and dials, based on ten 
instead of twelve hours. About the only large-scale 
attempt to use decimal instead of duodecimal dials, 
was during the French Revolution, 1789-1799, in France. 
When the revolutionary fervor subsided, people’s prefer- 
ence for the older system of dividing the time of day 


prevailed, and still does, all over the world. 


LICK SPRING—For a new click-spring for the 


moon dial of a grandfather clock that is missing 
should this be made of clock mainspring? The only 
other one I ever saw was brass, very roughly made. 
and maybe a tinker job. We want to restore this antique 
correctly. (Question No. 6043) E.R. L. 
Answer—To carry out your good aim of correct 
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ber of “steps” in the assortment. We consider a set of 
five wheel chucks about the minimum, and a set of ten 
really adequate. 
IVOTING—For pivoting a Swiss cylinder, how 
should the work be held in the lathe? The part 

the chuck has to hold by is only a half of the tube, 
and I am afraid this might break while drilling for the 
pivot. (Question No. 6046) J.N. 
Answer—You are right about the danger of breaking 
the half-shell, if you would chuck the job by that. The 
right way is to push the entire cylinder out of its brass 
hub, and enter it in a chuck for its entire length so 
that the strain will be on the solid upper portion of the 
shell. For removing the cylinder from the brass, lay the 
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STOPS MISTAKES AND LOSSES 


A modern National Cash Register System stops those These are but two of the advantages which follow 
costly mistakes that otherwise so often occur. Mistakes mechanization of your business figures with a National. 





which usually end up against you. But that’s only part Clerks’ efficiency is increased. Employee morale is 
of the story. Its mechanical computations are as ac- improved. And everyone concerned benefits. Ask your 
curate as they are instantaneous. And its clear, un- local National representative for the full story—no cost 


changeable figures save hours of laborious bookkeeping. or obligation. Sales and Service Offices in over 400 cities. 
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EXPRESSLY DESIGNED FOR JEWELRY STORES 


1. Issues an itemized and totalled printed 
receipt, or prints a record on the original 
and duplicate sales-slip. 
2. Separate cash drawers for recording the 
sales made by each of 4 clerks. 
3. Purchases of more than one item are 
mechanically—and accurately —added. 
4. All item accounts are automatically dis- 
bg tributed into 5 department classification 
- 4 totals, locked within the register. 
: 5. Printed audit strip affords you instant 
record, in detailed and total form, as to 
aA activities by departments, clerks, and 
3 transactions. 

















A a CASH REGISTERS « ADDING MACHINES 
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bottom of the brass on a bench-stake with a hole large 
enough to take in the cylinder. Place a tubular steel 
punch over the top of the cylinder and strike light 
hammer blows on the punch. Sets of cylinder punches 
are sold by material houses, or may be easily made, by 
drilling assorted sizes of holes in steel rod and turning 
down outsides until a rather thin shell is left outside 
holes. 


ORNED LEVER—Bought an old watch for junk 

gold. The movement is English, chain wind, with 
a peculiar escapment, lever type. But the fork has no 
horns. This makes me wonder why modern levers have 
horns, if this old one does not need them. (Question 
No. 6047) F. A. 

Answer—If you will examine the fork-and-roller 
action of your old watch, you will see that there is 
some other device for doing same duty as the fork- 
horns do in modern lever escapements, viz: providing 
“safety” or “guard” action during passage of the roller 
jewel across line-of-centers. In some hornless lever 
escapements, this was taken care of by an extra roller on 
the staff, of smaller diameter than the roller that car- 
ries the impulse-jewel or roller-jewel. 


RENCH CLOCK—Am somewhat stumped by the 

pendulum suspension of a French clock. There is 
something missing. What is there has no place where 
a steel spring, found in other French clocks, could be 
put in. There is a brass rod with a pin in it, and above 
that is a brass pulley fastened to a steel rod with a 
square on the dial which seems to be a regulator. The 
pendulum rod has a hook on top. What should be done? 
(Question No. 6048) J. T. 


Answer—Apparently this clock has a silk-cord sus- 
pension, occasionally seen in fine old French clocks 
but hardly ever in clocks made less than a century ago. 
There was some variety in details, but in a general 
way will suggest fastening a piece of very fine silk thread 
at one end of the regulating-roller or pulley, and at the 
other end on whatever you see for that purpose, on the 
outer end of the brass rod extending outward from the 
clock-plate. The length of cord should be such that 
with the pendulum hanging on it by:its hook, the cord 
will form a V-shaped outline, this triangle being about 
one-half inch in height. Regulation is accomplished 
through the key-square at dial front, winding up or let- 
ting down some of the cord on its pulley, which lessens 
or increases the height at which pendulum hangs, mak- 
ing it run faster or slower accordingly. 


INCOLN LEGEND—Lincoln’s birthday brought up 
argument with a customer who claims our watch- 

sign hands, standing at 8:20, indicate the time that 
Lincoln died. We deny this but would like to have a 
statement from you in case of any future arguments. 


(Question No. 6049) L. R: 

Answer—tThe idea held by your customer is rather 
prevalent and turns up often during any of the Lincoln 
anniversaries but the story is clearly untrue. Lincoln 
died at 7:22 A. M., April 15th, 1865. Probably the 
makers of watch and clock dial signs usually painted 
the hands at 8:18 or 8:20 simply because they look 
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well that way. Besides, this leaves a clear space fo, 
painting a name on the dial below the 12. 





i WATCH OIL—We have a box of bottles of 
watch oil, bought years ago which we found in g 
closet a year ago. This oil seems to get thick in egg 
than 6 months. We have ten bottles and do not want 
to thow it out. How can we treat this oil to make jt 


good again? (Question No. 6050) K. T. 


Answer—If we, or you, had knowledge of how to 
make good oil out of this bad oil, we’d know more than 
the most eminent scientists do. Certainly. it would cos 
many times the value of these ten bottles of watch oil 
just to analyze it in an attempt to find out what it 
contains. And knowing that wouldn't be at all likely 
to indicate that anything could be done to make the oil 
good. 


EATING STEEL—How can I do the quickest 
job of heating a large piece of steel for hardening? 
This is a bolt that I turned up for my staking tool, a 
pretty thick chunk of steel. Would the oxygen acet. 
ylene torch be good for this? (Question No. 6051) 0. W. 


Answer—An oxy-acetylene torch makes a great deal 
higher heat than is necessary for your job with more 
risk of overheating and decarbonizing the steel than 
if you use ordinary illuminating gas with air-blast, 
either from a large-holed mouth blowpipe, or any of 
the mechanical air-blowers and_ bench-blowpipes or 
hand-blowpipes. It helps to heat a large-sized piece 
quickly, if pieces of charcoal are laid back of it and 
around it on an asbestos block or charcoal block, with 
one open side through which to blow the flame. This 
holds the blast flame right around the work, heating 
it more intensely than if the flame scatters its heat as 
when no retaining-furnace is built to localize it. 


LOWER STRIKING—A grandfather clock here 
strikés very fast, and owner wants us to slow it 
down. But we are sure the fan-governor is original, and 
that it does not slip on its arbor. How can the striking 


be made much slower? (Question No. 6052) H. B.C. 


Answer—With the original fan and sufficient fric- 
tion holding it to its arbor assured, the only thing we 
can suggest as a cause of excessively fast striking is too 
much weight on the striking-train side of the clock. 
You could find the amount of weight needed to give 
the desired tempo to the striking by hanging a small 
tin bucket or can containing varying amounts of lead 
shot or other bits of heavy material on the pulley until 
the striking sounds right. Then saw, or have turned 
off of the old weight. enough iron to make it equal 
the trial weight. 


EART WHEEL — What name should be used in 

ordering a part for a chronograph watch, the 
wheel in the center of the watch, with a pin running 
through to the center-second hand, that turns the hand? 
(Question No. 6053) _ S. C. 

Answer—The part described is usually designated 
as the “sweep-second heart-wheel.” The “heart” is the 
cam that moves with the wheel. and turns the hand back 
to zero when the fly-back button is pressed. 
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‘‘ Modern Ways for Modern Days*’ contains a 


have gone after greater success by modernizing 
wealth of solid material on what the “appear- with Pittsburgh Glass and Pittco Store Front 
ance factor” in retail selling really means. It’s Metal. Here’s a “must” for everyone concerned 
chock-full of actual “before” and “after” in any way with retailing. 
photographs of all kinds of businesses that 


In addition to many pages of store front 
photographs, this new book includes scores of 
views of remodeled interiors of a large variety 
of businesses. A number of pages are devoted 
to the designs of some of the world’s foremost 
architects. These are magnificent conceptions 
and cover a wide range of stores and other 
establishments. The important subject of 
: = “Group Modernization” also is fully covered. 
- ee Rese \ 3 Outstanding examples of such projects are 
“| ASN ANS See illustrated. And, throughout the book, there 
are interesting notes, photographs of actual 
installations, and proposed designs of “open 


vision” store fronts—the latest trend in sales- 
winning structures. 




















There are many more valuable features in 
this intensely interesting and informative 

book. It’s easy to get your copy. 
Just fill in and return the con- 
venient coupon below. Do it 
Oo S right now. It’s FREE! 











a \' WM Pittsburgh Plate Glass Company 
2146-8 Grant Building, Pittsburgh 19, Pa. 


| 
| 
| I’m interested in your new book on store 
§ T re R E F R oO Ni T s | modernization—“ Modern Ways for Modern 
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Days.” Please send me a FREE copv. 
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Illinois Watch Case Co. 
Observes 60th Anniversary 


Allen B. Gellman, president of the IIli- 
nois Watch Case Co. and its Elgin-Amer- 
ican division, found himself in the midst 
of a 60th anniversary observance when he 
arrived at his office on April 13. The firm 
is celebrating 60 years of industrial prog- 
ress, and as a pleasant surprise to Mr. 
Gellman, friends, officials and co-workers 
at the big plant presented him with many 
floral tributes. 


Just 60 years ago, in 1888, the company 
began business in Elgin. It had been or- 
ganized in Chicago two years previously. 
In 1896, the premises and buildings were 
enlarged to permit a more diversified man- 
ufacture, and other products were added 
to the line in addition to watch cases, on 
the manufacture of which the firm was 
founded. Buildings and equipment have 
also been enlarged from time to time. To- 
day the company operates the largest plant 
of its kind in the world. 


In addition to watch cases, the company 
through its subsidiary, Elgin American, 
now manufactures a large novelty line. 
This includes compacts, cigarette cases, 
dresser sets, men’s military sets, cigarette 
lighters, and other similar products. These 
are manufactured in various and elaborate 
designs, beautifully finished with hand en- 
graving, fancy patterns, etc. 





Gerity-Michigan Corp. Sales 
Nearly $1,400,000 in March 


Sales of Gerity-Michigan Corp. for the 
month of March were nearly $1,400,000, 
the. highest monthly total in the firm’s his- 
tory according to James Gerity, Jr., presi- 
dent. The sales total, he said, covered the 
firm’s die-casting operations in Detroit 
and plating and finishing operations in 


Adrian, Mich. 


Mr. Gerity also disclosed that employ- 
ment in the company’s plants was ap- 
proaching 2,000, highest figure in the 
firm’s history. 

One of Gerity-Michigan’s best-known 
products in the jewelry trade is the silver- 
plated Carving Aid from the giftwares sec- 
tion at Adrian. 





Swiss Watchmakers Launch 
Consumer Publication Campaign 


The watchmakers of Switzerland 
launched a campaign in consumer maga- 
zines, newspapers and jewelry trade pub- 
lications beginning in May and early June. 
Directed by Foote, Cone & Belding, the 
campaign stresses the slogan: “For The 
Gifts You'll Give With Pride—Let Your 
Jeweler Be Your Guide.” 


Full page advertisements appeared late 
in May in Life, Saturday Evening Post, 
Collier’s, Time and Newsweek. Starting 
in June, full pages will also appear month- 
ly in Better Homes Gardens, National 
Geographic, Fortune, Country Gentleman 
and Farm Journal. 

This national consumer schedule will be 
supplemented by trade advertisements in 
key jewelry publications and peak-season 
consumer advertising in Sunday newspaper 
supplements in 50 major market areas. 
American Weekly, This Week, Parade and 
several other supplement sections will be 
used. 


oo 


Speidel to Sponsor New 
“Stop the Music’ Program 


Starting Sunday May 23, Speidel Corp., 
Providence, R. I., began sponsorship of 
the sensational new ‘Stop the Music” pro- 
gram broadcast over 169 ABC stations at 


8:30 P. M., EDT. 


“We had to move fast to get this pro- 
gram, and faster still to get on the air 
by May 23,” declared Vice-President Paul 
Levinger of Speidel. “But we were deter- 
mined to help our jewelers do a bang-up 
job on our Speidel ‘Golden Knight’ watch 
band as a royal Father’s Day gift item, 
and we let nothing stand in our way.. 


“Our decision to sponsor ‘Stop the 
Music’ is the biggest vote of .eonfidence 
anybody ever gave the jewelry store,” de- 
clared Mr. Levinger. “We have bet a 
good bit of money on the Jewelers’ ability 
as a merchant and a merchandiser—on his 
being willing and able to make the most 
out of this tool we’re placing in his hands. 
I’m sure the jewelers of America are go- 
ing to come through.” 





DIEGES & CLUST EMPLOYEES ATTEND BANQUET 





Employees of the Dieges & Clust manufacturing plant in Providence, R. I., celebrated 

the close of their bowling season with a banquet at the Narragansett Hotel on April 14th. 

The occasion was, in addition, made the observance of the firm’s golden anniversary 

being celebrated this year. A commemorative plaque, donated by plant personnel, was 
presented to the firm’s officers. 
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NEW YORK’S ‘YANKS’ 
RECEIVE HAMILTONS 





Before taking the field for their home 
opener in Yankee Stadium against the Bos- 
ton Red Sox, members of the New York 
Yankees were presented with Hamilton 
watches in recognition of their 1947 cham- 
pionship. Here, George Stirnweiss gets his 
Hamilton from Commissioner A. B. “Hap- 
py” Chandler as Governor Thomas E., 
Dewey looks on. 


———_ __-—_ 


Enger-Kress Awarded 
Certificate of Merit 
On 60th Anniversary 


The Brand Names Foundation of New 
York recently presented its Certificate of 
Merit to Enger-Kress Co., West Bend, 
Wisc., one of the nation’s largest and old- 
est manufacturers of billfolds, pocket sec- 
retaries, key cases and other fine personal 
leather goods. 


The award was made at a banquet in 
Milwaukee in recognition of the fact that 
the “Company has been tested in the judg- 
ment of the American people for more 
than 50 consecutive years and has won and 
held public confidence through unfailing 
integrity, reliable quality and fair pricing.” 

O. P. Klein, president of the firm, re- 
ceived the award for Enger-Kress. H. A. 
Bauman, vice-president and H. H. Klet- 
zein, advertising and sales promotion man- 
ager also were guests at the dinner. 





International Silver Co. Announces 
“Wild Rose” Sterling Pattern 


Announcement of another addition to its 
sterling line has been made by The In- 
ternational Silver Co. Known as “Wild 
Rose,” the pattern will be advertised to 
consumers through national and _ local 
media. 

As was the case when International 
brought out “Northern Lights” last Octo- 
ber its first new sterling pattern in seven 
years there will be matching hollowware 
in “Wild Rose.” 

There will be no change in the price 
policy of the company, International Silver 
having held the price line for seven years. 
This means “Wild Rose” can be bought at 
prewar price levels. 
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We can give prompt de- 
livery on Sandsteel or- 
ders because our springs 
are manufactured right 
here in America. More 
than 80% of the orders 
for popular Sandsteel 
numbers are filled within 
a maximum of 2 weeks! 





Order now! Take advantage of 
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MADE IN U.S.A, 


SUPERIORITY 


afd) Supplied through wholesalers. 
For address of nearest whole- 
saler, write : 














WATCH-MOTOR MAINSPRING CO. « - 145 Hudson St.- N, Y. 13, N. Y. 








Learn Watch Repairing 
AT THE 


4 World's Largest 
Wa tchmaking 
School 


Write today for 24 page photo book 


Prepare for a highly respected profitable profession; 
individual instruction; enroll any time. Excellent for 
certain disabled persons. Six modern buildings and 
the most competent instructors. Free placement service 
assists you to locate in city of your choice. 











Accredited by the 
JEWELERS: Let us prove to you that our United Horological 


graduates are competent. If one of them who is — of 

° ° merica. 
placed with you on our recommendation does not Nathenah Comme od 
meet your requirements in the first two weeks, Technical Schools 


we will protect your loss up to $100 with our Washington, D. C. 
Cash Bond. Write us for full details. sas as 











WESTERN PENNSYLVANIA 

HOROLOGICAL INSTITUTE, INC. 

Dept. 18 808 RIDGE AVENUE PITTSBURGH, PA. 
Established 1936 
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TO GIFT BUYERS a Revere Clock is 


a perfect choice because it is: 


IMPRESSIVE, unusual, aristocratic 
BEAUTIFUL, with Westminster Chimes 
APPROPRIATE, charming in the home 
LASTING, ever cherished 

USEFUL, an exact timekeeper 


TO DEALERS a Revere Clock is highly 
profitable to feature because: 


IT MEANS AN IMPORTANT SALE 
IT BRINGS LASTING CUSTOMER SATISFACTION 
IT ATTRACTS THE BEST TYPE OF PATRON 


IT WIDENS THE RANGE OF A 
STORE’S APPEAL 


WRITE FOR 
CATALOG © 


Above is The MILLICENT 
—a superb presentation 
of the highly popular 
‘grandmother’ style 
floor clock. Only 70 
high, fits any room. 
Westminster Chimes 
Available through Revere Authorized Distributors Retails for $195 plus tax. 


MANTEL CLOCK is the R-913. Beauti- 
fully styled, modestly priced. West- 
minster Chimes. Retails for $42 plus tax. 


Prices on West Coast slightly higher 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
San Franeisco Showroom: 566 Western Merchandise Mart 
* 
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New Ring Sizer Offered 


A new practical ring sizer, being intro- 
duced to the trade by J. J. Kagen & Co., 
220 W. 4th St., Los Angeles, is called 
“The Master Precision Ring Sizer.” The 
makers claim that it will enlarge diamond 
set engagement rings of all kinds, stone 
set rings and five, seven and ten stone 








rings in fishtail or bead settings, with per- 
fect safety. 

The manufacturers state that a unique 
feature of this machine is that it can 
stretch a wedding ring four sizes in less 
than a minute, and can reduce it to the 
original size in the same length of time. 
The machine is suited to any repair de- 
partment or work bench and can be oper- 
ated by virtually anyone without involved 
instructions, 


—_—— 


A. D. Brooks Named 
To R. Wallace & Sons Post 


A. D. Brooks, for the past five years 
general superintendent of the R. Wallace 
& Sons Manufacturing Co., silversmiths, 
Wallingford, Conn., has been appointed 
assistant to the president, according to a 
recent announcement by W. W. Rich, 
president of the company. E. B. Danzell, 
production control manager of the Ster- 
ling Flatware Division, succeeds Mr. 
Brooks as general superintendent. The 
appointments were effective May 1. 


Mr. Brooks, long associated with the 
silverware industry and with the Wallace 
eompany since 1907, except for several 
years leave during World War I, will han- 
dle special assignments. Mr. Danzell 
joined Wallace in 1945 as assistant super- 
intendent, and, later, was superintendent 
of the Sterling Flatware Division. He will 
continue as production control manager in 
addition to his new post. 





“‘New Hermes” Ad Explained 


The New Hermes, Inc., advertisement 
appearing elsewhere in this issue, pictur- 
ing the late “Bill” Brasfield was, natur- 
ally, prepared before his sudden death. 
N. N. Schimmel, president of New Hermes, 
Inc., has asked that the trade understand 
that the preparation and scheduling of ad- 
vertisements is done months in advance. 

“New Hermes is deeply grieved at the 
untimely death of a very good friend,” 
said Mr. Schimmel, “We have leng re- 
spected his fine record with the Kansas 
Retail Jewelers Association, and we sin- 
cerely regret his loss.” 
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International Air Express 
Service Resumed by REA 


Resumption of its international air ex- 
press service to Europe, Asia, Africa and 
East Coast countries in South America, 
was recently announced by Railway Ex- 
press Agency. 

Arrangements now being completed by 
REA and Colonial Airlines will enable 
shippers in all parts of the U. S. and 
Canada to present air express shipments at 


Railway Express offices for forwarding to - 


foreign destinations. A “shipper’s letter of 
instructions,” plus the required ‘govern- 
mental shipping documents, will start the 
shipment to the international gateway, 
presently at New York, N. Y., or Wash- 
ington, D. C., where the airway bill will 
be prepared. Additional billing points 
throughout the country will be established 
shortly. 


Other international airlines with which 
Railway Express has contracts for the 
handling of international air express are 
Australian National Airways, Chicago & 
Southern Airlines, Peruvian International 
Airways and TACA Airways. REA also 
operates a domestic air express service 
over a 79,000 mile-network of the sched- 
uled, certificated airlines in the U. S. and 
Canada. 


EE ooo 


Baker Has New Type 
Illusion Setting 


A new line of palladium illusion settings 
is now being offered to the trade by Baker 
& Co., Inc., Newark, N. J. For men’s rings 
there are three sizes in line with bases 
8, 9 and 10 m/m. The group will take 
stones ranging from 5 points to 244 carats. 
Each setting has two designs: Baker Series 
594 has a cross piercing and Series 595 
has a round piercing through the center. 


The method of setting is said to be dif- 
ferent from that employed in the usual 
illusion setting. In this case the stone is 
being held up high in the heavy prongs 
and stands away from the surrounding 
metal of the reflector. The style of the 
prongs make it possible for the setting to 
be used for the large range of stone sizes 
stated. 


_— 


New Key Winder Featured 
In All Angelus Watches 


A keywinder, in addition to the regular 
stemwinder, is now a feature of all An- 
gelus 8-day travel alarm watches. 


A special device holds the key behind 





the case when the timepiece is collapsed 
for traveling and, when it is required, it 
may be inserted in a slot in the crown. 
Winding in one direction winds the move- 
ment and winding in the opposite direction 
winds the alarm. 














Mautner Issues Catalog 


A 60th anniversary catalo 
; g has 
been issued by The Mautner Co, _ 
manufacturers of boxes, displays, ke 
forms and trays. 


While the catalog contains hundreds of 
items, Jewelry boxes of many types ae 
forms, ring layouts for all sizes of ‘show. 
cases, and a broad array of displays, it 3 
intended to provide an indication of the 
broad range of products available for box- 
ing and display through The Mautner Co 
Inc. This catalog is described by Mautner 
as “a partial showing, illustrating selected 
values.” 

Copies may be had by writing The Mayt. 
ner Me Inc., 20 W. 47th St., New York 
19, N. Y. 


ee ee 


Reibling-Lewis, Inc., 
Succeed Henry Lederer & Bros. 


A. G. Reibling, for seven years general 
manager of Henry Lederer & Bros., Provi- 
dence, R. I., together with Howard R. 
Lewis, have acquired this long-established 
business and will continue the manufac. 
ture of “Golden Wheel” toilet ware. The 
product and policies of this firm, which 
distributes through wholesale jewelers, will 
be maintained on the same high plane as 
in the past. 


— ) eee 


New Da-Lite Screen Package 
Helps Increase Dealers’ Sales 


In creating a completely new container 
for the new Da-Lite Challenger tripod 
screen, the Da-Lite Screen Co., 2711 N. 
Pulaski Road, Chicago 39, IIl., has de- 
veloped two interesting ways to help its 
dealers make more sales. The new con- 
tainer, designed in collaboration with the 
J. E. Mehan Co., of Chicago, enables the 
dealer to display packaged screens on his 
shelves, and it reminds the purchaser of 





another Da-Lite item he should own—a 
zipper cover. 


Da-Lite is still shipping its screens to 
dealers in corrugated containers, but now 
they are to be thrown away when the 
dealer receives his shipment. Inside the 
carton is a new, glamorous package that 
has not only sales appeal while on the 
dealer’s shelves but also utility which the 
customer will appreciate. 


A selling suggestion is printed on two 
sides of the carton—“A Da-Lite Zipper 
Cover Protects Your Screen; Ask Your 
Dealer.” This acts as a reminder for the 
prospective screen buyer also to buy 4 
cover when he buys his screen; it thus 
makes extra sales for the dealer. 
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Now Available! 


“BULOVA MANUAL on WATCHMAKING” 
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Over 275 pages chock full of practical information, instruc- 
tion, and illustrations. This 8Y2” x 11” volume was 5 00 
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48 bottles containing 24 stems and 24 staffs. Compara- 
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These and many other letters from customers prove our service. 


| wish to compliment you on hairspring you vibrated for me. Distributed thru the wholesaler 
| had it back in 5 days and it rated WITHIN 20 SECONDS 
on my timing machine. You shall have all of my hairspring 
jobs and | shall recommend you to others. Thanks. B. A. 
SCHEEL, 353 E. Commerce St., San Antonio, Texas. 

Just getting around to think you for your QUICK SERVICE 
on my hairsprings. You have been recommended to my fellow 
watchmakers as DEPENDABLE.—V. D. POPHAM, Morrow 
Watch Shop, Morrow, Ohio. 

Thank you for your very fast service. | have not had one Se ee ae 
customer return for regulation with hairsprings fitted by you. 
Yours truly—H. GURNEY, Box 551, Calimesa, Calif. 


a fast — ——— is ay much appreciated. In the 

uture we shall send all our hairspring jobs to you. | men- Clock makers the nation . 

tioned your exceptional service to some of my friends and Zo dince 7 S O 7 
they have already sent to you. Thank you again. Sincerely 


> -~ fl crac E. SCHMITZ, 222 Hollister St., Grand Rapids, THE WM. L. GILBERT CLOCK CORP. 
HAIRSPRING VIBRATING CO. WINSTED, CONNECTICUT 

















CHARLES THOMAS Laconia, New Hampshire 
P.O. Box 330 336 48th St. Union City, N. J. 
Formerly in charge of Hairspring Dept. for Bulova Watch Co. 351 Fifth Avenue 141 W. Jackson Bivd. 
New York 17, N.Y. Chicago 4, Ill. 
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New Hermes New Engraving 
Device Adapted to 
Baby Cups, Trophies 


Jewelers can now engrave baby cups, 
loving cups, napkin rings and similar items 
with curved surfaces right in their own 
stores, on their own machine, it was re- 
cently announced by N. N. Schimmel, pres- 
ident of New Hermes, Inc., New York, 
manufacturers of engraving equipment. 


Just released to the trade, New Hermes’ 








latest engraving device is a cup-holder at- 
tachment which is used with the standard 
New Hermes Portable Engraving Machine. 


This invention, the result of over a year 
of experimentation, makes it possible to 
engrave names, initials or citations on cups 
with the beauty of hand engraving—in a 
matter of a few minutes. 


Full information is obtainable at New 
Hermes, Inc., 13-19 University Place, New 
York 3. 


J.J. Townsend Is Named 
Oneida Export Manager 


M. E. Robertson, General Manager of 
Oneida Ltd., has announced that J. J. 
Townsend is now Manager of Exports. 
This is in addition to his responsibility as 
Manager of Special Sales Division. 


The present export department execu- 
tive personnel is as follows: James J. 
Townsend, manager of exports; Leslie 
Smith, sales manager; Mary Sheehan, office 
manager. 


The coordination between Kenwood Sil- 
ver Co., Ltd. (England) and Oneida Ltd. 
will, for the time being, continue as M. E. 
Robertson’s responsibility. 





New Quarters for Web Jewelry 





New and larger quarters, shown above, 
were recently occupied by the Web Jewelry 
Manufacturing Co., Philadelphia, at 1835- 
55 E. Madison St. By this move the firm 
more than tripled its floor space and thus 
expanded production to meet the trade 
demand for their sterling baby creations. 
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General Mills Sales Staff 
For Appliances Expanded 


Expansion of the General Mills home 
appliance sales organization, to provide 
additional merchandising services to retail- 
ers and distributors, was recently an- 
nounced by Bill MacDonough, sales man- 
ager. 

Four new field men were recently added 
to the present sales force of 28, Mr. Mac- 
Donough said, with an immediate assign- 
ment to retail sales contacts tied in with 
General Mills’ current “display, demon- 
strate, sample and promote” activity. 


Because the company contemplates a 
continual expansion of its appliance lines, 
the entire merchandising program of the 
field force will be stepped up, Mr. Mac- 
Donough added. Wholesalers, as well as 
retailers, will get special attention. 





Miller & Co. in New Quarters 


Miller & Co. Miss Penn Bags, Inc., 
moved on May 5 from 11 East 56th Street, 
New York, to new quarters at 207-209 
East 49th Street. The change gives the 
concern three times its former space for 
the manufacture and display of its leather 
goods and jewel boxes, all designed espe- 
cially for the jeweler. 





National Silver Names Reynolds 
Manager of Royal Brand Cutlery 


The National Silver Co. recently an- 
nounced the promotion of James S. Rey- 
nolds, popular figure in the housewares 
field, to the position of merchandising man- 
ager of Royal Brand Cutlery Co., a divi- 
sion of National Silver. 

Previously, Mr. Reynolds held the posi- 
tion of Assistant Sales Manager. Mr. Rey- 
nolds is a past president of the House- 


wares Club of New York. 





John C. Sykora Named Sales V. P. 
For Manning Bowman & Company 


A. Bersted, president of Manning Bow- 
man & Co., one of the nation’s largest and 
oldest manufacturers of quality electrical 
appliances, has announced the appoint- 
ment of John C. Sykora as vice president 
in charge of sales. 


Mr. Sykora’s seasoned marketing back- 
ground and his long experience in sales 
management identified with the merchan- 
dising of nationally known consumer prod- 
ucts, bring to Manning Bowman a wealth 
of practical knowledge of distribution and 
sales promotion methods. 


Having assumed his duties directing the 
Manning Bowman sales department, Mr. 
Sykora is now located at the factory office 
in Meriden, Conn. 





Swiss Watch Dial Co. 
Has Newer, Larger Quarters 


The Swiss Watch Dial Co. have ex- 
panded their quarters at 22 W. 19th St., 
New York. The firm now has its own tool 
room featuring the most modern equip- 
ment. 

An “open house” and cocktail party, 
celebrating opening of the expanded prem- 
ises, was_held on May 22. 





Waltham Watch Co. N. Y. Office 
Moves to Newer, Larger Quarters 


Progress made by the Waltham Watch 
Co. since its reconversion from the many 
facture of wartime precision instruments 
to watches has again necessitated the moy 
ing of its New York sales offices to lar sa 
quarters. This marks the second = : 
since 1906: ih 


Headquarters for the Waltham sales ad- 
vertising and styling departments, the mod. 
ern air-conditioned premises also contain 
display rooms, customer rooms and execy. 
tive offices. 


A photo-mural in the reception room 
shows an aerial view of Waltham’s tre. 
mendous “All American” plant in Wal. 
tham, Mass., where the firm’s product is 
made entirely under one roof. Other 
murals show some of the fine American. 
made precision equipment made by Wal. 
tham engineers. 


—_— 


New Sickles Showroom 


Louis Sickles, wholesaler jewelers, for. 
merly located at 1015 Chestnut St., Phila. 
delphia, Pa., are now in their new home 





at 914 Walnut St. The firm occupies the 
entire 4,000 square foot fourth floor which 
contains modern show rooms and offices. A 
special section has been reserved for hall 
and wall clocks. 


The firm will hold “open house” on 
June 18th. 





Ronson Adds Singing Commercials 
Ronson Art Metal Works, Inc., Newark, 


N. J., has begun a huge radio campaign 
in the form of singing commercials to pro- 
mote Ronson “Redskin” flints and “Ron- 
sonol” Lighter Fuel. Twenty-two of Amer- 
ica’s leading high powered stations will 
carry the transcribed singing messages. 


“We have chosen singing commercials,” 
explains Alfred R. Nathan, advertising di- 
rector, “because tests show the listener 
subconsciously memorizes them. Large 
audiences will be reached with great fre- 
quency, as our. well-planned musical 
rhymes will be broadcast over stations that 
have a tremendously wide listening area. 
These consumer audiences will associate 
‘flint? with ‘Ronson’ and ‘lighter fuel’ with 
‘Ronsonol’ after being exposed to these 
singing messages.” 





N. Y. Office for 
I. D. Watch Case Co. 


For the greater convenience of watch 
importers, I. D. Watch Case Co., Inc. 
Jamaica, L. I., has opened a New York 
office and showroom at 580 5th Ave., corner 
47th St. Joseph Dinstman is in charge. 
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BED: Hand Scraped, ‘’V’ Ways For Alignment of 
Rost Made of Cast Iron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hori- 
rontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 

SPINDLE: Cperates In Sealed Ball Bearings. 
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All British A 
nf el hl Movements 


with the unequalled reputation 
at competitive prices 


Enfield Movements tor 
Strikers, Chimers and 
30-hour timepieces are 
made by the world’s 
largest manufacturers 
of Clocks, Watches and 
Precision Instruments, 
and have for long been 
associated with the high- 
est standards of relia- 
bility and quality in 
British manufacture. 





8-Day Enfield Bracket Bim- 
Bam | hour strike Movement. 
Available with 6” full silvered 
dial, or 6” silvered zone dial 


8-Day, 4/4 Westminster 
Chime Bracket movement, 
with 6”  silvered hands. 
Chiming on 4 rods. 


8-Day Regulator Bim-Bam 
4 hour strike Movement. 
Available with 6”,7” or 8’ 
dials. Brass Dial Rim, Flat 
Pendulum, 37 ¢/m 3 Rod Gong 





Factory Representative 


C.BROOK FLOWERS 
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New Ring Box 
Resembles Chapel 

Made entirely of white plastic, the new 
Chapel Box, manufactured by Melmar, 
Inc., 500 Washington St., Hoboken, N. J., 


greatly enhances the jeweler’s presentation 
of wedding and engagement rings. 


When chapel steps are drawn forward the 





doors open and the ring pad emerges 
smoothly and easily. 

Available with either single or double 
ring pad, the Chapel Boxes are made to 
retail, to jewelers, for $17.50 per dozen. 





New “Feature Lock” Design 
Prevents Sets From Twisting 


Feature Ring Co., 126 W. 48th St., New 
York, has announced the perfection of the 
“Feature Lock,” a device which keeps 
matching wedding and engagement rings 
from twisting, thereby insuring a complete 
integration of twin designs. 


The device is a tiny, interlocking catch, 
entirely hidden from view when the rings 
are worn. 


According to Feature Ring’s president, 
Henry Peterson, retailers will receive from 
their distributors aggressive sales-promotion 
material including newspaper mats, illus- 
trated warranty and instruction booklets, 
displays, etc. 





New Luggage Covers 
Available in Plaids 


“Zip-Kovers,” ready-made luggage cuvers, 
will now be made in plaids as well as solid 
colors according to the Century Specialty 


Co., Chicago, III. 


_As originators of this type of merchan- 
dise, the Century firm plans an aggressive 
campaign to help merchandise and educate 
the public on the use of luggage covers. 
Already popular with women for beauty 
and protection of luggage, the new plaid 
covers will have an even greater appeal. 





Hawthorne Named V.-P. 
Of General Time Corp. 


Arnold J. Wilson, president of General 
Time Instruments Corp. has announced the 
election of Donald J. Hawthorne to the 
newly-created post of executive vice-presi- 
dent. Mr. Hawthorne has been vice-presi- 
dent in charge of manufacturing and engi- 
neering since 1945 and, since February, 
1947, he has also been general manager of 
the Seth Thomas Clocks Division at Thom- 
aston, Conn. 

Charles E. Somers, Jr., vice-president and 
general manager since 1941 of Stromberg 
Time Corp., a subsidiary of General Time, 
succeeds Mr. Hawthorne at Seth Thomas. 
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San Francisco Firms 
In New Jewelers’ Building 


The following San Francisco wholesale 
jewelry firms are now located at 657 Mis- 
sion Street: 

Max Abrahams, Inc.; Irving S. Bock; 
California Watch Case Co.; S. H. Friend; 
Mel Harris Co.; Kirk-Rich Dial Corp.; 
Manning-Bowman Service Co.; S. M. Mich- 
aelson Co.; Nordman and Aurich; E. W. 
Reynolds Co.; M. Schussler & Co., Inc., and 
S. Wurkheim & Bro. 

The following factory representatives are 
also located in the new building: 

A. A. Colvin; J. H. Merrill; Willis Rob- 
ertson; George Smith and Al Walker. 





George Kramer Opens New Office 

George Kramer, manufacturers’ repre- 
sentative, celebrated the opening of his 
new offices at 20 West 47th St., New York 
City, on April 16 and 17. 

Mr. Kramer, who is well-known in the 
trade, has been associated with the jewelry 
business for the past 19 years. 

Mr. Kramer represents the following 
manufacturers: Bardach Ring Co. of In- 
diana; French Jewelry Co. of Philadel- 
phia; Semca Clock & Watch Co. of New 
York City: and General Case Co. of New 
York City. 





White Palladium and Gold 
Enhance Rings at Budget Prices 

A Newark, N. J., jeweler is aiming to 
help the girls “sparkle plenty” at prices 
their boy friends can afford to pay these 
inflated days. 

Oscar J. Brod, celebrating his 55th year 
as a jewelry craftsman, is producing a line 
of engagement, wedding and dinner rings 
that will “be brilliant with diamonds and 
yet retail from $50 to $250.” He achieves 
two-tone effects with yellow gold and white 
palladium, using palladium particularly to 
enhance the brilliance of the gem. 

“Any bridegroom, thrifty or not, should 
be proud of palladium,” says Brod. “This 
platinum metal is a natural brilliant white 
that stays white and makes diamonds ap- 
pear larger, and it is in the gold price 
range.” 

Typical of the line of “budget jeweiry” 
which will have national distribution are 
two dinner rings. They have two large dia- 
monds in “marquise” and “princess” shapes 
surrounded by ten similar diamonds, and 
yet cost only $250. 


National Silver Company 
Opens New Seattle Showroom 

The National Silver Co., as part of their 
expansion plans on the Pacific Coast, 
opened a new branch at Seattle, Wash., on 
February 29. This Seattle branch is the 
fourth to be opened on the Pacific Coast, 
other units being located in Portland, San 
Francisco, and Los Angeles. 

The new display rooms and offices occupy 
the entire fourth floor of the 1417 Fourth 
Avenue Bldg., allowing for ample space 
to present the company’s entire line. 

George W. Friedman, for the past 11 
years Northwest Divisional Sales Manager 
for National Silver Co., is in charge of 
the new office. 





New Camera Display Unit 


A striking, specially-designed counte 
display unit for cameras and film has ree 
announced by the Spencer Co., 7] W 
Lake St., Chicago 6. Occupying less than 
one square foot of counter space, the unit 
provides dealers with a complete camera 








and film department. Streamlined and 
sturdily constructed of natural finish oak 
and crystal glass, it has a film rack con- 
sisting of six compartments each holding 
at least 10 rolls of film built into the back 
of the display. The overall size is 18” 
high, 155g” wide and 8%” deep. 

The display is available to dealers or- 
dering any Spartus camera retailing at 


$14.95. 


———————————— 


B. A. Ballou & Co. 
Honors Veteran Employees 


Service pins for five or more years of 
service were presented by B. A. Ballou & 
Co., Inc., Providence, on May 5, to over 
half of their employees. At the presenta- 
tion banquet held in the company’s cafe- 
teria, one out of eight employees received 
pins for 25 years or more; and one out 
of five received pins for 15 years or more 
of service. The average length of service 
represented was twelve years. Since the 
firm’s founding by Barton A. Ballou, 80 
years ago, eight of its members have served 
50 or more years. 


Shaeffer Pen Company 
Issues Annual Report 


Net profits for the fiscal year ending 
Feb. 29, 1948 for the W. A. Shaeffer Pen 
Co. were $1,825,581.75 after provision for 
taxes and a provision in recognition of a 
net loss of the Canadian subsidiary, it 
was announced on April 24th. This com- 
pares with $2,673,465.50 the previous year. 


Before considering the $300,000 provi- 
sion for loss of the Canadian subsidiary 
this amounted to $2.62 per share or, after 
providing for the Canadian loss, $2.24 per 
share as compared to $3.29 per share last 
year. 


New Bulova Spring Campaign 


Raymond F. Warren, vice-president in 
charge of advertising for the Bulova Watch 
Co., has announced that the Bulova Spring 
gift campaign is now under way. This 
campaign will employ full page color ads 
in Life, Saturday Evening Post, Holiday, 
etc. Bulova will also, use 100 full page 
newspaper ads, 250 radie stations and ll 
television stations. The campaign will fea- 
ture Bulova “His Excellency” and “Her 
Excellency” watches. 
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bracelet parts with our new LAPPING MACHINE. 
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® One rod only to guide 
your QUADRANT very easy 
to adjust. 








® Gives your rings or brace- 
let parts a mirror finish, 
which is unequalled, by us- 

ing our lapping alloy, which S LV F R 4 1 | S 4 
_ is fused on the outside rim 


of the large wheel. 


ey 
toes 








af Specialists for the jewelry in- | 


for restoring Brilliance 




















stances and requires a minimum of : 
rubbing for lustrous, like-new finish. SUNSHINE 
Packaged in 4, 8, 16 & 32 oz. bottles. 3 n LV ER 
The popular 8 oz. bottle priced at > tI SH 
Gross—$37.50 14 Gross—$19.00 
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F. O. Merz & Company 
Issue New Trade Folder 


F, O. Merz & Co., originators of “Merz- 
fold,” “Kointeller,” “Streamliner,” “Safti- 
grip,” “Tiny Mite” and the Pennsylvania 
Dutch motif in personal leather goods, 
recently issued an elaborate and useful 
merchandising folder devoted to their 
Pennsylvania Dutch line. 


The attractive cover is in full color 
showing three of the most artistic Merz 





items against the appropriate setting of 
an artists palette. The folder contains six- 
teen pages showing every item of the Merz 
Pennsylvania Dutch line, complete with 
detailed information and list prices. 


An introductory page features an inter- 
esting and colorful account of the history 
and background of Pennsylvania Dutch 
art with the story of its interpretation. The 
folder will be mailed to every active Merz 
account. 





Eisner and Taussig Resign As 
New Haven Clock Co. Directors 


Paul V. Eisner and Max E. Taussig have 
sold their common stock interests in the 
New Haven Clock and Watch Company 
and have resigned from the board of di- 
rectors of that firm. James Heitzmann has 
been elected president of the company. 





New Soldering Machine 
Increases Production 


A production soldering machine that 
simplifies even the most complicated small 
hard and soft soldering jobs in the manu- 
facture of jewelry, small products, instru- 
ments, etc., has been developed by Joyal 





Products, Inc., 19 Grafton Avenue., New- 
ark, N. J. 

Particularly applicable for the assembly 
of fine jewelry parts, attaching finished 
ornaments, etc., the machine is said to in- 
crease production as much as 100 per cent 
and cut costs to one-sixteenth of former 
operations. 
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Cort Watches Televised 
On “Heart's Desire’ Show 


Said to be the first watch to be televised, 
Cort watches, product of Ace Watch Co., 
Inc., are now being seen as well as heard 
over the air. Known to seven million radio 
listeners as “The Watch of Heart’s Desire,” 
Cort watches are televised daily as the 
award watch on this popular participating 
program over Station W6XAO, Los An- 
geles. “Heart’s Desire,” including Cort 
watch sales plugs, is aired every day from 
Monday through Friday over 516 radio 
stations of the Mutual network from coast 
to coast. 


Two Buffalo Manufacturers 
Announce Merger of Firms 


Wahelmayer & Ocehler, manufacturing 
jewelers at 367 Ellicott St., Buffalo, N. Y., 
and W. R. Hoover, Inc., 587-591 Main St., 
also Buffalo, have merged. The new firm 
will be known as W. R. Hoover, Inc., and 
will be located at the latter address. 





Flex-Let Display Trays 


Unique display units for Flex-Let E 
pansion Bands which facilitate band sell. 
ing, assure excellent point-of-sale display 
and permit accurate inventory contro] of 
bands have been perfected by the makers 





of Flex-Let Expansion Products, East 
Providence, R. I. 


Each unit consists of a three-tier stack 
tray arrangement, one tray for each band 
color. Set into each tray are richly styled 
removable plastic frames. Into the frames 
carded Flex-Let Bands may instantly he 
inserted. Gold stamping on each tray in- 
dicates the tray’s band color and separate 
tray units are available for men’s and la. 
dies’ bands. 








Howard A. Day, formerly with the Ed- 
ward N. Cook Plate Co., is now associated 
with the American Silver Co., Inc., a divi- 
sion of Sherman & Co., of New York, as 
eastern representative. He will handle the 
sale of rolled gold plate, karat gold and 
silver with an office at 1216 Industrial 
Trust Bldg., Providence 3. 


J. Jack Sacks is now representing Stone- 
wall Products Co., Inc., carrying their line 
of watch attachments to the wholesale 
trade in New York City and the eastern 
territories. Bob Rodd will continue to rep- 
resent Stonewall watch bracelets and Mas- 
ter watch cases, calling on importers. 


Swiss Radium & Dial Painting Co., Inc., 
New York, have announced that Allen 
Yerman will represent them, calling on the 
trade with their complete line of watch 


dials. 


H. D. Blackburn, field sales manager for 
Telechron, Inc., recently announced three 
new appointments: Ernest J. Keefe has 
joined the staff of the St. Louis sales of- 
fice, with headquarters at Kansas City, 
Mo.; David D. Lash has been appointed to 
the Philadelphia sales staff to cover the 
Baltimore area, and Harry J. Murphy, Jr., 
has joined the Chicago sales office and 
will serve the Minneapolis territory. 


Enger-Kress Co., West Bend, Wisc., 
manufacturers of personal leather goods, 
have announced the appointment of H. W. 
Schlather as their sales representative for 
Oklahoma, Arkansas, Louisiana and Missis- 
sippi. C. P. McCabe has been appointed 
Enger-Kress representative for Southern 
California and Arizona. 


The 20th Century Watch Strap Co., Cin- 
cinnati, O., manufacturers of “Chic” watch 
straps, has announced the creation of a 
new sales organization for the West Coast 
headed by John Tunick. The office will 
be located in Los Angeles. 


National Silver Company recently an- 
nounced the appointment of Keith H. 
Moulden as assistant advertising manager. 
He will assist Edward Scharf, advertising 
and sales promotion manager. 


PERSONNEL... 


‘ager covering Pennsylvania, 





Ben Riseman of Fairfax Distributing 
Co., Inc., importers, manufacturers and 
wholesalers of New York and Washington, 
D. C., has been appointed sales manager 
for that organization. 


Mrs. Else Colomby, president of Colom- 
by Watch Co., Inc., has announced the 
appointment of Joseph Prince as sales rep- 
resentative for the midwestern territory 
and most of the metropolitan area. 


E. Ingraham Co., Bristol, Conn., manu- 
facturers of “Sentinel” clocks and watches, 
has announced the appointment of Robert 
H. Chirgwin as Philadelphia district man- 
Maryland, 
Delaware, Virginia, West Virginia and 
Southern New Jersey. 


F. O. Merz & Co., Philadelphia, New 
York and Boston, manufacturers of per- 
sonal leather goods, have announced the 
appointment of Charles I. Laucks of Coral 
Gables, Fla., as a representative for the 
Merz line. 


New additions to the General Mills sales 
force include: Hugh Smith who will cover 
Oklahoma and Northwest Texas; Joe 
Westbrook, Louisiana and Mississippi; 
Richard Castle, assigned to the Central 
District and Joe McDaid, who will cover 
North Carolina. 


The Mautner Co., Inc., manufacturers 
of jewelry boxes, trays, etc., have an- 
nounced the following new appointments: 
Murray Kooba, with headquarters in Los 
Angeles, to cover part of the West Coast 
territory; A. Donald Schmitt to cover 
Georgia, Alabama, Florida, Mississippi and 
portions of South Carolina and Tennessee, 
and Jack Zarnes of the Headquarters staff 
in New York who will assume regiona 
sales supervision in the Southeastern 
states. 


Frank L. Baker has been appointed West 
Coast District Manager for the Camfield 
Mfg. Co., Grand Haven, Mich. His ter- 
ritory includes Nevada, California, Oregon, 
Washington, part of Idaho and Hawaii. 
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New ASR Display Case 


A specially-designed, compact display 
piece 1s HOW being distributed to the retail 
trade by the makers of the new A.S.R. 
Lighter. It is a handsome combination of 
clear and black lucite in the form of a | 
small case holding five lighters and is, 











according to the firm, “a magnificent sales 
asset, on the counter, in the showcase or 
in the window.” 

The American Safety Razor Corp., mak- 
ers of the new A.S.R. Lighter, plan to in- 
clude this case in all shipments of one 
dozen or more lighters, at no extra cost 
to the retailer. 





Rima Watch Launches 
National Advertising Campaign 


Rima Watch Co., 608 Fifth Ave., New 
York, has announced the launching of 
what is described by company officials as 
the largest national advertising campaign 
it has ever run. Until recently Rima’s 
merchandising policy stressed intensive pro- 
motion of individual line leaders such as 
the successful “Caressable,” “Jim Brady,” 
“Cleopatra” and “Diamond Lil” watches. 
Now, while this program will be continued, 
it will be augmented by national advertis- 
ing in leading mass-circulation publica- 
tions, 

Insertions are scheduled for the Satur- 
day Evening Post, Colliers, Vogue, Harper’s 
Bazaar, Esquire, True Experiences, Mod- 
ern Romances, True Confessions, True 
Romances, True Love Stories, Screen Ro- 
mances, Photoplay, Motion Picture, Movie 
Story, Modern Screen and Radio Mirror. 
A total of nearly 16,000,000 readers will 
be reached by Rima ads in these maga- 
zines, 


New Oneida Office in Atlanta 


Oneida Ltd. has opened new offices at 
204 Collier Bldg., 175 Peachtree St., N. E., 
Atlanta. This office will be occupied by 








se 


both divisions of Oneida Ltd.—Oneida 
Community under Jack Batcliffe, and Wm. 





A. Rogers under Larry Kinard assisted by 
Bill Evans and Al Frey, covering the eight 
southern states. 
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JSA Forwards $100 Rewards 
For Aid in Crime Solutions 


The Jewelers’ Security Alliance of the 
United States has forwarded checks for 
$100 to the following for the arrest and 
conviction of criminals in crimes listed 
below: 


A check was forwarded to the Police 
Pension Fund of La Crosse, Wisc., for the 
arrest and conviction of Albert Scott who 
smashed the windows of George B. Rose 
jewelry store, 310 Main St., last March 
and stole a watch. 





Phil Tishman of Richmond, Va., re- 
ceived a reward for the arrest and con- 
viction of thieves who burglarized the 
premises of Bam’s, 311 E. Broad St. He 
will distribute the money among those per- 
sons who aided in nabbing the thieves who 
smashed the window of the Ram estab- 
lishment in February. The criminals plead- 
ed guilty and were placed on probation. 


Patrolman Abe Evans of Temple, Texas, 
received a $100 check for his participa- 
tion in the arrest and conviction of James 


- Buford, Oscar Manning and Lougene Wm. 


Cager who stole three diamond rings from 
Ray’s Credit Jewelers in August of 1947. 





Chicago Jewelry Training Service Graduate 
Selected as ‘Hero of the Month’ by the DAV 


A graduate of the Chicago Jewelry 
Training Service, who was placed on a job 
before he was graduated from the school, 
has been selected as the “Hero of the 
Month” by the Disabled American Vet- 
erans, 

He is Takajii Goto, Nisei combat vet- 
eran of World War II, who lost both legs 
and one finger in war service. 

The selection is part of a national DAV 
program to honor each month a seriously 
disabled veteran who has successfully re- 
habilitated himself. 

Now employed as an expert watch re- 
pairman by Lebolt & Co., jewelry firm of 


TAKAJIi COTO 





Chicago, Goto enrolled in the Jewelry 
Training Service under Public Law 16, the 
disabled veterans law. 


The jewelry school is sponsored by the 
Chicago Jewelers Association, Jewelers As- 
sociation of Greater Chicago, and the Man- 
ufacturing Jewelry Association of Chicago. 
Charles Goldstein is executive director. It 
is a non-profit, non-sectarian school. 

Goto was born in Elmonte, Calif. in 
1922 and attended the public schools, high 
school and junior college. He hoped to 
be an aviation mechanic. 

But in 1943 a Nisei combat unit was 
formed and Goto’s group joined the 442nd 
Regiment, attached to the 34th and 36th 
Infantry Divisions. All volunteers, the 
members of the unit saw service in Italy 
and Southern France. 

Goto was wounded in Italy but returned 
to service and while fighting in Southern 
France had both legs shot up by enemy 
artillery fire. Amputation of both limbs 
resulted. 





He received the Purple Heart with Oak 
Leaf Cluster and the Bronze Star with 
Cluster for his heroism. 


Following his discharge from Percy 
Jones Hospital, Goto took up residence in 
Chicago with his wife. The Illinois Em- 
ployment Service could not place Goto on 
a job because he was a double amputee— 
and had a finger missing. He was listed 
as “unemployable.” 


The Employment Service took its “prob- 
lem case” to the Disabled American Vet- 
erans Idento-Tag Department in Chicago. 
Here disabled veterans of all types are at 
work making miniature automobile license 
tags for millions of motorists each year. 


As far as the DAV was concerned, Goto 
was as employable as anyone else. He 
was put on a job where he could use his 
capabilities, not his disabilities. In three 
months he did so well the DAV recom- 
mended to go to school. 


Goto was then sent to the Chicago Jew- 
elry Training Service where he was given 
aptitude tests. Executive Secretary Gold- 
stein said that despite his missing finger, 
the tests indicated he had good aptitude 
for the jewelry repair field. 

Goto enrolled in the school under Public 
Law 16 and took part in a five and one 
half hour daily afternoon course. His de- 
velopment in the school was so remarkable 
that he was placed on a part time job at 
the Lebolt Store, working mornings and 
continuing his school course in the after- 
noon. 

When he was graduated from the Jew- 
elry Training Service he was employed 


full time at Lebolt & Co. 


Goldstein said that many disabled vet- 
erans are now in training at the school. 


“Disabled veterans are doing very well,” 
he said. ‘We have veterans with various 
disabilities and at the present time we 
have two paraphlegics who are showing 
great skill. We feel it is well worth the 
effort to train disabled veterans for work 
in the jewelry field.” 

Goto attributes his rehabilitation in a 
large measure to his training at the Jew- 
elry Training Service and to the encour- 
agement and direction given him by the 
Disabled American Veterans. 
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Special Notices 


“Situation Wanted” —Regular type 
enly $1.25 first 25 words; additional 
words, 5 cents per word. 


“Help Wanted’ —‘Lines Wanted” and 
“Bide Lines”—regular type $2.50 first 25 
werds. Additional words 10 cents per 
word, Heavy type $5.00 first 25 words; 
additional words 20 cents per word. 


Under all other headings—regular 
“vr Fh > yy eng 25 ee ae additional 

r cents per word. Heavy type 
97.50 first 25 words; additional words 25 
cents per word. 


Name, address, initials and abbrevia- 


tions count as words and are charged © 


for as part of the advertisement. If 
answers are to be forwarded, 15 cents 
extra to cover postage must be enclosed. 
Remittance with order. 

Not subject to agency commissions. 

All answers will be directed care 
Jewelers’ Circular-Keystone, unless oth- 
erwise instructed. 

In answering ads, do not enclose oriz- 
imal letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








YOUNG man, 25, desires opportunity to 
learn jewelry business; good refer- 
ences. Address ‘J., 1099,” care J C-K. 





TOOL and die maker; competent and 
skilled on both watch cases and orna- 
ments; also hub cutter. Address “N., 
1026,” care J C-K. 





WATCHMAKER, experienced, at bench 
several years, desires position: refer- 
ences. Address “E., 990,” care J C-K. 





WATCHMAKER-caser, experienced; own 
tools; desires steady position; con- 
scientious and neat worker. Address 
“m.,. 1100," care J C-K. 





WATCHMAKER, Jr., two years’ ex- 
perience, graduate of accredited 
school; own tools; references; desires 
position. Harry Norman, 1937 Ellis 
Avenue, Bronx 60, N. Y. 





WATCHMAKER; 20 years’ experience; 
Bradley training; capable, dependable: 
best of reference. Address “T., 1035,” 
care J C-K. 





WATCHMAKER, graduate 15 months’ 
course, desires ‘fon the job training”; 
will go anywhere. P. A. Harris, 2215 
Walnut, Philadelphia, Pa. 





SWISS-AMERICAN expert watch- 
maker, 25 years experience; would 
consider position with well estab- 
lished firm as manager of repair 
department, anywhere in U.S.A. 
Address “H., 1124,’ care J O-K. 





WATCHMAKER’S assistant; graduate 
of accredited school; some experi- 
ence; have own tools; salary second- 
ary; New York City, or upstate. Ad- 
dress “E., 1096,” care J C-K. 





YOUNG lady, 29, married, complete 
knowledge watch and jewelry busi- 
ness, also minor watch repairing; 
knowledge bookkeeping and typing. 
Address “A., 1086,” care J C-K. 


WATCHMAKER, desires change, ex- 
perienced, capable of taking charge 
of department; married; salary or 
commission; references. Address “W., 
1015,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,” care J C-K. 





WATCH salesman, 25 years’ experience, 
formerly importer of Swiss watches, 
desires connection with fine establish- 
ment; excellent references. Address 
“N., 1005,” care J C-K. 





EXPERIENCED watchmaker § desires 
permanent position with established 
jeweler in Savannah or Florida; qual- 
ity work only; married, sober, re- 
liable. Address “V., 1036,” care J C-K. 





WATCHMAKER, competent, reliable, 
sober; 15 years’ experience; now em- 
ployed; salary secondary to good 
working and living conditions. Ad- 
dress “S., 1110,” care J C-K. 





JEWELRY merchandise man, over 10 
years installment jewelry chain 
store experience; fully experienced 
in buying, merchandising and creat- 
ing ring, jewelry and watch pro- 
motions; will go anywhere. Address 
“or. 111,” care J C-K. 





SALESMAN, watchmaker, 35, depend- 
able, thoroughly experienced in all 
phases of repairing and casing, wants 
position with importer. where he can 
work as salesman at least part time; 
it ea Address “D., 1092,” care 
J C-K. 





CONSCIENTIOUS, young man, seeking 
position with possibilities of becom- 
ing manager; Bradley graduate in all 
courses; best recommendations; store 
experience in all phases. Address “L., 
1129,” care J C-K. 





MANAGERssalesman, top flight; good 
promotor; excellent personality and 
appearance; can assume complete 
charge; married; no children; will 
go--anywhere; give full information. 
Address “B., 1115,” care J C-K. 





OPPORTUNITY for reputable chain or 
individual to acquire immediate serv- 
ices top flight, enviably experienced 
store manager; results absolutely 
guaranteed; finest reference. Address 
“B., 919,” care J C-K. 





SALESMAN-jewelry repairman, age 23, 
neat, alert, experienced, own tools, 
seeks position busy retail store, New 
York or vicinity; references. Address 
“D., 989.” care J C-K. 





WATCHMAKER, 37 years’ experience, 
all makes of watches, close timing; 
good references; wishes job with re- 
liable house; capable taking charge of 
repair department. Address “S., 1073,” 
care J C-K. 





IF in need of H.I.A. certified watchmak- 
er, contact, wire or write, Employ- 
ment Service, Southern Watchmaking 
School, 1008 Ramsay McCormack 
Bldg., Ensley, Ala. Phone 8-8934. 








WATCHMAKER, Jr., graduate from ac- 
credited watchmaking school, single; 
salary secondary to good working 
conditions; own tools; prefer New 
York. James G. Fredlic, 43-24 43rd 
St., Sunnyside, L. I, N. Y. 


SALESMAN, 45 years of a 


S Vi age, ca 
assuming responsibility in fine ata 


accustomed to large voly 

a yet a re experience! eo 
ere eweler A.G.S. ; “A 

1116,” care J C-K. AdGrens % 





WATCHMAKER graduate, 


ier 


als 

trade shop experience engraving. 
elry repair, diamond setting; central 
South preferred; have Selling ex. 
perience. Gerald “Farrar, 2036 Gar 
field, Lincoln, Nebr. 








HIGH calibre jewelry store manager 


seeks similar -position in Southwest 
territory; complete resumé and refer- 
ences furnished. Write to, Mr. H 
Wolfe, 414 W. Ormsby Ave., Louis. 
ville 3, Ky., or phone, Magnolia 7595M, 





WATCH and jewelry salesman, desires 


position with known brand watch 
company in New York City only; held 
executive position as buyer and sales 
manager; 22 years’ experience in line: 
trustworthy; references. Address “C,, 
1088,” care J C-K. 





ee 


SALESMAN; family man, age 30, clean 


cut, experienced outside and inside 
selling, desires inside position with 
wholesaler or retailer; mountings a 
specialty; knowledge of watch repair 
—— Address “F., 1123,” care 
J C-K. 





SALESMAN, high sales record, suc- 


cessfully sold watches, rings, jew- 
elry, wishes connection with na- 
tionally advertised jewelry and 
watch concern; Southern territory; 
owns car. Address “H. 994,” care 
J C-K, 





WATCHMAKER, certified, desires 


change with future and permanency; 
East or Southern area _ preferred; 
sober, dependable, congenial; used to 
responsibility; good firm will appre- 
ciate this man; honorable reasons; 
best references. Address “J-B., 740,” 
care J C-K. 





OVER 30 years’ experience in both fac- 


tory and high class retail stores; can 
repair all makes of watches and com- 
plicated work; full set of tools and 
timing machine; family man, sober; 
very fine references. Address a 
1051,” care J C-K. 





DIAMOND setter, expert, 25 years’ ex- 


perience, also jewelry repairer, good 
knowledge of diamonds, seeks posl- 
tion, preferably in vicinity of Los 
Angeles; or will consider renting or 
buying a at shop. Address “P., 
1070,” care C-K. 


—— 





WATCHMAKER’S position wanted, “on 


job training”, married, vet; salary 
unimportant; two years’ experience 
on watches, three on platinum casting 
and bench: also sales experience. Call, 
Jack Sachs, 3200 Rochambeau Ave. 
Bronx 67, N. Y. Telephone Olinville 
2-7782. 








HI-GRADE watchmaker and salesman, 


15 years’ experience, thorough knowl- 
edge of all phases of jewelry busi- 
ness, desires position as manager Or 
assistant of small jewelry store in 
Middle West, with opportunity to par- 
ticipate in ownership. Address “F., 
996,” care J C-K. 
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SITUATIONS WANTED—Continued 














LER, 18 years’ experience, first 
se om on all type of repairing, special 
order work, stone setting; capable of 
supervising complete manufacturing 
or repair department in wholesale or 
retail organization; desires position 
with reliable firm; best of reference. 
Address “V., 1082,” care J C-K. 








WATCHMAKER, of rare ability, sales- 
man, light jewelry and managership 
experience, 18 years in the industry, 
clean cut, ambitious, married with 
family, desires change in going busi- 
ness, with firm that truly appreciates 
these rare combinations; fast worker; 
quality is not excelled; top salary 
only. Address “P., 1006,” care J C-K. 








Lines Wanted 








——_—_—_——_—— 
——_—--—— 


MANUFACTURERS’ representative, sell- 
ing Metropolitan New York, Phila- 
delphia, etc.; experienced; A-1 refer- 
ences; open for line in platinum or 
gold. Address ‘“‘A., 1114,” care J C-K. 





SALESMAN; good fellowing, wishes to 
represent manufacturer of ladies’ 
gold filled jewelry to the better re- 
tail trade; travel by car, Metropolitan 
area, New Jersey, part Connecticut. 
Address “N., 1069,” care J C-K. 





PACIFIC Coast representative, calling 
on better grade stores over 20 years; 
have line, desire another; diamonds, 
platinum or 14K goods; best of ref- 
erences. Address “J., 665,” care J C-K. 





SAN FRANCISCO representative, open 
fer manufacturers’ ‘merchandise, for 
domestic and export; 250 potential 
buyers; sold trade for the past 20 
years. Chas. Grellmann, 704 Market 
St.. Mutual Building, Room 814, San 
Francisco, Calif. 





ATTENTION manufacturers; am _ seek- 
ing additional strong lines for Mid- 
west jobbers and chain stores with 
whom I have a big following; your 
line must have merit and meet com- 
petition. Address, “Circular 107”, 
Room 1415, Heyworth Bldg., Chicago 2. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade; com- 
mission basis; 20 years following; 
best references. Address “G., 666,” 
Care J C-K. 





ATTENTION silverware and flatware 
manufacturers; Los Angeles’. well 
established manufacturers’ representa- 
tive and wholesale concern, with 
showroom and offices in trade build- 
ing and aggressive sales organization 
covering the West coast and border 
States, wishes to represent sterling 
and plated line. Address “K., 1001,” 
care J C-K., 








AM well acquainted with wholesale 
jewelers, accustomed to travel and 
able to guarantee efficient representa- 
tion; want representation or distribu- 
tion of quality product or line, priced 
for wide distribution through whole- 
sale jewelers, either sectional or na- 
tional; agreeable to interview at 
manufacturer's office; no costume jew- 
elry. Address “R., 1007,” care J C-K. 





MANUFACTURERS’ representative, with 
Chicago office and following among 
best rated jobbers and chain users 
throughout Midwest and South, de- 
sires an additional top line; no cos- 
tume jewelry lines wanted. Address, 
“Circular 103”, Room 1415, Heyworth 
Bldg., Chicago 2. 








Side Lines 








SALESMAN, calling on retail jewelry 
Stores, to sell jewelry boxes; ex- 
cellent side line; high commission. 
Address ‘“M., 1029,” care J C-K. 





SALESMAN; with following among re- 
tailers, credit stores and chains, to 
sell an outstanding, low priced line 
of velvet displays. Address “B., 
987,” care J C-K. 





TERRITORIES now available to par- 
ties with reputation and following; 
better stores only; refer to our ad- 
vertisement page 284 this issue. Cali- 
fornia House of Schrager, 213 S. 
Broadway, Los Angeles, Calif. 





MANUFACTURER of pearls wants 
salesmen with strong following 
among retailers for necklaces, brace- 
lets, ete., for Fall and Christmas 





season, as side line. Address “N., 
1067,” care J C-K. 
SALESMEN, all territories, carry 


single tray good selling 14K, en- 
graved, unusual wedding rings; 
state full particulars. Address “B., 
718,’ care J C-K. 





SALESMAN, retail trade, for line of 
quality leather watch straps, in- 
cluding new Ziploc strap; all terri- 
tories. Jack Kreuter Co.. 516 Fifth 
Ave., New York 18, N. Y. 





SALESMEN; to carry complete line of 
low priced pearl jewelry and pearl 
earrings, as side line; Southern and 
Western territories open: commis- 
sion; Brooklyn, New York. Address 
“Y., 1085," care J C-K. 





SALESMAN with jewelry and depart- 
ment store following, to carry short 
line of exceptionally priced gent’s 
solid gold rings; South, Southwest 
and Mid-West open. Address “F., 
1048,” care J C-K. 





WEST coast watch salesman wanted 
to represent established importers 
of popular priced Swiss line; non- 
conflicting side line permitted; give 
all details in first letter. Address 
“J., 1064,” care J C-K. 





SALESMAN, to carry extensive, man- 
ufacturer’s line of sterling hand 
mounted rosaries; territory Cali- 
fornia and West coast; commission 
basis; advise lines now carried. 
The Rosary Store, P. O. Box 81, 
New Iberia, La. 





SALESMAN wanted, for a side line of 
a very fast selling line of wedding 
rings of the better grade, on a 
strictly commission basis; give in- 
formation as to the territory you 
cover. Address ‘“M., 1019,” care J 


SALESMEN, with following in_ Mid- 
west, Southeast, Southwest, Pacific 
Coast; finest retail trade for 14K 
charms and charm bracelets, 14K 
earrings, tie clasps and cuff links; 
commission basis; give full particu- 
lars. Address, Charm Craft Corp., 
198 Broadway, New York 7. 








SALESMAN with jewelry store follow- 
ing in Ohio and Indiana, to carry a 
representative, non-competing line 
of a leading wholesaler; must have 
car. Address “J., 800,” care J C-K. 





WATCH salesman wanted for New 
Jersey, Pennsylvania, Maryland and 
New England, to carry popular 
priced Swiss line for nationally 
known importers; will allow  non- 
conflicting side line; state qualifica- 
tions and references. Address “L., 
1065,". care J C-K. 





SALESMAN wanted, by manufacturer 
of ladies’ and gents’ 10K and 14K 
gold stone rings, diamond mount- 
ings, crosses; on commission basis; 
men with experience among jobbers, 
for New York; also man for Chicago; 
give full details. Address “T., 1009, 
care J C-K. 





WATCH line; established, nationally- 
known and advertised; New England 
territory, available to man with ex- 
perience and following among retail 
jewelers; no objection to non-con- 
flicting side line; give full details 
in writing. Parker Watch Co., Inc., 
31 W. 47th St., New York 19, N. Y. 





NUSSBAUM Futura silverware chests, 
Pacific cloth lined; natural light 
and walnut wood finishes; best 
quality solid cabinet wood; factory 
samples and order book; advise 
lines and territory you cover. Nuss- 
baum Novelty Mfg. Co., Berne, Ind. 





WANTED salesman with following to 
carry as side line a real fast selling 
manufacturer’s line of both ladies’ 
and men’s mountings in platinum 
and gold; good proposition to right 
man: when writing, state what line 
is being carried and furnish refer- 
ence. Jack M. Werst, Miami Sav- 
ings Bldg., 25 S. Main St.. Dayton, 


Ohio. 





SALESMEN, side line, wanted by man- 
ufacturer of popular priced line ef 
trade marked pearls and pearl nov- 
elties, also line of domestic and im- 
ported costume and rhimestone jew- 
elry; fast sellers; prefer men living 
in own territory, covering large and 


small communities; state particu- 
lars; must have following, refer- 
ences. Address “J., 1126,” care J 
C-K. 





SALESMEN wanted; large established 
gold mounting house, catering to 
jobbers and large credit chains, 
seeks experienced salesmen with 
following; two _ territories now 
open: one, Pacific Coast; two, 
South and Southwest; all _ tool- 
made merchandise; excellent oppor- 
tunity for resourceful go-getter; 
commission basis; all replies strict- 
ly confidential. Address “A., 986," 
care J C-K. 





(Continued on page 328) 
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SALESMEN wanted by manufacturer of 
unusual line of sterling silver table 
and smokers’ accessories, nationally 
advertised and accepted by leading 
jewelers and department stores 
throughout the country; must have 
established following; good _ terri- 
tories available; commission basis. 
Address “N., 1253,” care J C-K. 





TWO representatives, one for Texas, 
Oklahoma and Louisiana; and one 
for the New England States, wanted 
to represent long established manu- 
facturer fine comprehensive line of 
14K and platinum wedding rings, 
plain and fancy, with and without 
diamonds; also platinum mount- 
ings; must have following and ex- 
perience with the better jewelry 
and department stores; please give 
full particulars and state experi- 
ence; commission basis. Address 
“F’., 1121,” care J C-K, 





Help Wanted 








WANTED, A-1 jeweler, who can repai 
and set stones. Address “V., 1461,” 
care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 
1460,” care J C-K. 





JEWELER wanted for repair work, 
or special order work. E. C. Ander- 
son, 180 Genesee St., Utica, N. Y. 





WANTED; A-1 engraver on all types 
of work, for fine retail jewelry 
store Address “E., 1120,” care J 





$100 WEEK; jeweler, stone setter, en- 
graver; must be first class; perman- 
ent; wire references, etc. Tappan’s, 
Jewelers, Sherman, Texas. 





DIE cutter and engraver, with five or 
more years experience; write in de- 
tail; state age, experience and if 
married or single. Address “B., 1018,” 
care J C-K. 





WANTED; first class watchmaker, 
Summer season. J. H. Sawyer Est., 
98 Main St., Bar Harbor, Me. 





SALESMAN to carry solid gold ring 
line, in Carolinas and South; com- 
mission basis; may carry other lines. 
Address ‘“S., 1131,” care J C-K. 





POSITION for a licensed ophthalmic 
dispenser and jewelry store worker; 
Westchester County. Address “F., 
452,” care J C-K. 





WANTED: experienced salesmen for 
Middle West to carry comprehensive 
line of solid gold rings; exclusive 
territory. Write, Bernard Jewelry 
Co., 220 Delaware Ave., Buffalo, N. Y. 





DIAMOND setter, steady employment 
with top salary; state salary desired 
and references in letter. Address “G., 
453,” care J C-K. 


SALESMEN wanted to represent man- 
ufacturer with an exclusive line of 
ladies’ and gents’ rings, platinum 
and gold watch cases, to call on re- 
tailers and jobbers. Address “P., 
1032,” care J C-K. 





SALESMAN, Southern territory, to 
represent leading watch importers 
featuring quality line; unusual op- 
portunity for the man who quali- 
fies. Address “K., 1022,’ care J 
C-K, 





SALESMAN, calling on jewelers of 
New England and Middle Atlantic 
States, to carry as side line, com- 
mission basis, high grade handmade 
and cast sterling silver jewelry. Art 
Metal Studios, 17 State St., 
Chicago 2. 





YOUNG man with from three to five 
years trade shop experience at jew- 
elry repairing; prefer one who can 
also do plain engraving. , ‘ 
Davis, 207% WwW. Sycamore St., 
Greensboro, N. C. 





JEWELER, with 10 or more years ex- 
perience on platinum and gold; one 
capable of taking charge if oppor- 
tunity is given; a man with a vision 
could make more than good; letter 





must be in detail. Address “J., 
1017,” care J C-K. 
FINE retailer desires combination 


jewelry repair man and stone set- 
ter; working conditions ideal; salary 
in line with ability of applicant. S. 
A. Meyer Co., 87 W. Wheeling St., 
Washington, Penna. 





EXPERIENCED jewelry man to take 
charge of sales and displays; good 
proposition to the right party; send 
references and state salary expected 
to start. Address, National Jewelry 
Co., 306 S. Elm St., Greensboro, N. C. 





ENGRAVER, diamond setter, combi- 
nation man; sober, experienced for 
permanent position by old estab- 
lished jewelry firm; air-conditioned 
shop. H. Post & Sons, Decatur, Il. 





SALESMEN; cover retail jewelers, sell 
silverware and complete line of baby 
and teen-age bracelets, necklaces, 
lockets, ete.; wonderful opportunity; 
all territories open; commission, Ad- 
dress “D., 1119,” care J C-K. 





SILVERSMITH: man capable of re- 
pairing sterling silver and electro- 
plated hollowware and flatware; 
give full particulars including age 
and experience. Henry Birks & Sons, 
(B. C.) Ltd., Vancouver, B. 





SALESMEN in Midwest and _ South, 
representing established watch im- 
porting house of New York; prefer 
men living in same territories; lib- 
eral commission; fine line. Address 
“G., 1049,” care J C-K. 





SALESMAN to represent large estab- 
lished concern selling nationally ad- 
vertised line of pearls; must have 
active following among wholesalers 
in Northeastern States; liberal com- 
— Address “E., 1047,” care J 








SALESMEN; ring mountings; follow- 
ing, jewelry, department stores; may 
handle other lines; many territories 
open; long’ established manufac- 
turer; commission. Write fully, “L., 
1101,” care J C-K. 


JEWELER, on special order : 
platinum and gold; fine position a : 
good city; $2 per hour; give infor. 
mation in detail as to experience 
married or single and where in the 
past employed. Address “MM 1080" 
care J C-K. iy Ys 





$$ 


JEWELRY salesmen, wanted 
lished manufacturer of po Mean M1 
stone jewelry, with many active ac. 
counts among better jewelers and 
department stores; _ territory open 
Maine to Florida. Address “R., 1977" 
care J C-K. - 





SS 


JEWELER, combination repai , 
and diamond setter; permanent "job 
in trade shop; will pay top Salary 
to the right man; give reference 
and state salary expected. Walters 
—— Co., P. O. Box 1374, Atlanta 

a. ; 








WANTED; sales executive in the 
jewelry field; must call on some 
high grade accounts in the North- 
eastern section of the United 
States; write your experience, age, 
and salary expected. Address _ 2 
1072,” care J C-K, 





RING manufacturer seeking young 
lady or young man with precious 
and semi-precious stone experience, 
to take charge of stone department 
and giving out work to setters. 
Stern Mfg. Co., 407 Mulberry S&t,, 
Newark, N. J. 








SALESMAN wanted; Eastern floor 
lamp manufacturer can now use ex- 
perienced jewelry salesmen with fol- 
lowing in credit stores; can earn 
real money with our nationally ad- 
vertised promotional floor lamps. 
Address, Imperial Lamp & Shade 
—_ 642 N. Broad St., Philadelphia, 
a. 





STERLING § silver and _ “silver plated 
hollowware; salesmen wanted in all 
territories for manufacturer’s line; 
highest commissions; popular prices; 
big demand; easy to handle; write 
quick; details by return. Address 
“Y., 1038,” care J C-K. 





DIAMOND wholesaler to carry dia- 
mond line from manufacturer, cut- 
ting from quarters to carat sizes; 
only rated firms or with high class 
references. Address ‘‘A., 628,”’ care 
J O-K. 





WATCHMAKERS; we _ have _ several 
openings for good mechanics in 
leading department stores in several 
States where we have watch repair 
concessions; permanent jobs and 
good working conditions. People’s 
Watch Repair Co., 120 Summit St. 
Toledo, Ohio. 





WANTED, watchmaker, one under 35, 
with at least 10 years experience; 
must be good on small hairspring and 
balance work; good Wisconsin city. 
Address “P., 832,” care J C-K. 





WATCHMAKER wanted to take com- 
plete charge repair department; 
must be experienced and first class 
workman; permanent position; top 
pay; commission basis; firm 55 years 
old; college town, population 10,000. 
Robert Ernst Jewelry Store, Hunts- 
ville, Texas. 











MANUFACTURER'S representative; na- 
tionally advertised well established 
line of ladies’ and men’s leather and 
metal watch bands, for New York 
state; only those acquainted with 
better jewelry and department 
stores, carrying another top line 
— apply. Address “A., 1043,” care 


aE 





328 


THE JEWELERS’ CIRCULAR-KEYSTONE 








SALESMAN; old established manu- 
facturers of ladies’ and _ gent’s 
mountings and semi-mounted rings, 
desire salesman with good retail 
following in Middle West; excellent 





opportunity. Address “F., 1059,” 
care J O-K. 

_ 

EXPERIENCED credit manager to 


complete charge of credits and 
tavections of large installment jew- 
elry store, in the South; good salary 
and future for the right man; refer- 
ences necessary; address with com- 


plete information, “H., 1050,” care 





J C-K. 
i aaetdaniateiniesioens 

AVERS; first class engravers; 
manent positions with leading 


New Orleans jewelers; air condi- 
tioned work room; pleasant _sur- 
roundings. Write or wire, Adler’s, 
722 Canal St., New Orleans, La. 








EXPERIENCED silverware salesman 
with jobber, department store con- 
tacts, wanted by large manufac- 
turer of brand name advertised hol- 
lowware; excellent commissions; 
exclusive territories; state area 
covered; references. Address “H., 
1108,” care J C-K. 





—_———— 


YOUNG LADY, experienced in watch 
import line, capable of handling all 
details regarding movements, dials 
and cases; must have good refer- 
ences. Address ‘“P., 372,” care J C-K. 








EXPERIENCED watchmaker ffor old 
established store in northern In- 
diana; must be capable of turning 
out first class work; permanent posi- 
tion with guaranteed salary and 
commission; state age, experience, 
references in first letter. Address 
“W., 1083," care J C-K. 





JEWELER wanted; a man of 35 or 
over, who has a knowledge of ope- 
rating ae omanufacturing jewelry 
shop; a wonderful opportunity for 
a capable man; the position carries 
a salary and a profit sharing; ap- 
plicant must give complete _ infor- 
mation in first letter. Address “V., 
1105,” care J C-K. 





SALESMEN, for fine line of diamond, 
watch case and attachment mountings, 
in 14K and platinum, direct from 
manufacturer; only those with fol- 
lowing amongst the best retail trade 
need apply; all territories open: com- 
mission basis. Address “G., 1097,” 
care J C-K. 





EXPERIENCED man, or woman, as 
credit manager for credit jewelry 
store; must know the jewelry and 
credit business; get in touch with me 
if you would be interested in locat- 
ing in Phoenix and answer to above 
qualifications. M. Raskin, 102 N. 
Central, Phoenix, Arizona. 








SALESMAN wanted; long established, 
leading promotional floor lamp manu- 
facturer has several desirable terri- 
tories open for men calling credit 
jewelry stores; experienced men with 
following should earn at least $10,000 
annually. Write, Imperial Lamp & 
Shade Co., 642 N. Broad St., Phila- 
delphia, Pa. 








ARE you a top salesman; Keepsake, 
America’s largest selling diamond 
ring has opening for territory man- 
agers in Los Angeles and Ohio ter- 
ritories; must have successful rec- 
ord of selling in jewelry field; 
write or wire immediately. A. H. 
Pond Co., Inc., 1220 E. Washing- 
ton St., Syracuse, N. Y. 





JEWELRY chain store organization, 
with headquarters in New York, de- 
sires man with jewelry experience to 
work out of New York office, in mer- 
chandising matters; state experience. 
Address “D., 693,” care J C-K. 





SALESMEN for outstanding line of 
Sterling giftware and jewelry; high 
calibre, experienced full-time repre- 
sentatives required for eastern, mid- 
west and Pacific Coast territories; to 
call on department stores, jewelry and 
high class gift shops; commission. 
Write in fullest confidence to, Presi- 
dent, Oxford Co., Ltd., 200 Fifth Ave., 
New York 10, N. Y. 





LEADING nationally advertised line of 
popular priced watches, seeks West 
Coast representation, with several 
salesmen, calling on the trade; exclu- 
Sive and profitable franchise to the 
right party; highest references to be 
exchanged in strictest confidence. Ad- 
dress “N., 464,” care J C-K. 





WANTED salesman to carry an out- 
standing and extensive line of rings, 
general jewelry, including nation- 
ally advertised lines; calling on our 
established retail jewelry accounts 
in Ohio, Indiana, West Virginia, 
Kentucky, and Michigan. Com- 
municate immediately with, Joseph 
Sculler & Co., 33 N. High St., 
Columbus 15, Ohio. 





SALESMEN, with established following 
among retail jewelers, department 
stores, etc., wanted for quality Eng- 
lish reproduction line of exclusive 
silver plated hollowware made in our 
factory abroad; no objection to side 
line; write fully stating age, experi- 
ence, lines carried, territory, refer- 
ences. Address “R., 1130,” care J C-K. 





SALESMAN for the West Coast, to 
represent well established and pro- 
gressive wholesaler; carry an exten- 
Sive line of wedding rings, stone 
rings, etc., also gold and gold-filled 
jewelry; excellent opportunity for an 
experienced and capable man with 
good references; write giving full 
a aioe Address “D., 1046,” care 





LONG established diamond ring man- 
ufacturing firm, doing large volume 
of business with credit jewelers, 
has opening for representative for 
Southern territory, from Virginia 
through Florida; established ac- 
counts will be given to right man; 
please state past experience and all 
other details. Address “V., 1135,” 
care J C-K, 





SALESMAN, wanted for New England 
or West Coast, to carry advertised 
line of platinum diamond cases. at- 
tachments, mountings and wedding 
rings, gold mountings, wedding rings 
and colored stone rings; no objection 
to handling of non-conflicting lines. 
Address ‘“K., 744,” care J C-K. 





A-1 WATCHMAKER wanted; must be 
capable of taking complete charge of 
repair department in fine, modern 
store, where good workmanship is 
appreciated; should have at least five 
years or more experience; state sal- 
ary and references in first letter: this 
position is near Reading, Pa. Address 
“B.. 70," eare J C-K. 





WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,”’ care J C-K. 





SALESMAN, to represent manufacturer 
of diamond wedding rings; must have 
experience and following among 
wholesalers; excellent opportunity for 
a top notch man; no objection to non- 
conflicting line; must have Southern 
residence to cover all Southern States. 
Bristol Seamless Ring Co., 71 Nas- 
sau St., New York 7, N. Y. 





EXCEPTIONAL opportunity for live 
wire salesman with established fol- 
lowing among the retail jewelers in 
Texas, Oklahoma, and Kansas to 
carry nationally known line of dia- 
mond rings, backed by keen pro- 
motion and advertising, selling bet- 
ter quality of diamond rings; 
straight | commission, drawing 
against commissions. Address “B., 
1044,” care J C-K. 





DIAMOND salesman and assistant store 
manager, for the oldest and finest 
store in a thriving town of 60,000; 
must have fine personality, progres- 
sive, not aggressive, with at least 10 
years experience, and know all phases 
of a retail store; send capabilities, age 
and salary expected in first letter. 
Anderson: Bros., Jewelers, Lubbock, 
Texas. 





SALESMEN, experienced; territory open, 
New York and vicinity; West Coast; 
Midwest; manufacturer’s gold and 
platinum mounting line, platinum at- 
tachments; set and unset; well estab- 
lished with better retail jewelry 
stores and wholesalers; excellent op- 
portunity for capable man; state age, 
experience and present connections. 
Address “H., 1061,” care J C-K. 





SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Ad- 
dress “R., 834,” care J C-K. 





SALESMEN wanted; large manufac- 
turers of popular priced silver and 
chrome plated hollowware and elec- 
tric appliances; have following terri- 
tories open; States of Ohio, Kentucky, 
West Virginia, Missouri, Kansas, 
North and South Dakota, New Jersey, 
Delaware, Greater New York (except 
New York City department stores); 
drawing account or straight commis- 
sion. Address “W., 1136,” care J C-K. 





SALESMEN, for Middle West, also 
East Coast; established following 
with retail jewelers; successful 
background assures lucrative earn- 
ings with complete diamond jew- 
elry line; see advertisement on 
another page this issue of Circular; 
state qualifications, experience; re- 
plies confidential. Seidman & Co., 
31 W. 47th St., New York 19, N. Y. 





SALESMAN, South and Southwest ter- 
ritories, by manufacturer of platinum 
and gold diamond rings, fraternal 
rings, gent’s diamond rings, stone 
rings; our line is complete and is 
priced to sell to the larger chain 
credit stores; no objections to side 
line; give full particulars as to age, 
experience and references in first let- 
ter. Clein Bro., 7% Edgewood Ave., 
Atlanta, Ga. 





COSTUME jewelry; can you sell “better 
than average” costume jewelry; if 
you can and your experience is backed 
by selling better trade only, a leading 
importer of a quality gold plated line 
has an excellent opening for you on 
commission; only top notch men will 
be considered, as this line merits at- 
tention only of the best: your full 
resumé in first letter, please. Ad- 
dress “G., 1060,” care J C-K. 





(Continued on page 330) 
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MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry mak- 
ing, diamond setting, engraving; 
write for catalog. Kansas City 
School of Watchmaking, 617 Wyan- 
dotte, Dept. C, Kansas City 6, Mo. 





WHOLESALE jewelry salesman: the 
territory open has been traveled by 
our salesmen at 60-90 day intervals 
for the past 45 years; this is an op- 
portunity to make ae permanent, 
profitable connection selling nation- 
ally known lines of watches, jewelry, 
silverware, etc., to the retail jewelry 
trade in Indiana and Southern States; 
must have car; write full particulars. 
Address “J., 1000,” care J C-K 





SALESMAN wanted to represent a 
well established line of ladies’ 14K 
gold jewelry, rings, bracelets, pend- 
ants, earrings, brooches, mounted 
with genuine zircons for Middle 
West, Pacific Coast, New England 
States; excellent opportunity for 
men with experience and successful 
background; state full particulars 
as to age, experience, references, 
etc. Address “R., 1107,’ care J 
C-K, 





WANTED: jewelry store manager for 
credit jewelry store; capable of tak- 
ing complete charge of store includ- 
ing promotions, personnel, merchan- 
dising and some newspaper and direct 
mail advertising; store located in 
Southern city of approximately 35,- 
000 population; excellent living quar- 
ters available immediately; attractive 
proposition; A-1 references required. 
Address “R., 1104,” care J C-K. 





WATCH salesmen, to represent na- 
tionally known importer producing 
large line of all types of watches, 
both conventional and novel; we 
also produce promotion watch fea- 
tures used by the most outstanding 
credit stores in the U.S.A.; several 
territories open; high commission 
paid; no objection to non-conflict- 
ing lines; your reply will be held 
confidential. Address “K., 1053,’ 
care J C-K. 





MANUFACTURER wants’ experienced 
salesman, with car, to call on retail 
jewelry stores with delivery line of 
ladies’ and gent’s 14K and 10K birth- 
stone rings, diamond rings and wed- 
ding rings: also 14K crosses; on com- 
mission; Chicago vicinity; and sales- 
man for San Francisco; other terri- 
tories open; no objection to carrying 
non-conflicting lines; give full par- 
— Address “P., 1027,” care J 








SALESMEN, experienced watch sales- 
men to represent well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
lines; South and Midwest terri- 
tories open; important: only men 
with a good retail store following 
may apply; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address “‘W.., 
472,” care J C-K. 


HARVEL Watch Co., 630 Fifth Ave., 


New York City, is interested in 
adding two more men to its sales 
force; one for New England; one 
for Pacific Coast; our requirements 
are high; if you think you can 
meet them, write us all we should 
know to warrant our considering 
your application; unusual opportun- 
ities for men who can produce. 





RESIDENT representatives; we are 


seeking three sales representatives; 
South, Atlantic Seaboard, Central 
States; individual must have well 
established sales office in key central 
city, with department store and bet- 
ter jeweler following; our line of 
cast sterling and marcasite jewelry 
has been well known for many years; 
an opportunity to create a year 
around reorder business with this 
staple merchandise. Address ‘“S., 
1008,” care J C-K. 





POSITION open for energetic, progres- 


sive, experienced jewelry man, with 
growing jewelry concern in North 
Carolina, as manager for large jew- 
elry store and supervise two or three 
others within short radius; must have 
full managerial experience and cap- 
abilities, with complete knowledge of 
merchandising, window trimming, ad- 
vertising, creative ideas, etc.; won- 
derful opportunity for right party 
willing to work and progress; kindly 
state full particulars in first letter as 
to age, married or single, references, 
ete. Address “F., 992," care J C-K. 





WANTED; successful and energetic 


commission salesmen, by manufac- 
turer, to sell good jewelers, de- 
partment and gift stores an ex- 
ceptional scientific achievement 
which safely and quickly cleans 
and polishes diamonds and other 
good jewelry, genuine, cultured and 
synthetic pearls, watch cases, eye 
glasses, etc.; no objection to non- 
conflicting line; state fully experi- 
ence, qualifications, territory, etc.; 
liberal commissions. Address ‘M., 
1056,”’ care J C-K. 





FEINSTEIN Bros., 5 S. Wabash Ave., 


Chicago, Ill., Los Angeles office, 220 
W. Fifth St.: salesmen wanted with 
established following among retail 
jewelers and department stores, to 
represent outstanding watch material 
and supply house in business for 23 
years; complete lines of watches, dia- 
monds, solid gold rings, clocks, tools, 
better jewelry, J-B bracelets; distrib- 
utors of watch cases and other na- 
tionally advertised merchandise; ex- 
cellent opportunity for the right man; 
open territories Midwest, West, South 
and Central States. 








WANTED; wholesale findings com- 


pany, or wholesale jeweler, having 
energetic sales organization and 
substantial following, retail jew- 
elers, department stores, to sell an 
exceptional scientific achievement 
which safely and quickly cleans 
and polishes diamonds and other 
good jewelry, genuine cultured and 
synthetic pearls, watches, cases and 
eye glasses, etc.; liberal arrange- 
ment. Address “L., 1055,” care 
J C-K. 











—— 
a  — 


For Sale 


Stores, Stocks and Businesses 








a 

FOR SALE; small modern jewelry store 

modern front, good lease; fastest 

growing town Middle West; $8 000 

He nee. Address “H., 998” Care 
J C-K. 








FOR SALE; wholesale jewelry busi. 
ness in the Middle West, on ac. 
count of poor health; good fran. 
chises. Address “T., 1078,” care 
J C-K. 








FOR SALE; oldest jewelry store in 
city of 18,000 near Los Angeles: 
modern fixtures; priced for quick sale 
$6,000. Address, 50% E. Huntington 
Drive, Arcadia, Calif. 








SEAMLESS wedding ring business, 
machinery, tools, dies, formulas, 
accounts; sample line if desired, 
Estate of John Conklin, 50 Colum- 
bia St., Newark 5, N. J. 





eae, 


ONLY jewelry store, center of town, 
serving four small surrounding towns; 
all repairs one man can handle; 
building $5,000; stock at inventory. 

. Heydt, Boston, Georgia. 





PAWNBROKER’S shop, 85 miles from 
Baltimore; modern; established 12 
years; trading area 175,000 people; 
owner has other interests. State Busi- 
ness Exchange, Dauphin Bldg., Har- 
risburg, Pa. 





PAWNSHOP and jewelry store; Ala- 
bama’s fastest growing city; good 
lease and excellent location; 4a 
chance to step into an established 
business, and make real money, if 
you are a hustler. Address “H., 
1063,”’ care J C-K. 





FOR SALE; established jewelry store; 
town of 25,000 population, 20 miles from 
San Francisco, Calif.; will sell for 
actual inventory, $15,000; plenty of 
watch repairs. Address ‘W., 1037, 
care J C-K. 





RETAIL jewelry store, 100% down- 
town, Main street location, Roches- 
ter, N. Y.; completely modernized; 
favorable lease; asking $22,000 in- 
cluding $7,000-$8,000 accounts re- 
ceivable; inventory at cost. Mickles 
& Sons, Realtors, 404-405 Wilder 
Building, Rochester 4, N. Y. 


— 





FOR SALE; good paying watch repalr- 
ing and jewelry business on first 
floor, downtown Brooklyn, N. a 
established 16 years; with or without 
stock. Address “H., 1098,” care J C-K. 








JEWELRY store, in the heart of the 
Loop in Chicago; high class; new 
blond fixtures; established nine years, 
complete facilities for watch and jew- 
elry repairing and special order work; 
inventory $90,000; buyer must have 
$100,000, total cash price; present 
owner retiring; no brokers, please. 
Address “L., 1002,” care J C-K. 
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OLD established wholesale jewelry 
and material house, located in 
large city in New York state; clean 
stock, nationally known lines; will 
consider financially responsible 
party only for this going business; 
all replies will be kept in strict 
confidence. Address “N., 1103,” 


care J C-K. 








LRY and gifts, the only store of 

Tay kind in a small town in Connecti- 
cut; wonderful opportunity for watch- 
maker; store up-to-date; partners dis- 
agree. Address “M., 705,” care J C-K. 








MODERN jewelry store, established 
1920, in San Diego, Calif., com- 
pletely equipped for cash and 
credit business; top location; store 
21 x 90 feet specially built by 
owner; volume $125,000 to $200,- 
000, last seven years, without ad- 
vertising or promotions; inventory 
and accounts about $100,000; in- 
ventory about 85% diamonds and 
standard-brand watches; party who 
understands business and will ad- 
yertise and promote to increase 
credit account can do a tremendous 
yolume; good proposition for a 
chain store or aggressive young 
man; deal will require about $100,- 
000; will take part cash with terms 
to responsible party for balance; 
owner is retiring; he owns prop- 
erty and can give a satisfactory 
lease. Address, N.J.C., P.O. Box 
169, San Diego, Calif. 





JEWELRY and watch repair shop in 
good West Texas town; new mer- 
chandise, fixtures and Watchmaster; 
three years lease; must sell due to 
other business interests; $5,000 will 
handle. Address all inquiries, Ama- 
rillo Watchmakers Institute, 123 W. 
7th Ave., Amarillo, Texas. 





JEWELRY store establishment 1877; 
long standing reputation of honesty 
and upright dealing; two blocks 
from center of town, in one of the 
largest cities in Tennessee; excel- 
lent repair following; long lease; 
excellent stock, including all fran- 
chises; sudden recent death of 
owner makes this opportunity pos- 
sible; this business priced at $25,- 
000, so it can be sold in 30 days; 
our books will show conclusively 
that this is a consistently profitable 
business, completely solvent with 
no debts; price does not even cover 
the stock and fixtures; to dupli- 
cate a business such as this would 
cost from $50,000 to $75,000; no 
brokers. Wire or write, “P., 1128,” 
care J C-K. 


———E 





JEWELRY store with loan department, 
centrally located in one of the largest 
industrial cities of Massachusetts, 
With 200,000 population; established 
over 40 years, with good reputation; 
active, Clean stock, all standard brand 
agencies; good volume, consistent 
profits; low overhead; cash accounts; 
credits to selected accounts; $45,000; 
wonderful opportunity for hustler, or 
progressive organization; our credit 
Standing high. Address “M., 1074,” 
care J C-K. 





FOR SALE; outstanding, established 
modern volume jewelry stores, lo- 
cated in South Oregon and South 
California; combined annual sales 
will exceed $350,000; both cities 
have buying population of over 
60,000; stores carry complete lines 
of all nationally advertised watches, 
silverware, etc., and are franchised 
for leading radio and appliance 
lines; this is the first time these 
stores have been advertised for 
sale and they are unquestionably 
the leading, most attractive and 
are the choicest located jewelry 
stores in each of their cities; no 
building or fixture improvements 
are necessary and leases have over 
seven years to run and can be 
increased; owner has other inter- 
ests and is retiring from the jew- 
elry industry; this business is big 
enough to be an attractive, profit- 
able proposition for two men, or 
will make a fine addition to any 
chain of stores operated by pro- 
gressive operator; with close atten- 
tion and little effort, this volume 
can be increased 25% or better; 
stores can be purchased separately 
with a minimum cash investment 
of $60,000 to $70,000 per store; 
principals only inquire. Address 
“T., 1132,” care J C-K. 





For Sale 


Tools, Equipment 








WATCHMASTER timing machine; used 
only six months; like new; price 
reasonable for quick sale. Address 
“B., 1087,” care J C-K. 





FOR SALE; one Kingsley stamping 
machine, with complete set of type, 
foils and attachments; excellent con- 
dition. James Fay, Box 227, Ash- 
burn, Ga. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





ENGRAVING machine; New Hermes 
electric portable model G., complete 
with three sets of different type; 
brand new condition; cost $472.95; 
sacrifice $300. Stork’s, Inc., 110 S. 
52nd St., Philadelphia, Pa. 





LIGHTING, fluorescent and incandes- 
cent patented diamond cluster re- 
flectors, great brilliancy and true 
daylight color, economical. Pitts- 
burgh Lighting Equipment Co., P. 
O. Box 801, Battle Creek, Michigan. 





ENTIRE jewelry store fixtures; three 
safes, eight wall cases, five floor 
cases, 51’ paneling including five mir- 
rors, walnut finish, excellent condi- 
tion; delivery August 1. Robert J. 
Snyder, 12 E. Main St., Norristown, Pa. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing, Engravers, 
31 East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 








Business Opportunities 








EVERY EFFORT is made by The Jew- 
elers’ Circular-Keystone to keep its adver- 
tising columns clean. Advertisers under 
Business Opportunities, etc., must furnish 
trade references. Announcements must 
pass the strict censorship requirements of 
The Jewelers’ Circular-Keystone. 





WANTED to buy; well established 
jewelry store, in M[llinois or sur- 
rounding State; will buy stock up 
to $15,000. Address “K., 1127,” 
care J C-K. 





WATCHMAKER, expert, would like 
to buy small jewelry store in 
Southern California, or Arizona 
town, with approximately 10,000 
population. Address “G., 997,” 
care J C-K, 





WANTED to buy; established jewelry 
store in Florida; one that can afford 
a watchmaker; will pay cash. Ad- 
sa P. O. Box 1013, Huntington, 

-™ . ° 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our adver- 
tisement page 33. 





WANTED, jewelry repair and diamond 
setting shop with good following, or 
small retail store; preferably in vicin- 
ity Los Angeles. Address “D., 1089,” 
care J C-K. 





JEWELRY store wanted by indi- 
vidual; must be old established 
with good reputation; will pay cash 
and invest up to $40,000; city not 
under 15,000; any reply strictly 
confidential. Address “L., 1028," 
care J C-K. 





AUCTION with profits; auction sales 
conducted anywhere in the country; 
the finest bank and jewelers’ refer- 
ences furnished; stocks bought. Her- 
man Schwadron, 11 Midwood St., 
Brooklyn, N. Y 





(Continued on page 332) 
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(Continued from page 331) 





AUCTIONS successfully and ethically 
conducted anywhere in the coun- 
try; 12 successful sales in 1947. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





COLMES BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





AUCTIONEER, 12 successful sales 
conducted in 1947; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





PARTNER wanted to establish jewelry 


wholesale business, catering to re- 
tailers; am interested in partner- 
salesman, one with retail store fol- 
lowing; I have 20 years experience; 
formerly importer of watches; finest 
of references. Address “M., 1004,” 
care J C-K. 





SELLING your stock; we are cash 
buyers of complete, partial, or 
surplus stocks of retail jewelry 
stores; our representatives’ will 
come to you; call or wire collect. 


David Freedman, 110 Brainerd 
Road, Allston, Mass. LOngwood 
6-8479. 





ee 


SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the 
highest character. Write, 15-17 Maiden 
ee. New York. Telephone, Rector 





WANT to sell out, raise cash, etc., if 
so, it is well to know with whom 
you are dealing; check my financial 
standing in Jewelers Board of 
Trade or Dun & Bradstreet; over 
500 letters on file from satisfied 
jewelers for whom we have oper- 
ated. Write, wire, telephone. Earl 
Wilson, 424 Madison Ave., New 
York. 





THOMAS R. Reid, ‘‘America’s Mighty 
Man of the Hammer”, just finished 
close-out sale for 62 year old busi- 
ness of W. A. Gill Jewelry Co. in 
St. Louis, tenth sale for leading 
St. Louis jewelers; write or wire 
for references from jewelers all 
over U.S.A. and Canada; will buy 
you out or sell you out, for cash. 
Address, Klingenberg Terrace, 
Dubuque, Iowa. Phone 4048. 


WANTED; outlet for genuine black fire 
opals mined in U. S.; if you have 
market we have the stones. Case 
Jewelers, 106 W. Fifth St., Fort 
Worth, Texas. 





OLD established firm in Los Angeles, 
Cal., manufacturing school and fra- 
ternity emblems, medals and club 
jewelry, equipped for defense work 
if necessary, with established na- 
tional market throughout the U. S. 
and territories, is open for experi- 
enced person with sales and execu- 
tive ability who can invest from 
$50,000 to $100,000, to replace one of 
principals who must retire for rea- 
sons of health; knowledge of busi- 
ness is preferable to full amount of 
cash. Address “P., 1076,” care J C-K. 





WANTED to buy, established jewelry 
store in town of 8,000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 
S. Anderson St., Elwood, Ind. 





AUCTIONEERS, V. C. Kelley and 
Gordon Cobb, America’s outstand- 
ing jewelry auctioneers for over 20 
years; you will be pleased with 
our modern methods and _ profit- 
able results; our recent and record- 
breaking sales our best reference. 
Write or wire, America’s outstand- 
ing auctioneers, Kelley and Cobb, 
1831 Fourth Ave., Birmingham, 
Ala. 





ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
Ill. Dearborn 1684, 








MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can 
be done, with one of my dignified 
auctions; I guarantee that there 
will be no loss and that your pres- 
tige will even be enhanced in your 
community; or if you want to sell 
your stock outright, I will buy it at 
the highest price; write or wire for 
details; all correspondence strictly 
confidential; bank and trade refer- 
ences on request. M. C. Maxwell, 
1429 Boardwalk, Atlantic City, 
N. J. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben_ Tipp, 
Seattle; Bunde & Upmeyer, Milwau- 
kee; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth; two group auctions 
for St. Louis’ leading jewelers; 10 
auctions, two million dollars. Amer- 
ica’s Foremost Jewelry Auctioneer, 
Thomas J. Faussett, Howell, Mich. 





WOULD you like to retire from busi 
ness; if you were given a respon. 
sible guarantee that your stock, ve 
counts and fixtures would be sold 
for more than the wholesale Cost: 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your £00d-wil] 
and lease will sell for cash the same 
as your stock; we are not stock 
buyers, but one of the oldest excly. 
sive jewelry brokers in business: 
unquestioned bank references, also 
references from clients who have 
used our services recently; no Store 
too large or small to use this 
service; write for competent ap- 
praisals and complete details with. 
out obligation. McRae & Shaw, 
168 N. Michigan Ave., Federal Life 
Insurance Bldg., Chicago, I], 








PARTNER wanted who is an A-1 jew- 
eler and setter; unlimited possibili- 
ties aS we are one of the largest 
manufacturers in West; five-bench 
shop, complete lapidary equipment for 
cutting agates, etc.; shop completely 
equipped, well stocked on stones, imi- 
tation, synthetic, diamond melve: 
shop located city in West, midst of 
big game hunting and trout fishing; 
out of high rent district; retail build- 
ing up very good; unusual oppor- 
tunity for right man; for complete 
information write ‘“M., 1066,” care J 














Wanted to Purchase 








WANTED; jewelry store in New York 
City or vicinity, by experienced 
watchmaker; store must have min- 
imum of 100 repairs monthly. A, 
Weiss, 100 Sheriff St., New York City, 
Telephone Sp 7-7917. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 








HIGHEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately: estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee 
Ave., Chicago 47, Ill. 





SILVERWARE, sterling or plated; we 
are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active ster- 
ling, engraved or not; have a waiting 
list for hundreds of patterns and am 
willing to pay for as merchandise and 
not as scrap. Vroman’s Silver Shop, 
520 W. 7th St., Los Angeles 14, Calif. 


CONDE! TON 


——— 


Watch Work, etc., for 
the Trade 














J. E. CLARK, watch repairing for the 
trade, 125 N. Mulberry St., Mansfield, 
Ohio. 








WATCH repairing for the trade, price 
list and reference upon request. 
Gallo, 922 N. Plum St., Lancaster, Pa 
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UALITY watch repairing to the trade WATCH repairs for the trade since BEADS restrung, all kinds; expert 


since 1920. Joseph J. Post & Co., 1918; low prices but high grade work; work; materials and clasps furnished; 

Member of Jewelers’ Board of Trade, one year guarantee; Pateks, Vacher- 48-hour service on mail orders; 40¢ 

55 BE. Washington St., Chicago 2, Ill. ons, chronographs, repeaters and postpaid; free estimates. Betty King, 
popular watches; Watchmaster regu- 524 Addison, Chicago 13. 





lation; monthly statement; insured 











—— 
= “oy wou nt Bros., 1142 Sixth 
liable watch repairing for the ve., New York ty. 
Quick. wt hanesienat $1.50, staff $1.50; BEADS restrung; all style beads re- 
write for low cost price list, or send strung, plain or knotted; prompt ser- 
vice; can furnish references. Mrs. 


trial package. Slees, Johnson Bildg., 


Bridgeport, Conn. Helen E. Stump, 202 State St., Shill- 


WATCH repairing for the trade; work 
ington, Pa., near Reading. 


done in our own shop; personal at- 
tention given to every job; a trial 
shipment will be convincing; will 
gladly furnish references. Albert May- 


~~ gg meh =e matter, 3027 N. Racine Ave., Chicago JEWELRY repairing, diamond set- 


for additional work. E. M. Gindrat, ting and special order work for the 
446 Columbus Ave., New York 24, N. Y. trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





ae 














WATCH repairing for the trade; 
quick service guaranteed; years of 
experience; reasonable __—iprices; 
write for further information. 
Elgin Watch Repair Shop, 108 E. 
Highland Ave., Elgin, Il. 


EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; quality, 
efficiency, dependability. Harr 
Watch Repair Co., 2 E. 45th St., 
New York. 





PEARLS and beads restrung, clasps 
furnished, seed pearl work; excep- 
tionally fine work, quick and depend- 
able service; 20 years’ experience; 
Holmes protected safe. G B. Lam- 
berger, 52 W. 47th St., New York 19. 











EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the lat- 
est Western Electric Watchmaster; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 


BALANCE staffs to watch, $2; order 
and balance staff and/or mainspring, 
$4; guaranteed; mail orders and esti- 
mates solicited. Howard Simon, Box 
116-C, Central Islip, L. I, N. Y. 





PEARLS restrung either plain or 
knotted; crystal beads on chain; can 
furnish clasps; quick service; careful 
workmanship; reasonable prices. 
es 55 Eddy St., Providence, 
R, L 








CAREFUL, honest watch repairing for 
the trade, moderate prices; out of 
town orders attended to promptly. 
1 Kunnel, 2 W. 47th St., New York 
City. Phone Bryant 9-5065. 


WATCH repairing, crystals fitted; work 
guaranteed; place your repair prob- 
lems in the expert hands of Herman 
Schwartz, repairing all types of 

— watches; skillful fitting in fine watch 

crystals by Harold Friedman; same 

day service. Room 705, 12 John St., 

New York 7, N. Y. Rector 2-2894. 





MOUNTINGS for cameos, brooches, 
pendants, earrings, etc., made to your 
specifications; free estimate; prompt 
service: satisfaction guaranteed. C. 
Merle Dubs, Manufacturing Jeweler, 
231 North St., Harrisburg, Pa. 





SEND your chronographs to chrono- 
graph specialists; as little as $8 for 
complete overhauling; free estimates, 
fast service; all work guaranteed one 
year. Pilot Watch Co., 562 Fifth Ave., 
New York City. 














TWENTY-FIVE per cent. discount in- 
troductory offer; take advantage of 
this introductory offer and let us give 
you 25% discount on the first five 
watches you send us; let our 17 years 
experience prove to you that you will 
get watch repairs of the highest qual- 
ity; we are chronograph and repeater 





To Let 





CAREFUL watch repairing, _ skilled 
workmanship; all watches checked 
and timed on Western Electric 
Watchmaster for accuracy, Frederick 





FOR RENT; jewelry and gift shop; 


ee. 48 W. 48th St., New York 19, 


specialists; each watch is timed and 
tested on our Watchmaster before 
leaving the shop: member of the Jew- 


“no stock”: nice show windows, wall 
cases; jewelry cases, watch bench in 
store; city of 20,000, in Virginia; im- 





mediate possession. Address “G., 765,” 
care J C-K. 


elers Board of Trade; price list upon 
request; our work is good, we want 
you to know it; send us your trial 
order now. Perfect Watch Repair 
Service, 323 W. 5th St., Room 306, 
Los Angeles 13, Calif. 





BOSTON, Mass.; reliable watch repair- 
ing for the trade; timed on Western 
Electric Watchmaster; five-day ser- 
vice; prices and references upon re- 
quest. Lucerne Watch Repair Co., 
333 Washington St., Room 321. 





SEATS in jewelry factory for rent; 
oxygen, gas, electricity; suitable for 
anything except watchmaking. Harry 
Raeburn, 40 W. 48th St., New York. 
Plaza 7-1542. 








WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 


TWENTY-five years of experience in 
fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you ac- 
curate timing; work guaranteed; 
prompt delivery of five to ten days; 
anna —_— request. H. Spiel- 
man Co., 9 Maiden Lane, New York - 
7, N. Y. WOrth 4-3377. Special Order Work and 


wag Repairs for the Trade 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s 
Service. Felder’s, 1173 52nd St., Brook- 
lyn 19, N. Y. Gedney 6-5300. 





JEWELRY factory available, over 3,000 
and polished; jewelry work finished sq. xt. suitable See. protuetien or nent 
. manufacturing; Eas -town New 
like new; since 1919 a dependable York area; reasonable: low rent. Ad- 
place for satisfactory work; full in- dress “C., 988,” care J C-K. 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., 


Canton, Ohio. 








Miscellaneous 














AMERICAN schools of watchmaking 
and aircraft instruments offer in- 
tensive, practical, career training to 
qualified men and women; ap- 
proved for veterans; approved by 
National Council of Technical 
Schools, United Horological Asso- 
ciation of America, and California 
Association of Vocational Schools; 

YOU won’t be satisfied until you try pg yg as yen 


Tammen; 30 years’ experience; 

— P etnscenccnoring like new; —— no Pin bm — a. by — Write, American Schools, 5145 W. 
e; references; prices on request. perts for the trade; reasonable prices 

A 4 . and prompt service; bonded. Rankin’s San Fernando Rd., Dept. J-6, Los 

Angeles 26, Calif. 


. Tammen, Room 814, 93-99 Nas- 
Sau St.. New York 7 Pearl House, Box 1384, Beaumont, Tex. 











HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 
45 Park Place, Morristown, N. J 
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STATISTICS vs. VITALISTICS 


IN common with many of you, I have often pondered 
after business hours on the real nature of our business. 
What does it mean to be a jeweler? Of course, we need 
statistics to operate intelligently. We use facts. We use 
figures; profit or loss figures; stocks and inventories; 
store traflic and advertising appropriations. 


But every statistic is nothing more or less than the 
result of a great many very human understandable 
individual reactions. Every statistic is thus merely an 
aspect of human nature in “pill” form. Weddings be- 
come a dry figure of marriages per years by age groups. 
Babies are no longer a pride and joy but a statistic on 
the number of births. ' 


Beyond statistics, in consequence, there is something 
bigger and far more important in our business of being 
a jeweler. Let’s call it human nature operating. And 
let’s name it vitalistics. 


Vitalistics are warm, human, understandable facts. 
They are part of the pageant of life in each of our com- 
munities as represented by individuals. It’s Joe King 
and Nancy Smith getting engaged. It’s Brown’s boy grad- 
uating from high school. It’s a daughter born to that 
young couple down the street from your own home. And 
so it goes from cradle through the golden jubilee Wed- 
ding Anniversary. 

Certainly in the final analysis, this is the real nature 
of our business as jewelers. We’re part of the vitalistics 
of our communities, its births and birthdays, its wed- 
dings and wedding anniversaries, its Christmas and 
Mother’s Day celebrations. 


INDIVIDUAL CHARACTER PLUS 


EacuH of us, to be sure, recognizes the importance of 
understanding vitalistics. But how many of us are really 
doing something about it? I should like to suggest two 
possible uses of vitalistics. 


First, a broader interest and more active participa- 
tion as individual jewelers in community affairs. Look 
for occasions to let people, young and old, know who 
you are and what you stand for. They range all the way 
from a talk at your business club to a brief note of 
felicitation to the young girl whose engagement you 
read about in your morning paper, or congratulations 
to the parents of a new baby, or to a business friend 
celebrating an anniversary. 


It will be a few years only when the grammar school 
graduates of today will be the bridal couples of tomor- 
row. In between, the high school home economics classes 
will welcome you to tell them about silver and diamonds 
and all the fine products you handle. Build up a “work- 
ing agreement” with the woman’s page editor of your 
local newspaper, and with the director of the women’s 
programs of your local radio station. Establish your 
personal reputation in your community so that people 
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think of you first as the merchant most to be trusted 
most helpful and desirable to deal with on every jm. 
portant occasion throughout their lives. Make it s0, jf 
you please, that your community needs and values you— 
as a friend, a counsellor, and a jeweler—as much as jt 
values the family physician. 


Second, consider giving mature thought to having 
your store personality reflect the warm, human life of 
your community. A simple, easy way is to gear your 
store activities—your windows, your display cases, your 
advertising and promotion—to gift-giving occasions. 

And in this connection, vitalistics are again on our side, 
To people of every age and economic level, “Something 
From the Jeweler’s is Always Something Special,” be jt 
a toddler’s modestly priced present to his dad on 
Father’s Day, or a diamond ring for a couple’s engage. 
ment. The jewelry store should be THE place to buy 
cifts for births and birthdays, weddings and wedding 
anniversaries, Christmas and Mother’s Day, and all the 
other gift-giving occasions throughout the years. 


INVEST IN YOUR INDUSTRY 


By previous standards, the past few years have been 
“‘vears of plenty” for the jewelers. They were years when 
our real competition—the automobile industry, the elec- 
trical appliance industry, the other great industries 
marketing many other consumer products—were con- 
centrating on war production or reconversion. These are 
far-sighted, aggressive industries—promotional minded, 
competing with us for a share of the consumer’s income. 
The intelligent way to avoid any “years of want” is to 
meet competition now, four-square, on an industry level. 
Our industry—represented by our retail jewelers and 
suppliers—is a One BILLION DOLLAR Industry. Our 
industry numbers men of talent, vision and purpose. 
And our industry has finally found a vehicle that is 
performing for each of us on an industry-wide basis 
as nothing else ever has—the Jewelry Industry Council. 
Its sound and aggressive activities have already earned 
the respect of The Industry. 


The Jewelry Industry Council brings the great and 
varied talents of men in our industry together for the 
prime benefit of the retail jeweler. It is a truism that 
every man and every company owes something to his 
industry. In our case, that means our industry’s able 
promotion association. Our industry, if you will, can 
become stronger and richer only as we work together 
by supporting our Council, cooperating with its activities, 
and working for it—and ourselves. 


OD, [of ~ ~~. 


Ceci, D. KAUFMANN 
Guest Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 













te sees Tey, Bhs mt ~ au 
z . 


hai Nore Oo 
Seer en. 5. 

_ 

Ww 














“Se, Pte Po 
. 2s, 


~ 


eeetias S 










ean ei 33 a, gine 





NEW STVLES 
NEW PATTERNS 


and A GRANO NEW SHOWING 
OF feo (2K GOLD PULLED ITEMS 


A word to the wise! Hold everything until you 








see the new line of customer-catching Men’s 
Jewelry by Hadley ... out in July. This year’s 


showing is the “hottest” yet! 


Sold, as always, through authorized Hadley Wholesalers 


to jewelers only! 


COMPANY * PROVIDENCE » RHODE ISLAND 
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Community advertising 


sells Community patterns! 


Thirteen famous national magazines carry Com- 
munity* advertising—each one hand-picked to 
reach the greatest number of prospective Com- 
munity customers. 

Similarly, Community patterns are featured in 
Community advertisements— because pattern, in 
a name customers know, influences silverware 
purchases more than any other factor. 


Read more about Community’s carefully 
planned advertising on page 44, 45. 
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